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Smaller advertisements - 
are the only alternative 
to the repeated crowding E 
out of the advertisements — 
of many users of © Tele- 
Sapa ' space. 


For some months past 
certain classes of ad- 
vertisements in the 
" Northern Daily Tele- 
graph” have been subject 
toa maximum space 
limit. In the autumn 
space limits will apply to 
all classes. 
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The Craft 
of the 


Photo-Engraver 


THE VALUE OF CONFIDENCE 


How much is it worth to you to be able to 
put a piece of work in hand with the sure 
confidence that the result will be “right”— 
not sometimes good and sometimes “good 
enough "—but always equally good without 
flaw or failure ? 


We believe it is the uniform standard of 
Craske blocks—a standard as high as skilled 
craftsmen can make it—which accounts, more 
than any other factor, for the remarkably 
rapid growth of our business. 


It is built on confidence. Our confidence in 
the ability of our craftsmen to produce “ better 
blocks," and the confidence of those whom 
we serve that they can rely upon us—always. 


Phone for Mr. Craske, Holborn 2529 


and make an appointment for him to call. The 
more difficult the task the more anxious we are to 
master it. Nothing is too small to interest us if 
it interests you. 


Alfred Craske & Co 
Makers of ** Better Blocks” 


at 5 East Harding Street 
FETTER LANE, E-Ca 
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BOOK IN ADVANCE 


All the advertising spaces on the vans of 


CARTER, PATERSON & CO. 
and their Allied Services, for which I 
am the Sole Agent, are booked until 


the end of this year, with the 
exception of 500. I shall be glad to 


quote rates and submit full-size sketches. 


Full particulars on application: 


J. WEINER’S 
** VAN-AD" POSTER SERVICE 


Sole Agent for the Advertising on Carter, Paterson & Co.'s (allied services) & other first-class Vans 


32 Shaftesbury Avenue, 
London, W.1 


Telephone : Telegrams : 
1128 Gerrard (3 lines). “ Lithoprint, Piccy, London." 
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ss CIENTIFIC DISTRIBUTION" 

is the name of one of the most 

interesting, important and en- 
lightened books that have come into the 
ken of those who advertise and those who 
sell. It is by Charles F. Higham, the 
leading advertising agent in London, and 
almost as well known on this side of the 
Atlantic as on that. It is a remarkable 
book. It sets forth the real advertising 
theory in better style than it has ever 
before been set forth ; and the adver- 
tising theory set forth is a better theory 
than has ever before been promulgated 
by anybody in this complete form. 


There are three parts to the book : 
One treating. of the distribution. of 
intelligence, in which is laid down the 
principles that apply to a general con- 
sideration of the subject, in somewhat of 
an historical manner; one treating of 
the modern aspect in which there are 
chapters on scientific distribution of 
commodities, the value of advertising to 
the producer and retailer, the value of 
advertising to theconsumer, the technique 
of advertising, the modern advertising 
agency, and the possibility of business 
literature ; and a third part which treats 
of the prophetic aspect, in which theré 
are chapters on the scientific distribution 
of ideas, state policy, political thought, 
literature and social propaganda. 


Others have written about all of these 
topics, and written well, but few have 
gone acutely to the bottom of them as 
has Mr. Higham. A few years ago this 
book would have been looked upon as 
too radical to consider. But advertising 
has taken a great leap ahead as one of 
the consequences of the war. It is 
getting its eyes open, as there are many 
other methods of promoting and exe- 
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cuting business. The book is entirely 
reasonable—so truly and sanely reason- 
able, in fact, as to make the reader 
wonder how it happens that all he 
says is not so firmly established in 
advertising practice as to make its saying 
superfluous. 


A few men have been preaching these 
theories that Mr. Higham gives the 
great weight of his approval to, and 


trying to convince advertising men of 


their fundamental value for many years ;. 
but here is a man who has been working 
them into his great and successful business 
as an advertising agent and writes about 
them as proved business principles, about. 
which there can be no more controversy. 
He has tried them out, and knows what 
they amount to. He writes about some 
things that he has not yet got into his. 
business, of course, else he would not be 
the constructive seer he certainly has. 
proved himself to be in this book. But 
al that he believes and has not yet 
practised, is based upon conclusions drawn 
from that which he has done. 


The book is one that cannot be easily 
summarized. It is itself a summary, 
without an unnecessary word in it; a 
condensation of matter that easily might 
have been made to fil a much larger 
book. It has to be read entire ; we can 
do no better service to the advertising 
men, and to the business men who ought 
to be advertisers, than to urge them to 
read it. Nothing but good can come of 
reading it, because there is nothing to 
compel any reader to adopt any of the 
things suggested, or change his practices 
or ideas to bring them into accord with 
its teachings. And there is in the book, 
for the progressive man with an open. 
mind, a possibility of great benefits. 
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EDITED BY SIDNEY ALLNUTT 
PRINCIPAL CONTENTS 


THE ONLY INDEPENDENT ADVERTISING TRADE PAPER PUBLISHED IN GREAT BRITAIN 
NO PRINTER, ADVERTISING AGENT. NEWSPAPER OR ENGRAVER HAS THE 
SMALLEST INTEREST IN ITS PROPRIETARY OR ANY VOICE IN ITS CONTROL 


THE PERILS OF PEACE 
d EN —IURING the past two or three months there has 
Eel been a remarkable awakening in all sorts of 
- 4| quarters to the dangers which threaten us if we 
= ) have to enter upon peaee without being better 
| prepared for it than we are at present. 
ENFAN A It is all the more remarkable in that this 
5 XS) quickened apprehension of the perils of peace 
: | has manifested itself while the most intense and 
critical fighting of the whole war has been 
proceeding from one tremendous climax to another on the battle- 
fronts in France and Italy. 

The old cry that no time and energy could be spared for any 
problem but that of winning the war never came nearer being 
justified than it has come since the opening of the German offensive 
on the Western front in the spring of this year : yet it is since then that 
for practically the first time we have had any considerable evidence of 
a widespread realisation of the vital necessity of devoting more 
thought and labour to our peace preparations. 
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Even the most concentrated of '* get-on-with-the-war ? patriots 
seem now to be arriving at some faint glimmering of an idea that a 
nation may both win a war and lose it if it does not know what to do 
with the ensuing peace. 


One after another our national Icaders, with Mr. Lloyd George 
at their head, have been warning all whom it may concern that unless 
we make the most careful and comprehensive preparation for peace, 
victory in the field may prove after all to be comparatively barren 
and fruitless, as far as we ourselves are concerned. 


The pens of influential publicists have bcen active in support, 
and there now seems to be some prospect that the importance of 
organising for national peace-time operations may become generally 
recognised. Such a recognition will come none too carly. 


Mr. J. L. Garvin, in one of his weekly reviews of current events 
and questions, recently stated the case with characteristic clearness 
and force. "The public case,” he said, *'islike an imperfect coin, with a 
fine design on one side and crude, unstamped metal on the other. 
Now there were and there are two tasks as well belonging to each 
other, as the two sides of a penny. One was and is the winning of the 
war. The other was and is the winning of the peace. On the former 
purpose the War Cahinet had to concentrate, though it has made a 
palpable error in not constituting another powerful though sub- 
ordinate Cabinet for domestic organisation under some very able and 
determined Minister. 


" A year ago it seemed that everyone saw the truth about 
Reconstruction. Whether men were inspired mainly by Imperial 


views or mainly by social, or equally by both as everybody ought to 
be, they saw that the old order never could be restored ; that to be 


caught by the outbreak of peace in mere confusion without any 
definitely determincd system to replace the former would be disas- 
trous and might be death ; and that if there is to be a fair chance 
for the power and harmony and success of the new political and social 
order, wc must as far as possible lay its foundations in advance. 


“ In spite of the plainest warnings for years, we had failcd to 
prepare for war, and for that failure had paid a frightful price. Were 
we going in spite of that tremendous lesson to fail in reasoned pre- 
paration for peace? That peace, by comparison with life and 
industry before the war, will mean conditions as novel and un- 
paralleled, emergencies as various, efforts as gigantic. To this ques- 
tion the whole country when its interest was fresh and its insight 
strong said ‘No.’ Accordingly a year ago there was universal 
enthusiasm for laying before the end of the war the foundations of 
Reconstruction. We say the foundations. To build on them the 
superstructure itself would give us work enough and take us all our 
time even if everything we could possibly do in advance had been 
achieved. This was well and clearly perceived. It was hoped that 
by now, about twelve months afterwards, several definite things of 
the first magnitude would have been accomplished towards thorough 
national preparation for the work of peace. 


“ But the measurcs expected have not been carricd out. The 


nation’s mind has again become distracted, apathetic, shiftless about 
Reconstruction. This nevertheless involves at home the fruition of 
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every spiritual ideal and practical aim for which this war has been 
fought and the sacrifice of our best given." 


This statement of the situation certainly does not suffer from 
lack of emphasis, but it is surely unreasonable, on the facts, to assert 
that it is at all exaggerated. ; 


To say that nothing has been done towards raising the efficienc 
standard in British industry and commerce would, of course, be to 
ignore a whole series of revolutionising achievements in the realms 
both of production and transport. 


What had to be done to meet urgent and unescapable wartime 
necessities has been done far more effectively than most of us would 
have believed possible, though at the most extravagantly wasteful 
cost. As a result British industry will enter upon its peace-time 
campaigning infinitely better equipped than of old. Not only has it 
vastly improved material resources, but it has also done a great deal 
towards organising itself, in the broad and comprehensive manner 
that is a prime condition of success under modern manufacturing 
and trading conditions. 


It has, however, been organising as the effect of outside pressure, 
more or less erratically exerted and intermittently felt, than in 
accordance with any foresight and forethought of its own: and its 
new machinery is consequently working in an impossibly uneconomic 
manner. There will need to be direction and co-ordination before the 
new energv that is being put forth ean have anything like an adequate 
effect. And there will be “nothing doing ” in the sense of a real 
reconstruction of British industry until as much attention is given 
to selling the goods as to producing them. 


It is in salesmanship that we have been most lamentably 
wanting and in salesmanship we most need to mend our ways. Yet 
salesmanship is the one thing most neglected by all our reconstructors. 


They are out to make the best of all the new worlds of peace 
time, except the one that counts most—the advertising world. 


A RECORD IN REPLIES 


HAT must be easily a record number of replies to 
an invitation in a Press advertisement is to be 
found in the 581,000 suggestions received by 
the vendors of the “ Eveready " flashlight in 
response to an appeal in The Saturday Evening 

Mos | Post. 

VACANS PIS It is true that in asking for suggestions for 

LU YS. OU SAK the best name to take the place of “‘ flashlight ” 
they offered a substantial prize to the sender of 

that adjudged most felicitous ; but even so a return of over half-a- 

million replies is a most astonishing harvest to have been collected. 


The Saturday Evening Post, in so many ways one of the most 
remarkable of the world's great periodicals, may fairly plume itself on 
this new testimony to its circulation and influence. 


EN 


o0 
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FROM WAR TO WORK 


R. SAMUEL TURNER, who will be remem- 
bered by most of our readers as part author 
of that inspiring book “ Eclipse or Empire," 
has once again broken out into print with a 
volume bearing the title at the head of this 
article. 


The scope of his work is sufficiently 
indicated by the title he has chosen, and he 
has contrived to deal with his subject in a most 
interesting and stimulating manner. 


It is possible that in his enthusiasm for the new order of things, 
which he sees approaching, Mr. Turner does less than justice to the 
order which has: passed away. But he is undoubtedly right in 
insisting upon the fact that things as they were before the war 
belong to a past that can never be revitalized, and that it would be 
the most dangerous of all possible errors to attempt to revive. 


A great part of his labours have been spent in the endeavour to 
show that scientifie knowledge and labour-saving machinery have 
never yet been used with understanding and effect in the industrial 
field—more especially in Great Britain—and to demonstrate that 
they must be so used in future if civilised society is not to fall into 
a chaos of its own creation. 


He is urgent in his demand that every possible labour-saving 
device, both in organisation and material, shall be utilised, and that 
it shall be utilised to save labour, and not merely to pile up profits. 
He recognises that the antagonistic attitude that “labour” has 
adopted towards production-increasing contrivances is not altogether 
without reason, but is of opinion that the antagonism is no longer 
justifiable, whatever it may have been in the past, and that it cannot 
be persisted in without disastrous effects. The speeding up of 
production he shows to be a matter of as much moment to the 
employed as to their employers ; and he holds that they are in a 
position to secure full benefit from it. 


He does not agree with the uncompromising attitude generally 
adopted by British organised labour towards “ profits," and is able 
to produce strong evidence that high profits on capital are not at al! 
incompatible with easy conditions and liberal rewards for the worker. 


Mr. Turner explains that his “little book is not intended to 
furnish any ready-made plan for a new model of government," 
political, industrial, or commercial. “Its aim," he says, “is con- 
fined to an attempt to create the consciousness of the need for certain 
reforms. All men of action know that he who never starts until he 
sees clearly every move of the game, is lost. For he will never 
start." 

His appeal is for courage and clear-sightedness. Let us prepare 
for peace in the light of things as they are, not as they were, not 
forgetting for a moment the tremendous lessons that the war has 
forced us to learn. Let us look forward not to a peace of repose 
and relapse into old and outworn ways, but to a peace of cffort and 


of real reconstruction. And let us embark upon the enterprise of. 
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social and industrial organisation without faintheartedness. Faith | 


and courage will carry us to our goal. 

Mutual mistrust, fear of the unknown, weariness and procras- 
tination, it is in these that the danger of the future lies. 

These are, very closely condensed, the conclusions that Mr. 
Turner conveys with so much force and point, and which he supports 
by a vast array of laboriously gathered and admirably arranged 
acts. 

We hope that his book will be widely read, not least among 
advertisers and advertising men, who will have to play an important 
part in making the new world of peace-time a happy and com- 
fortable dwelling place for its inhabitants. 


AN APPEAL TO ADVERTISING MEN 


R. GEORGE J. ORANGE and Mr. L. H. 
Hartland Swann, working under the auspices 
of the National War Savings Committee, are 
now engaged in a new scheme for extending 
the sale of War Savings Certificates, and we 
commend it to the support of our readers. 
This particular task is the promotion of 
the sale of sixpenny War Savings stamps, 


because they realise that the War Savings Certificates, at a cost of 


15s. 6d., though freely sold in more well-to-do distriets, are some- 
what too expensive for sale in shops in the poorer neighbourhoods. 
Thousands of peopie who could not afford to pay 15s. 6d. down 
could, however, quite well manage to buy one sixpenny stamp every 
week, and then when the thirty-one stamps have been stuck on the 
War Savings card it can be exchanged at the post office for a War 
Savings Certificate. Any business man can see the immense possi- 


bilities of sale of these stamps, and to the methods for increasing . 


their sale which the promoters suggest we would add that they 
might be used as gratuities. 

The getting of agents and kecping them active as sellers is work 
exactly parallel to that done by sales and advertising managers 
and directors of businesses every day. It means the “ opening of 
accounts," and then the constant stimulation to sell. It has been 
found that the work can only be done successfully by individual 
effort—both Mr. Orange and Mr. Swann have personally secured 
about 8,000 agents apiece, apart from the results produced by their 
organis:ng work. 

All this enterprise is so peculiarly fitted to the readers of this 
journal that an appeal is now made to them for helpers in every 
part of the country. It is a signal opportunity for business men 
to lend their own particular experience and talents to a section of 
national work where they will be round pegs in round holes. 

Those of our readers who are willing to assist in this movement 
are cordially invited to offer their services. Letters should be 
addresscd to Mr. L. H. Hartland Swann, National War Savings 
Committee, Salisbury Square, E.C.4. 

Mr. Swann and Mr. Orange are doing such splendid work in 
promoting the sale of the certificates that we Hope their appeal will 


meet with a ready response. 


© 
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“COX’S IN THE CIRCUS” 
FEN 


One of the most dignified of British banking institutions 
breaks out into advertising in the U.S.A. 


FOR THE heading to this article 
I am indebted to & London American, 
who added to it the observation that 
he would sooner see even a bank 
have a wild time occasionally than 
just sit around while the moss grew 
on it. 

It need not, however, be supposed 
that if " Cox's" has had the enter- 
prise to enter the advertising field 
it has done so in any way unbefitting 
the dignity of its great position. Its 
advertisements are not at all dull, 
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GOOD TASTE AND SOUND BUSINESS 


but they are eminently sober, and, 
so to say, gentlemanly. 

However much the critic might in a 
general way be prejudiced against 


advertising, such an essay in publicity 
as that made by Cox’s could not 
possibly give him a handle for adverse 
comment on the ground that it might 
in itself damage the prestige of a great 
institution. 

To tell here the full wartime story of 
Cox’s is unfortunately impossible : un- 
fortunately because it provides one 
of the most extraordinary “ business ” 
romances of these amazing years. 

Quite suddenly ** Cox's ”’ found itself 
transformed into the paying agent and 
banker of the officers of one of the 
largest instead of one of the smallest 
of the world armies. 

Where it was handling one account 
it had to handle a thousand. 

Conducting a business which less 
than any other admits of errors even in 
the smallest of details, it has had to 
operate with a vast improvised staff 
of men and women which, in the cir- 
cumstances, could not be selected 
with the greatest of care. And it 
had to manage this nondescript and 
heterogeneous crowd of amateur clerks 
by means of only the remains of its 
old staff of skilled and  practised 
experts—for many had answered the 
call to the Colours. 

By every belief dear to those who 
delight to decry British business effi- 
ciency the result should have been 
chaos. It was nothing of the sort. 
“ Cox's ” met a situation that was not 
merely new, but that beggared even the 
wildest imagination, without once 
allowing it to get out of hand. 

The achievement is all the more 
remarkable in that '*Cox's" is very 
much more than a bank, in the 
commonly understood sense of the 
term. 

One of its officials humorously com- 
plained to the present writer that many 
of its customers had a habit of regarding 
* Cox's" rather in the light of bene- 
volent uncle than of banker. If this, 
indeed, be so it is not at all unnatural 
for the extent to which it befriends the 
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A GROUP OF SPECIMENS TO ILLUSTRATE THE 
GENERAL SCHEME OF PRESS ADVERTISEMENTS 


army officer almost suggests a relation 
more avuncular than commercial. 

And now, not content with acting as 
the particular friend of tens of thousands 
of British officers in armies spread over 
endless miles of battle-front and com- 
munication lines in three continents, 
'" Cox's" is intent upon fulfilling the 
same function toward the officers of the 
huge American armies that are assem- 
bling in Europe. 

It will mean a further vast expansion 
of a business already large enough to 
occupy the energies of a group of 
Government departments ; but “‘ Cox's ” 
has demonstrated its ability to expand 
indefinitely without impairing its effi- 
ciency. It has an experience, as well as 
organization and connections, which 
cannot be equalled for the particular 
purpose of supplying the needs of the 
Army officer on service. 

., Most important of all, the facilities 


it can offer, can be placed at the 
disposal of its officer customers at once. 

There was, of course, only one 
effective method by which *'Cox's" 
could extend an invitation to officers 
of the American armies to make use of 
its unique service—by “live " adver- 
tising conducted on modern lines. 

And equally, of course, it was 
necessary that they should approach 
the American officer before he crossed 
the Atlantic if they were to give him 
all the assistance in their power. 

Accordingly it was decided to carry on 
an extensive Press advertising cam- 
paign in a carefully selected list of 
media in the U.S.A., and to this end the 
services of the Dorland Agency were 
requisitioned. 

The advertising scheme devised by 
them has up to the present involved the 
use of the following newspapers and 
other periodicals, each of which has 
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been selected, as may readily be under- 
stood if the list is examined, with a 
most particular eye to its potentialities 
in connection with the special appeal 
put forward by ** Cox's." 
Here is the list :— 
DAILY NEWSPAPERS. 


New York Times. 

| New York Evening Post. 
Brooklyn Eagle. 
Boston Transcript. 
Worcester Telegram. 
Philadelphia Public Ledger. 
Philadelphia Inquirer. 
Baltimore American & Star. 
Richmond Times Disp. 
Columbia State. 
Atlanta Constitution. 
Louisville Courier. 
Chicago Tribune. 
Kansas City Star. 
San Francisco Chronicle. 
Houston Chronicle. 
Dailas Morning News. 
San Antonio Express. 
Washington (D.C.) Star. 


NATIONAL SERVICE WEEKLIES. 


New York Army & Navy Journal. 
Washington Army & Navy Register. 
Camp NEWSPAPERS. 
Bowie, Reconnaissance. 
Crane, News. 
Dodge, Camp Dudger. 
Gordon, Trench & Camp. 
Greene, Trench & Camp. 
Kearney, Service Journal. 
Wheeler, Trench & Camp. 
Lewis, Over the Top. 
Logan, Trench & Camp. 
Meade, Herald. | 
Shelby, Castle. 
Upton, The Review. 
Camp WEEKLY MAGAZINE. 
Camp Custer, Bulletin, 
Camp SEMI-MoNTHLY. 


All Camps, National Army News. 
Western Camps, American Khakiland. 


Camp MONTHLY. 
Camp Dix, Pictorial Review. 


The general character of the copy 
used for the Press announcements may 
be seen from the reproductions of 
some of them appearing in these pages. 

That in their general appearance they 
do full justice to the character of 
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" Cox's" as an institution ‘will be 
generally admitted ; and upon perusal 
of the copy it will be found that the 
restraints imposed in the interests of 
suitable dignity and good taste have 
not by any means prevented the 
advertisers’ proposition being put for- 
ward with all possible argumentative 
force and appropriate suggestion. 

A principal object of the Press 
announcements is to induce applications 
for a descriptive and explanatory book- 
let, “The Three Stories of Cox’s.” 
which gives a brief but reasonably 
detailed account of what “ Cox’s " is 
and what it does for its customers. We 
understand that applications for this 
exceedingly interesting little booklet 
have bcen freely forthcoming, and that 
it is already enjoying an extensive 
circulation. 

Of the history of “ Cox's" it tells 
how it came into being in 1758, when 
Richard Cox, private secretary to Lord 
Ligonier, Commander-in-Chief and 
Master General of the Ordnance, was 
appointed Banker and Official Finance- 
Agent of His Majesty’s First Regiment 
of Foot Guards (now Grenadier Guards), 
of which his patron was colonel. By 
1806 the British Army corps and regi- 
ments in the agency of “ Cox’s” 
included the artillery, the engineers, 
the wagon train (now Army Service 
Corps), 19 regiments of cavalry and 163 
battalions of infantry, and at the time 
of the battle of Waterloo they were 
already agents of the entire British 
Household Brigade and the bulk of 
the cavalry and infantry regiments. 

Since then the romantic story of the 
bank’s activities is an integral part of 
the history of the British Army. 

Its achievements during the present 
war have, however, altogether eclipsed 
anything to be found in the past records 
of its highly specialized and always 
admirably conducted business. 

To supply the needs, in the matter of 
banking accommodation, of an army 
established and increased in two or three 
years from three hundred thousand to 
upwards of seven millions was a task 
that might have appalled the boldest. 
At the present time a number of Army 
officers nearly, if not quite, equal to the 
entire strength of the famous First 
Expeditionary Force sent to France, 
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rely entirely upon “ Cox's" for their 
pay, their financial accommodation, 


and their temporary and permanent 


monetary needs. No matter in what 
part of the world their duty carries 
them, they find “ Cox's" on the spot 
and always at their service. 

All this with details of varied services 
—far beyond anything usually expected 
of a banker—provides first-class mate- 
rial for one of the most fascinating 
of advertising booklets, which, however, 
never loses sight of the practical in the 
picturesque. 

It is much more than commonly 
interesting to see a commercial insti- 
tution so full of years and honours as 


** Cox’s " entering the advertising arena 
with such an excellently conceived and 
conducted campaign. Even allowing 
for its very special circumstances, it 
may fairly be regarded as significant of 
a British industrial and commercial 
renaissance which is full of promise for 
the future. 

We offer our hearticst congratu- 
lations to the bank which in this 
advertising campaign has given yet one 
more proof of its astonishing vitality 
and enterprise. It is by the way 
* Cox’s ” in fact as well as in name, for 
its present head, Mr. Reginald H. Cox, 
is the great-great-great-grandson of the 
founder. 


THE POSTER GIRL 


By CAROLYN WELLS 
(After Dante Gabriel Rossetti). 


The blessed Poster girl leaned out 
From a pinky-purple heaven ; 

One eye was red and one was green ; 
Her bang was cut uneven ; 

She had three fingers on her hand, 
And the hairs on her head were seven. 


Her robe, ungirt from clasp to hem, 
No sunflowers did adorn, 

But a heavy Turkish portiére 
Was very neatly worn ; 

And the hat that lay along her back 
Was yellow like canned corn. 


It was a kind of wobbly wave 
That she was standing on, 

And high aloft she flung a scarf 
That must have weighed a ton ; 

And she was rather tall—at least 
She reached up to the sun. 


She curvedand writhed, and thenshe said, 
Less green of speech than blue : 

“ Perhaps I am absurd— perhaps 
I don't appeal to you ; 

But my artistic worth depends 
Upon the point of view." 


I saw her smile, although her eyes 
Were only smudgy smears ; 

And then she swished her swirling arms, 
And wagged her gorgeous ears, 

She sobbed a blue-and-green-checked sob 
And wept some purple tears. 


In view of the article appearing on 
another page impressing the important 
part which advertising should play in 
‘the preparations for industrial activity 
after the war, it is interesting to note 
that our contemporary Marketing, of 
Toronto, has been urging the very 
same thing. It says: 

“ First and foremost it is thc impera- 
tive duty of every manufacturer, 
banker and trader to keep his goods 
and services familiar to the publie eye, 


(Reprinted by courtesy of '* The Poster.") 


and in constant use. Now the market- 
ing problem is almost solely a selling 
problem ; and the greatest instrument 
yet devised by the brain and ingenuity 
of man for the efficient and rapid 
marketing of products is advertising. 
It is à penny wise pound foolish policy 
to cut down on advertising appro- 
priations merely because business, for 
the moment, is brisk, or because plants 
are employed to full capacity on war 
orders.” i 


FOLLOW THE FLAG to FRANCE 


Q^ PS F “PERSHINGS 
ik PES Au oae 


ROTER HALL—-NOW 


United States Government Official War Films 
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VARIOUS AND SUNDRY 
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“The world is so full of a number of things."—Robert Louis Stevenson. 


A Tribute to 
Lord Northcliffe. 


Lord Northcliffe’s propaganda work 
has not escaped the criticism bestowed 
on the actions of all public men, but a 
very significant tribute to its success has 
been accorded by a writer in the well- 
known Berlin paper, the Tageblatt. 
After observing that Germany cannot 
hold a candle to England in the matter 
of propaganda—that alone is a very 
striking expression of opinion—the 
writer goes on to say :— 

“ Thanks to the Northcehffe propa- 
ganda, discouragement, apathy, and 
doubt are spreading more and more 
among our people. I contend that 
Kühlmann, even, in his last unfortunate 
speech, was unconsciously influenced by 
the Northcliffe propaganda.  Mightier 
and more dangerous than Fleet and 
Army is Reuter. We, too, must have 
a Ministry of Propaganda, unless we 
are to be deprived of the fruits of our 
sacrifices, sufferings, and achievements." 

Surely the Germans themselves are 
good judges of the success of the propa- 
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ganda work we carry on in their 
country ! Let us please have a little 
less depreciation of ourselves. 


x 


* Some" Advertisement ! 


Mr. Wm. H. Rankin has been doing 
great things in the advertising of the 
United States Army, and has received 
thereon the warmest congratulations 
from very high quarters. His latest 
task has been the publicity campaign 
at Chicago for the Government film, 
** Pershing's Crusaders," which showed 
the soldier's life in the training camps 
at home and in the trenches on the 
Western Front. One of his achieve- 
ments in connection therewith was a 
" spread " in the Chicago papers, the 
advertisement in The Evening Post 
measuring 86 inches wide by 233 inches 
high. The cost thereof was met by the 
generous contributions of several patrio- 
tic firms, whose names were duly re- 
corded in the advertisement. As our 
illustration of a portion of it shows, it 
was a fine piece of work, and it was 
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prepared, like the others, under Mr. 
Rankin’s supervision. 

At the close of the campaign the 
Committee on Public Information sent 
Mr. Rankin the following letter :— 
* Thanks and congratulations 
on the big double-page adver- 
tisement in the Chicago papers. 
It is as fine a job as has yet 
been done." When it is re- 
membered that the committee 
consists of the Secretary of 
State, the Secretary of War, 
and the Secretary of the 
Navy, with Mr. George Creel 
as chairman, it will be realised 
that their letter was indecd 
something of which to be 
proud. | 

M 


Pelmanising. 

The Pelman Institute is 
adopting a new style of adver- 
tising, of which my illustration 
affords an example, though 
they are not by any means 
abandoning letterpress propa- 
ganda. In the right media 
advertisements of this charac- 
ter should do excellent work, 
and it seems a pity that 
humorous advertisements are 
not employed morc extensively 
in humorous papers. The 
advertisement is the more 
effective in that it would not 
be taken to be such by many 
readers, but would be regarded 
as an editorial skit on an in- 
stitution that by its very wide- 
spread publicity campaign has 
become a legitimate target for the 
cartoonist's shafts. These sketches form 
an excellent bit of reminder advertising 
and the point is well driven home. 


Farewell! 


Advertising men shared the sorrow. 
felt by the country at large, at the 
death of Viscount Rhondda on July 3rd. 
They recalled with sympathy the splen- 
did work he did in conserving the food 
supply of the country, a task he took 
up at a time of extremest difficulty, and 
they recalled, too, the fact that he was 
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their guest at one of the Aldwych Club 
lunches at the Connaught Rooms. On 
that occasion Lord Rhondda described 
fully the operations of the Department 
under his control. Had he resigned his 
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HUMOUR IN ADVERTISING 


arduous task his life would have been 
prolonged, but he stuck gamely to his 
work as a public duty, and he lived 
long cnough to see the achievement of 
a very great measure of success. Not 
every man is thus fortunate. 


E d 


Concerning Co-ordination. 


In a little screed about itself Industrial 
Management, one of the leading engi- 
neering magazines of the United States, 
expressed in a recent issue some sound 
opinions on the co-ordination of the 
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editorial and advertising pages of a 
magazine. This is one of the prin- 
ciples it lays down: ''The publisher 
may devote .his editorial pages to 
declaring and emphasising broad funda- 
mental principles upon which successful 
industrial practice can alone be based, 
and open his advertising pages to show 
practice by describing and presenting 
the advantages of the machinery, 
methods and service through which 
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industry progresses. The editorial and 
advertising pages are co-ordinated— 
they are pressing forward abreast to- 
wards a great industrial goal. 

* Such co-ordination is only possible 
with modern technical advertising, 
which gives the how, the why and the 
results, instead of mere bald, un- 
supported,  antagonising assertions. 
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Technical publishers have heen largely 
responsible for developing this form of 
advertising through their service de- 
partments." This is well said. 


MX 
Fresh as Roses. 


The advertisement I here reproduce 
of “June Roses" Morny is a very 
dainty piece of work, marked by a 
lightness and delicacy which harmonises 
with the subject matter. The 
illustrations are well placed 
and the few words of letter- 
press well written and pre- 
sented in suitable form. 
Altogether it is very pleasing. 

X 
Sidelights on History. 

Dickens has very forcibly 
impressed upon us all that 
some of the boarding schools 
in the earlier years of the last 
century were simply places of 
torture for the unhappy pupils. 
An advertisement which ap- 
peared in The Times in June, 
1818, and just brought to my 
notice, suggests that a school 
at Winton, near Brough, West- 
moreland, was no paradise for 
the scholars, as the advertise- 
ment states that at that aca- 
demy “there are no vaca- 
tions." 

Reading between the lines 
one can guess what that meaus 
—the school was a dumping 
place for unhappy youths 
whose parents and guardians 
wanted to get rid of them. 
The fee for “ parlour boarders "' 
was forty guineas a year, and 
I further learn from the ad- 
vertisement that “the testi- 
mony of more than 500 young 
men, now in the bosom of 
society, may be adduced in 
favour of the seminary.” It would 
have been very instructive to have had 
the private opinions of the five hundred * 


Xx 
Advertising in the 


. Far East. 


The illustration I here reproduce shows 
the advertisements on a railway station 
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in China, the contractors for the same 


being the China Publicity Co., of CEPEA 
Shanghai. The Chinese characters give SERGE 
a fine decorative effect to the announce- 5 ARTIN «. lated none 
ments, and there is about them a happy ADVERTISING Sea 


A CHINESE HOARDING 


sense of arrangement of the display 
matter, though unfortunately the illus- 
tration is too small to do them justice. 


M 


An Attractive 
Combination. 

The three advertisements I reproduce 
appeared in one column, as here shown, 
in a daily paper a week or two ago. 
They illustrate the way in which 
artists of repute are being engaged to 
draw for advertisers and do not consider 
it beneath their dignity to do so. Also 
such fine work gives a very real interest 
to the papers in which they appear. Sai 
The illustrator of the first advertisement THE SMARTEST. "OE CRASAING FART 


is Mr. Claude Shepperson, the well- ete EIE 
known Punch artist, and of the second pesa cim ae 
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Mr. Septimus Scott. The third artist 
does not sign his name, but might have 
done so with full pride in his admirable 
work. 

Not only are the illustrations so 
excellent, but the lay-out of the adver- 
tisements is distinctly attractive. 
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At Variance. 

The Eastbourne Gazette and the East- 
bourne Town Council have been at 
variance because the former published 
certain committee reports which the 
latter intended should be kept private, 
and so, by way of punishment of the 
paper, the Council resolved to deprive 
it of the Council's advertisements and 
official intimations, until it gave under- 
takings and expressed regrets. 

In the absence of full information on 
the subject it is impossible for me to 
express an opinion as to the merits of 
the case. So much depends on the 
special circumstances, THOTH. 
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HOW AMERICAN GROCERS ARE 

FIGHTING THE MULTIPLE STORES 

ESA UR 
By HARRY VALENTINE 


RETAIL GROCERS in this country 
who are suffering from the competition 
of the multiple stores may learn some 
useful lessons from a study of the 
policy adopted by their fellow trades- 


mu ae 

ae 
men in Philadelphia and the district 
who have to face a similar difficulty. 
I see that two thousand one hundred 
retail grocers in the locality have 
combined to meet the competition of 
the chain stores, for recently a number 
of the latter operating in this neigh- 
bourhood joined forces and have been 


making effective use of newspaper 
advertising. This combination of 


Community Stores 
We Serve You Save 


2100 Grocers 


in Philadelphia-Camden 
and Suburbs 


have adopted the 


Community Store 


plan to promote real store service and 
bring greater economies to YOU You 
will find one of these stores in your neigh- 


borhood — look for the sign. 


The Housewife is entitled to the con. 
venience of Delivery Service, Telephone 
Orders and every other store service privi- 
lege—these will be provided by. every 
grocer displaying the COMMUNITY 
STORE sign. 


These Grocers retain ab-solute-ly the 
ownership and personal direction of 
their stores, but through the greater efh. 
ciency brought about by the organized 
COMMUNITY STORE plan they can 
give you positive assurance of 


Real Store Service 
Delivery of Orders 
Reasonable Prices 


The Parity of Every Article Sold 


"Ils Easy to Buy at a Community Store” 


Community Stores 
We Serve @ You Save 


RETAIL SERVICE BIDS FOR RECOGNITION 


mu 
THE GROCER STATES HIS CASE 


chain stores own over 1,000 shops in 
the district, and push their lines in 
preference to those advertiscd, although 
they handle nationally advertised goods 
for which there is an exceptionally 
strong demand. The individual grocers 
have formed a chartered company 
under the title of * The Community 
Stores Company," and with the back- 
ing of the wholesale grocers of the 
district they have launched an adver- 
tising campaign. 

The plan on which the Community 
stores operate allows each to retain its 
individuality and name. It simply 
adds to its sign the svmbol of the 
new organisation, reading ** Community 
Stores—We Serve, You Save." The 
primary aims of the organisation are : 

* 1. To feature standard, advertiscd, 
trade-marked goods. 

* 2. To maintain standard and sane 
priecs. 

"8. To protect member 
against cut-rate competition. 

" 4. To make it possible for every 
community store to continuc telephone 
and delivery service without adding 
to the cost of merchandise to the 
consumer. 

* 5. To teach modern methods of 
merchandising." 

Members of the community stores 
have decided that the best way of 
meeting the competition of the chain 
stores is by improving and making 
known their service to the public. In 
their advertising they lay stress on 
‘© personal service,” “ guaranteed purity 
of goods,” the telephone order, the 
delivery system and other featurcs not 
usually possessed by the chain store. 

The preliminary advertising is of 
necessity of ageneral publicity character, 
and to strengthen this they have 
arranged with the manufacturers of 
goods sold by them to mention the 
Community storcs in their advertising 
in the local papers. 


stores 
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Results count for more than efforts—Successes 
more than mere temporary connections. 


Personal Counsel 
or Full Agency 
Service ....... 


1. The Personal Service of 
Mr. Derrick can be retained 
at an agreed fee in a purely 
advisory capacity upon all 
matters relating to the Reduc- 
tion of Selling Cost, without 
the detail of preparing and 
placing of any advertising. 

2. Or with our organisation we 
can go a step further, and prepare 
complete Advertising Campaigns for 
the home market and throughout 
the Empire, and in foreign countries 
—with or without contracting for 
space in the papers, etc. 

3. Or we will organise and exe- 
cute any and every form of your 
Outdoor Publicity — Bill - posting. 
Railways, Trams, and ‘Buses, etc. 
4. Or we will plan, in every 
detail, your letterpress and colour 
Printing — and, tf desired, print 
same on competitive estimate. 

5. Or we will do all these four 
things, working in harmony with 
your own organisation. 


PAUL E. DERRICK 
ADVERTISING AGENCY, LTD. 


34, NORFOLK ST., STRAND, W.C. 
LONDON. 


PAUL E. DERRICK 
AUTHOR OF 


How to Reduce 
Selling Costs 


2nd EDITION. 
Geo. Newnes, Ltd., Publishers. 


6/- net or 6/6 post paid 
—or any Bookseller.— 


he book deals with 
the principles of co- 
ordinated selling effort. 
By no other means can 
selling costs be kept ona 
level to ensure expansion 
of trade and to meet 
modern competition. 
dvertising is a 
prime factor in 
any efficient selling plan 
—but to be effective 
must be employed with 
full knowledge of its 
established principles. 


Now is the time to 


THINK 


avt TR ate 
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In the first series of advertisements, 
one of which is reproduced on page 18, 
they make a strong appeal to local 
sentiment and patriotism. 

A campaign based on similar lines 
would appear to be worth the serious 
attention of the grocery trade of this 
country in meeting the competition of 
the co-operative stores, and while writing 
on this action of the American grocers 
in relation to the chain stores, I should 
like to refer also to the action of some 
of our own co-opcrative stores with 
relation to nationally advertised goods. 

As far back as 1910 the Lincoln 
Co-operative Society attempted to boy- 
cott various well-known and nationally 
advertised brands of cocoa, but the 
boycott broke down under an intensive 
advertising campaign by the cocoa 
manufacturers. 

The attitude of the co-operative 
stores towards nationallv advertised 
goods was dealt with in another article 
in a recent issue, and the following 
extract from an advertisement of the 
Hull Co-operative Socicty shows that 


they are adopting a more aggressive 
attitude than before : 


" Advertisers impress upon the 
public the wisdom of buying branded 
goods which have a reputation to 
keep, but co-operators will require 
no advice in regard to their own 
branded goods, as they know that 
C.W.S. stands for a guarantee of 
purity, quality, and worth." 


It will be interesting to know what 
action * The Advertisers! Protection 
Socicty " propose to take in this case. 
This advertisement appeared in The 
Hull Daily Mail, and one cannot 
believe that the proprietor of this paper, 
who draws a considerable portion of his 
advertising revenue from national adver- 
tisers, will wilingly allow the local 
society to make statements of this 
nature. It would also be interesting to 
learn the views of those national ad- 
vertisers who allow co-operative stores 
to sell their fixed-price nationally ad- 


vertised lines at prices less “the 
dividend.” 


THE ADVERTISING MAN’S LIBRARY 


The Principles and Practice of Newspaper 
Make-tip. By T. E. NayLor. Messrs. 
Raithby, Lawrence & Co., Thanel House, 
Strand, and Leicester. 2s. Od. 

Many a paper containing much that is 
excellent has failed to win the acceptance of 
the publie because they felt they did not care 
for the look of it. They did not know what it 
was they did not care for, but none the less the 
fact remained, and so the paper failed. The 
reason often was that it was badly made-up : 
the able journalists who produced it did not 
know the technical side of their work. For 
their guidance they had not much literature, 
and that is one reason why we offer a warm 
welcome to Mr. Naylor's book. It gives most 
useful information on the make-up of all sorts 
of newspapers, and we shall get better journals 
in future if what he says is carefully considered 
bv those who engage in the perilous task of 
launching a new venture. Tvpe-faces, headings, 
their functions, stvle and display, summaries 
and standing features are ali treated of. 

The advertisements, too, naturally receive a 
share of Mr. Navlor's attention, and he devotes 
one chapter to ** The Front Page ” and another 
to " Newspaper Display,” giving much well 
thought out advice. Here is one good sugges- 
tion: “The printing department ought to be 
fully instructed as to the stvle of the front page 
advertisements, and as to whether displayed 
advertisements are to be excluded or not, how 
thev are to be divided up, and so on. It isa 


serious mistake to leave the composing depart- 
ment without definite instructions in these 
details. One cannot expect to have a good 
page if every advertisement is a law unto itself.” 
Here is onc other quotation : *' It is due to the 
advertising agent to sav that without the 
ingenuity and enterprise which he has brought 
into the business, newspaper advertisements 
generally would not have attained to their 
present high degree of excellence.” 

A preface to this excellent book has been 
written by Lord Burnham. 


Indexing ; Technical and Trade Periodieals and 


Books. By GEonaE E. Brown. British 
Association of ‘Trade and Technical 
Journals. 10s. net. 


In compiling this little book of only 82 pages, 
the author has been inspired by a desire to 
stimulate the provision of efficient indexes to 
technical books and periodicals on more or 
less uniform lines. The directions contained 
in the manual apply particularly to trade 
publications, and have been drafted so as to 
form a guide to an editorial typist or assistant 
by whom the work, after very little practice, 
can be efficiently done. The advice given is 
detailed and of a thoroughly practical character, 
and the book will be of great service not only 
in the offices of technical publications, but also 
in the offices of inany business firms which 
find it necessary to index the contents of trade 
papers on a somewhat elaborate scale. 
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The Official Newspaper 


of the American Forces 


120,000 


" 


AND STILL GROWING! 
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THE ONLY MEDIUM FOR 
INTENSIVE ADVERTISING to the 
AMERICAN FORCES IN EUROPE 


Rates and available space on applicationtothe 


SOLE ADVERTISING AGENTS 
FOR GREAT BRITAIN: 


(Principal: G. W. KETTLE) 


- REGENT STREET - LONDON - S.W.1 
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TO FOSTER OVERSEAS TRADE. 
EDI 


The Three Departments of Commercial Advertising in 


Overseas 


TO TAKE thought for the possibilities 
of the future does not at all imply any 
lack of appreciation of the paramount 
necessities of the present. That our 
immediate business is to win the war 
goes without saying: but we shall 
not win it any the more surely or 
specdily by being blind to everything 
but the demands and perils of the 
moment. It is most distinctly our 
business to prepare for peace, even in 
such critical days as these, for peace 
will assuredly only bring its full 
rewards to those who are ready to 
receive them. 

Nor need it be cast in our teeth as 
unworthy that we are devoting thought, 
labour, and time to mere matters of 
trading when so many are giving their 
utmost to a more heroic enterprise. 


GREAT BRITAIN’S STRENGTH 


The affectation of regarding trade as 
a mean thing is as mischievous as 
it is common. 

To its trade in the past Great Britain 
owes the strength which has enabled 
it to bear war burdens of almost 
incredible magnitude and variety. Upon 
its trade in the future it must mainly 
rely if it is to play the part in after- 
war political and social regeneration 
which we proudly believe it should do, 
not more for its own benefit than for 
that of the world at large. 

If we bclieve that British power is 
a factor for good in the affairs of the 
world then it is our duty as well as 
our right to do everything possible to 
strengthen its one material basis, 
British trade. 

We should not have to make once 
more an apology of this description 


but for the constant reproaches brought . 


by superheated patriots whose ideas of 
what winning the war really means 
are as narrow as they are fervent. 

It is fortunate that notwithstanding 
the tremendous claims made by strictly 
military needs and for the wherewithal 


Markets 


of mere day-to-day “carrying on,” a 
great deal of attention has in fact been 
given to the future of British industry, 


. both in official and private circles. 


So much admirable work has been 
done that British industry is certain 
to enter upon after-the-war competition 
more efficient both in equipment and 
organisation than it has ever been 
before. Always provided that satis- 
factory adjustments can be made on 
questions at issue between capital and 
labour, our industrial situation when 
peace-time arrives promises to be 
something more than merely satis- 
factory. 

Our manufacturers have had some 
hard lessons to learn since August, 
1914, and they have profited by their 
experiences. Comparatively little is 
heard of what they have done and are 
doing—with and without official co- 
operation—but in its effects it is bound 
enormously to strengthen their position 
as against foreign competitors. 

A considerable amount of thought 
and energy has also been expended on 
the markets, though much less than 
that devoted to “ the goods." 


OvERSEAS MARKETS 


A certain amount of machinery has 
been set up, and more is in contem- 
plation, for obtaining and disseminating 
all kinds of useful information relating 
to overseas markets. This was badly 
needed, and cannot fail to do valuable 
service ; more or less according to the 
type of men sent out as commercial 
intelligence officers. 

The work that is marked out for 
them ?s of a varied character, but it 
does not include anything relating even 
indirectly to actual salesmanship : and 
it is not suggested that they should 
engage in any kind of commercial 
propagandism ; beyond making them- 
selves agreeable and as generally helpful 
as may be. 

Now whether gentlemen fulfilling 
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the functions of H.M. Trade Commis- 
sioners, or those of the Agents-in-Charge 
described in Sir G. C. Mandleberg’s 
proposals for a British Manufacturers’ 
Corporation, would be hampered in 
their other duties by a personal con- 
nection with actual selling or advertis- 
ing operations may be open to question. 

Without discussing that possibilitv, 
we think most of our readers will 
agree that, however directed, something 
must be done by way of salesmanship 
and advertising in overseas markets, 
if the information gathered by our 
commercial commissioners or agents is 
to possess more than an academically 
educational value. 

While admitting this, some may 
contend that the operations of sales- 
manship may properly be left to private 
effort. With this view we are in profound 
disagreement. 

British commercial advertising in 
overseas markets, if it is to do all that 
is possible in the creation of effective 
goodwill, must reflect something more 
than the rivalry of competing traders. 


Ii 
| 


It must in the first place be national, 
done in the interest of British trade, 
not of particular trades or of individual 
traders. As a national work in every 
sense, carried out for the ultimate 
benefit of all, this advertising should be 
paid for out of publie moneys, which 
necessarily means that it must be under 
Government control. 

It would not at all conflict with, or 
remove the necessity for, private adver- 
tising; but would enable private ad- 
vertisers to cultivate prepared ground 
instead of unbroken wilderness. 

The object of national advertising in 
overseas markets would, of course, be 
to create a favourable disposition 
towards British goods and British 
merchants. 

It would make use of the Press, of 
lecturers, of the picture theatre, of, in 
short, every one of the means by which 
the most able modern practitioners of 
advertising contrive to make on the 
general mind an impression deep and 
lasting. 

It would be the office of the directors 

(Continued on page 26) 
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Information for 


Advertisers—No. 3 


A sure guide to the truth of circulation claims may be obtained by 
careful enquiry as to the capacity of the papers’ printing plant. 


The amazing circulation success of the papers in the Hulton group 
has been limited only by their inability to obtain sufficient paper 
and the difficulty of securing “ permits ” for new machinery. 


The house of Hultons print and publish more newspapers than 
any other single house in the British Isles proved by 
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P £1 a o> »? 
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Our printing installation includes 26 sixteen-page units “ Sunday Chronicle " 
ize, 12 twenty-four page units “Evening Standard” size, and 12 thirty-two 
nage or 24 sixteen-page units “ Daily Sketch” or “ Sunday Herald" size. 
These are all modern high-speed presses, and tn addition to increasing their 
capacity we are installing more presses almost immediately, 


E. HULTON @ CO., LTD. 


Daily Sketch, Sunday Herald, Daily Dispatch, Sunday Chronicle, Empire 
News, Evening Chronicle (Manchester), Evening Standard, etc., etc., 


46 Shoe Lane, E.C. 1: 


Withy Grove, Manchester 
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of such national advertising to call 
attention to the vast resources of British 
industry and trade, and to the many cir- 
cumstances which give them advantages 
they are able to extend in no small 
measure to foreign consumers. 


A FIELD FOR ENTERPRISE 


They would call attention to out- 
standing achievements of British manu- 
facturers and their technical advisers 
in all fields of action, and would give 
due publicity to the remarkable testi- 
monials which British industrial and 
commercial enterprise and performance 
are constantly receiving. 

At present practically no use is being 
made of this most valuable advertising 
material. 

Another important part of their 
work would be the clearing-up of mis- 
understandings between foreign con- 
sumers. and British manufacturers and 
merchants, and the combating of the 
misrepresentations of unscrupulous com- 
petitors. 

These have been allowed to poison 
the minds of our potential overseas 
customers in the past almost without 
an attempt on our part to counteract 
their influence. 

They should also explain, in the open 
by continuous advertising, so that the 
information they have to give cannot 
be overlooked, how full use can be 


made of official services by overseas 


traders interested in British com- 
modities. For someone to be on duty 
in an office ready to inform and help 
enquirers only if asked to do so is 
not enough. 

To make favourable comparisons, in 
the many cases where such can be 
drawn with solid reason, between 
British commodities and those of 
foreign origin; to describe the condi- 
tions of the workers in our factories 
and distributing depots (an important 
matter in these days); in brief to lose 
no opportunity to exhibit British 
industry and commerce in the most 
favourable light—this is the part which 
the directors of national publicity in 
overseas markets ought to play. 

Nor would their most energetie 
endeavours in any way circumscribe 
the field open to private advertising 
enterprise. 
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This falls into two natural divisions : 
the co-operative advertising of indus- 
trial and trade organisations and the 
competitive advertising of individual 
traders. And here again the one does 
not militate against the other, but, on 
the contrary, supports and forwards it. 

Let us note here that the spirit of 
co-operation is moving very wonderfully 
over the face of industrial waters to-day; 
and that the intense individualism 
which for so long has characterised the 
British business man is, generally 
speaking, if not entirely broken down, 
at least undergoing a rapid dissolution. 

It would surprise most of our readers 
to learn what great strides have been 
made in this organising of whole indus- 
tries, not only to increase productive 
efficiency and to eliminate cut-throat 
competition, but also, though much less 
generally, for the purpose of carrying 
out new and ambitious sales-making 
campaigns in home and forcign markets. 

When such co-operative organisations 
embark upon advertising they can do 
much morc for whatever industry they 
represent than any number of indi- 
viduals operating on their own account 
could achieve. 

They can speak with greater authority 
both because they stand for much 
instead of little and because the neces- 
sarily general character of their appeal 
takes from it the appearance of being 
dictated by merely selfish considcra- 
tions. 

OBJECTS OF ADVERTISING 

The chief objects of their advertising 
should be (1) to increase the demand for 
the commodity or commodities in which 
they are interested, by the “ quality ” 
argument and by suggesting new modes 
and occasions for its use; and (2) to 
stabilise the demand by bringing special 
selling force to bear in slack seasons 
and in markets which are less fruitful 
than they ought to be. 

Co-operative advertising of this kind 
has been done in America by a large 
number of industrial groups with the 
most signal success. The extent to 
which demand can be stimulated has 
been demonstrated not only in one 
industry but in many in most remark- 
able fashion, and the approximate 
equalisation throughout the whole year 


— m — 
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of a demand which was formerly 
seasonal has effected a beneficent 
revolution in many instances. 

The method of financing these co- 
operative enterprises varies ; but in one 
shape or another it rests upon the base 
of a tax upon value of business done by 
individual contributors. 

It is no doubt annoying for contribu- 
tors to reflect that the mean-spirited 
manufacturers and traders who refuse 
to co-operate must needs share in the 
benefits accruing from their joint en- 
deavours ; but that cannot be helped. 
Experience has shown that it is usually 
not very long before the recalcitrant 
find it worth while to come into line; 
notwithstanding that they ordinarily 
have to pay a penalty for delaying to 
do so. 

The competitive advertising of indi- 
vidual traders and organisations need 
not be affected, except for the better, 
either by State or industrial co-operative 
advertising. The work of individual 
advertisers will only be made more 
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simple when they need not trouble 
themselves with any question of general 
propagandism. They will not need to 
bother about recommending their pro- 
position in general but can confine 
themselves to the particular reeommen- 
dation of their goods. 

Of course the success of the first two 
of these three departments of British 
commercial advertising in foreign mar- 
kets would be determined by the 
efficiency of the men in charge of them 
and their assistants. 

The work to be done is advertising 
work and only fully competent adver- 
tising men possess the equipment and 
experience necessary for its perform- 
ance. 

It is also essential that an intimate 
liaison should be established between the 
Government organisation, the co-opera- 
tive organisations and private adver- 
tisers, for they could inform, inspire and 
strengthen each other enormously if the 
will and the means for doing so were 
available. 


The Pall Mall Gazette 


INCE the outbreak of war the ** Pall Mall Gazette " 
has steadily increased its already well-established 


position as the evening newspaper most appealing to 
educated Londoners. 


It covers a circulation area containing upwards of 
twenty million inhabitants, and is read by the classes 
possessing the highest purchasing power. 


The “ Pall Mall Gazette " goes home, and reaches the 
woman who buys for the household. 
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AVIATORS WANTED 
Em] IONIAN 


A Canadian Advertising Campaign to secure Recruits 
for the Flying Corps. 


By C. ELVINS, Advertising Manager of the Imperial 


Life Assurance Company of Canada. 


A SCHEME of publicity to secure 
recruits for the Imperial Royal Flying 
Corps in Canada has lately been carried 
out and has proved very successful. 
The decision to adopt it came about in 
this way. 

There has been a great deal of 
activity in Canada during the past 
two years in the matter of training for 
service in the Imperial Royal Flving 
Corps. Fifteen or eighteen months ago 
the Imperial Munitions Board in 
Canada were asked if they would 
assume the inauguration and conduct 
of a branch of the corps in Canada. 
The responsibility was gladly assumed 
by the Board, and Mr. F. W. Baillie, 
now Sir Frank Baillie, was appointed 
Director of Aviation, and Mr. G. A. 
Morrow, President of the Imperial Life 
Assurance Company of Canada, was ap- 
pointed Assistant Director of Aviation. 

Some months later, after the training 
camp had been fairly well established, 
it was found that the manufacturing 
of aeroplanes required direction, such 
as Sir Frank Baillie was particularly 
capable of rendering. Consequently, 
a company for the manufacturing of 
aeroplanes was formed, with Sir Frank 
at its head, and Mr. Morrow, M.B.E., 
was appointed Director of Aviation. 

Towards the end of last year 
the recruiting officials of the Royal 
Flying Corps in Canada felt that they 
must do something to stimulate enlist- 
ments from Canadian-born young men 
in the Royal Flying Corps. Therefore 
they asked that the Director of Aviation 
should organise a newspaper adver- 
tising campaign for this purpose. 

The Munitions Board was favourable 
to the advertising being done, and 
Mr. Morrow asked the writer of this 
article to assume control of that end 
of the Flying Corps’ activities. It was 
arranged to spend for publicity pur- 
poses not more than $10,000. The 


major portion of this is being spent in 
the principal newspapers. 

The opening gun in the campaign 
consisted of a series of twelve news- 
paper advertisements. These secured a 
great deal of favourable comment. 

During the past two or three years 
there has been an enormous amount of 
newspaper advertising for recruiting 
purposes for different branches of the 
military and naval service in Canada. 
The majority of this was very blatant, 
so that the attempt to secure enlist- 
ments through advertising did not 
offer the most encouraging prospects. 

However, we decided that the adver- 
tising for the Royal Flying Corps should 
be distinguished from that for other 
branches of the military and naval ser- 
vice by reason of our advertising being 
extremely dignified, and because we 
would endeavour to surround the air 
service with a glamour which would 
make people want to join on that score 
alone. 

The advertising was placed by Mr. 
H. D. Cantlon, of the Baker Adver- 
tising Agency, 184 Bay Street, Toronto, 
and the copy written by him. The 
pen-and-ink illustrations were made 
by Mr. F. Horsman Varley, O.S.A. 

In addition to the newspaper adver- 
tising, a booklet entitled “ Air Heroes 
in the Making," was prepared for dis- 
tribution, and we are also at the present 
time preparing a set of six lantern 
slides, using the pen-and-ink illus- 
trations from the newspaper adver- 
tisements. The slides are to be shown 
in the moving picture theatres at 
the smaller towns. 

[We had hoped to insert this article in 
our last issue, but were unable then to 
find room for anything but the illustra- 
tions. Reproductions of the excellent 
drawings used for the advertising will 
therefore be found on reference to our 
June number.—Eptrron ** A.W.’’] 
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by W.S 2. Cr; ford 


“If you are to get publicity you must have 
to direct it some one who understands it ” 
Mr. BONAR LAW aat the Aldwych Club 


HE part the advertising plays as a selling force in 

the building up of a business depends to some 
extent upon the business itself. In some instances it és 
the crux of the whole situation. In others it is an 
important but not the principal feature. 


Some of our most successful manufacturers are born 
advertising men. Their knowledge of all that is implied 
by the term laid the foundation of their business. They 
would have been just as successful in any other line. 


But there are exceptions—very rare exceptions. The 
proverb '' he who is his own lawyer has a fool for a client " 
will usually apply with equal force to advertising. 


Emerson said and Gladstone quoted, ' A shoemaker 
makes a good shoe because he makes nothing else." 
The man whose whole life is devoted to advertising, 
whose heart is in his profession, whose thought and 
energy and experience are centred in the many varied 
and complex phases of the subject and who has tangible 
results to show as evidence of what has been accom- 
plished is the man Mr. Bonar Law had in mind. 


Such a man can often supply the “ missing link " in the 
success of a business—is, indeed, in many cases abso- 
lutely essential to its success 


“If you are to get publicity you must have 
to direct it some one who understands it " 


W. S. CRAWFORD Ltd 


Advertisers’ Agenis and Consultants PA 
Craven House, Kingsway, W.C Lp - . 


Telephone - . Regent 5069 
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NUNC EST. elüth uM. 


SPECULATION 


THE 
BAD 
BOTTLE 


VALUATION. 


Pedigree— 


Unknown 


AND— 


Gv APPOINTMENT 


THE 
GOOD 
BOTTLE 


Pedigree— 
by Experience 
out of the 


Cellars of 


JOHN HARVEY 
& SONS. LTD. 
BRISTOL 


Founded 1796 


Naval and 
Miluary 
Wine Merchants 


A STORY IN PICTURES 


SUBSCRIBERS’ 


THE AUSTIN MOTOR CO., LTD., Long- 
bridge Works, Northfield, Birmingham, 
scnd us a copy of a catalogue they have 
issued combining a spare parts list and 
a handbook of instructions in connection 
with the electric lighting and power plants 
they are making. The catalogue, which 
consists of sixty-four pages, measures 
10 inches by 7} inches, and is stitched on 
the narrow side of the paper. It is an 
extremely workmanlike production, the 
feature being the ease with which reference 
can be made to the parts that a customer 
may need, for in the illustrations, both of 
the machines as a whole and of the in- 
dividual parts, every piece is numbered, 
with its name and corresponding number 
and even code word given in another portion 


The Association of Advertising 
Women. 


MR. ERNEST J. P. BENN, author of The 
Science of Trade, addressed on July Ist a 
meeting of the Association of Advertising 
Women at the Connaught Rooms, and said 
reconstruction aftcr the war would depend 
more than anything else upon the spread of the 
right ideas. If only we got the people thinking 
along the right lines, reconstruction would come 
almost by itself. Advertising was the spreading 


ADVERTISING 


of the book, so that in ordering by telegram 
or cable it is only necessary to use the code 
word. The booklet is printed on a plain 
white glazed paper of excellent quality, but 
there is an entire absence of anything in the 
nature of “frills.” The blocks come out 
very well. 

MESSRS. JOHN HARVEY & SONS, Bristol, 
send us a folder, of which we give an illus- 
tration, in which Mr. H. M. Bateman has 
presented, with the keenest sense of humour, 
the story of ** The Bad Bottle " and ** The 
Good Bottle.’ Mr. Bateman's skill as a 
humourist has seldom been more happily 
demonstrated. The folder is neatly turned 
out. The drawings, on a large scale, are 
also issued mounted with plate mark on a 
big card. 


of the right ideas, and it would be necessary to 
enlist its aid in the endeavour to meet the 
industrial crisis after the war. He believed 
in self-government for industry. Each trade 
should meet together to make its own arrange- 
ments, capital and labour being jointly repre- 
sented in a sort of trade parliament. When the 
war ended about 10,000,000 Britons—men and 
women—would terminate their present engage- 
ments, and only by means of trade parlia- 
ments, he declared, could they be properly 
reinstated in civil life. 
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60.000 


CERTIFIED SALE. 
ALWAYS MORE—NEVER LESS. 


(coPv.) 


Savings Bank Chambers, 
Darlington, 
5th July, 1918. 


I have to-day examined the Books, and 
certify that during the month of June, 
1918, up to the 24th, on which date the 
Government ‘‘ No Returns" Order came 
into operation, the average net daily 
circulation of the ‘ Northern Echo,” 
after deducting all spoiled and unsold 
papers, was 
60,020 COPIES 

The number of copies supplied to order 
to-day, Friday, the Sth day of July, 
1918, and not returnable, has been 


(Signed) JNO. W. WATSON, 
Chartered Accountant. 
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IN THE PROVINCES 
S 


What Advertisers and Advertising Men are doing in 
Provincial Centres—from the Special Correspondents of 
“The Advertising World” 


Dublin. 


At the end of last month there was a revival 
of recruiting advertising in all the chicf daily 
and weekly newspapers in the four provinces. 
The campaign—more modest in style and more 
“* homely ” in appeal than the earlier efforts— 
was launched as a “‘ feeder ” in connection with 
Lord French’s voluntary enlistment plan. 
Full single-column ** readers ” were utilised at 
the outset and were the work of a well-known 
Dublin journalist. Messrs. Kenny’s Agency 
were entrusted with the placing of the adver- 
tiscments. 

Seasonal drapery sales at the beginning of 
the month made a severc tax on the available 
space in the Dublin dailies. The number of 
professional “admen ” now engaged (whether as 
advertisement managers, agents or advisers) 
in the preparation of copy for Dublin depart- 
mental stores is steadily increasing, and the 
improved standard of Press publicity during 
this season was most marked. There are yet a 
few houses wedded to the “ dignified " general 
announcement style set out in scemi-poster 
type ! 

Mr. R. Valkenburg, advertising manager of 
Messrs. Switzer & Co., general drapers, Dublin, 
joined the Army last month, and is now 
attached to the Officers’ Training Corps, 
Trinity College, Dublin. The stress of military 
duties did not deter him from carrying through 
the heavy advertisement work entailed by his 
firm’s summer sale, and in this connection it is 
fitting to pay tribute to the practical co- 
operation of Mrs. Valkenburg. As one of the 
promoters of the recently formed Irish Adver- 
tising Association, Mr. Valkenburg is certainly 
a “ modern " in publicity matters. 

British manufacturers of agricultural imple- 
ments have been very persistent advertisers in 
the Irish agricultural journals for some time : 
everything from spraying machines to tractors 
has been steadily boomed in the technical 
Press. There is also a decided growth in the 
volume of mail-order advertising in the general 
Irish Press, whilst the plethora of publicity 
from firms specialising in proprietary ** cures ” 
has become quite bewildering in its varietv and 
extent. It is evident that Ireland is being 
viewed as a fruitful field for “ returns " from 
such advertising. 


Glasgow. 

The change of size of one or two Glasgow 
daily papers has been the subject of much 
comment lately. Most of this comment has been 
of an adverse character. However, the paper 


situation does not warrant the publishers 
continuing the old popular size, though the 
papers which have been able to do so without 
change of size seem to have gained in popu- 
larity and prestige. 

A pleasant little ceremony took place 
recently in the Lord Provost’s private reception 
room at the Municipal Buildings, when Mr. 
D. C. Howat presented to Lord Provost 
Stewart the original drawing of the ** Bannock- 
burn Battle Scene," by Mr. Bert Thomas, 
which appeared extensively throughout Scotland 
during War Weapons Week. The Lord Provost 
was accompanied by Sir John Samuel. Mr. 
Alexander O'Donnell and Mr. Frank J. McGloin 
accompanied Mr. Howat. Lord Provost 
Stewart is & great admirer of the work of 
Mr. Bert Thomas, who during his visit to 
Glasgow made many friends. 

Messrs. Howat's Advertising Service have 
been arranging the publicity for Messrs. 
Alexander Cross & Sons, Ltd., of their hitherto 
unadvertised insecticide and_ disinfectant, 
" Clubicidc." Messrs. Howat are using some 
of the chief Scottish dailies and evenings, the 
gardening and smallholding papers and the 
Sunday picture papers. The space varies in 
size, but is generally six-inch single column. 
No illustrations have been used. 

The War Savings Committee are still using 
large double-column spaces to further the sale 
of War Bonds. Perhaps their most effective 
advertisement has been the one emphasising 
“ six good selling points." Some of the others, 
although generously illustrated, have not 
commanded the same attention. 


Manchester. 


The Column Club is to be congratulated upon 
its enterprise in inviting Sir Auckland Geddes 
to deliver, under its auspices, the important 
address on the Man-Power question, which was 
reported at length in the Press. Over 300 of 
the most prominent business men in Man- 
chester attended. 

The temper of the meeting was an excellent 
testimony to the patriotism of the business men 
of Manchester, but one or two significant 
remarks indicated grave misgivings as to the 
wisdom of calling up men of uncertain military 
value whose services perhaps as business men 
could il] be spared. 

It is to be hoped that other important 
ministerial speeches will be delivered under 
the auspices of the Column Club, which bids 
fair to become to Manchester what the Aldwych 
Club is to London. 


We are always on the look-out for your publication, as the different members 
of our organisation find it very interesting.—Mrssns. CRITCHFIELD & Co., Advertising 


and Merchandising Agents, Chicago. 
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N the strenuous times of peace 

which lie ahead, there are big battles 
to be fought for supremacy of British 
Industry. As the Australian Premier 
has recently reminded us, winning will 
depend largely on organisation now. |i 
We are doing all we know to ensure DS 
that this house—the largest of its kind 
in the British Empire—will be equal to 
the enormous strain of world demands 
for photographic reproduction of the 
highest class. Consider how these will 
advance your own interests, and keep 
in touch with us for best work on a 
large scale. 


NIFI AED IVYA MELDE ALR 


ROTARY PHOTOGRAPHIC 
CO. (1817) LIMITED 


(Directors: A. E. Parke and C. F. S. Rothwell) 


London Office and Showrooms - Head Office and Factories : 
9 FINSBURY SQ. E.C2 | WEST DRAYTON, M'DLSX. 
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“THE ADVERTISING WORLD” LAW 
UN MT REPORTS ne 


THE VALUE OF PUBLICITY 


Variety Artiste’s Claim for Damages 


A CASE raising a somewhat novel point in 
connection with advertising was heard in the 
King’s Bench Division before Mr. Justice 
McCardie on June 24th, his lordship’s decision 
being given a few days later. The action was 
brought by Mrs. Lily Turpin, a music hall 
vocalist, professionally known as “ Lily Lena," 
against the Victoria Palace, and the point was 
whether the plaintiff was entitled to recover 
damages not only for loss of salary, but also for 
loss of publicity. The lady had recovered 
damages, £100, for loss of four weeks’ salary 
and £100 for loss of publicity. 

Mr. J. B. Matthews, K.C., for thc plaintiff, 
submitted that she was entitled to recover 
under both heads, because the defendants must 
have known that if they deprived her of the 
opportunity of appearing at a West-end hall 
her gencral professional career would be 
prejudiced. 

Mr. Scanlan, for the defendants, contended 
that the contract was to pay salary alone, 
and contained no implied terms to give publi- 
city. 

iiis lordship said if damages were obtainable 
under both heads a very wide avenue of litiga- 
tion would be opened. He asked what was the 
measure of damages in a case where action was 
brought to recover for neglecting to fulfil an 
express contract to * bill " and advertise an 
artist ? 

Mr. Seanlan said all the cireumstanecs would 
have to be considered, and quoted a case in 
which damages were given to a plaintiff who 
sued the proprietors of The Jewish Chronicle 


The Cost of Process Blocks 


In the Citv of London Court, ou July 21th, 
before Judge  Atherlev-Jones, The Strand 
Publishing Co. (Liverpool), Ltd., 150 Fleet 
Street, claimed £23 8s. against the Power 
Plant Co., Ltd., engineers, West Drayton, for 
the balance of the price of 13 process blocks 
at Is. 6d. per square inch, the total size being 
324 square inches. Defendants said they 
agreed to pay 1s. 6d. per inch by mistake, in 
lieu of the market price obtaining in August 1917 
of 6d. per square inch, and that the plaintiffs 
by implication misrepresented the intended 
size of the process blocks in not notifying to 
the defendants, at the time of the agreement, 
that the price would be for other than the 
normal size of 4 in. by 3 in. 

Mr. C. L. Hardy, for plaintiffs, said his 
clients were the proprietors of The British and 
Foreign Journal of Engineering. In March 
1917 defendants were approached by the 
plaintiffs with a view to publishing an account 
of their works. Defendants accepted the idea, 
Plaintiffs said they would do the photograph- 
ing if defendants would purchase nt Is. Gd. 


for loss of business through their non-fulfilment 
of a contract to advertise the business amongst 
the Jewish community. In all contracts like 
that under discussion there was mutuality. 

His Lordship, in giving judgment, said the 
defendants submitted that damages for loss of 
publicity were not recoverable in law. In the 
case of a young and gifted performer agreeing to 
work for a famous impresario for a nominal 
salary on the express terms that the latter 
should advertise him and endeavour to secure 
his popularity and success, he felt clearly that 
substantial damages might be obtained for 
breach of contract. 

Clause 83 of the contract was as follows : 
“ The management shall have the sole right to 
determine the position of the artist’s name, the 
size and nature of the type . . . on the bills 
and programme and in the advertisements." 
This wide and dominating discretion of the 
emplover pointed clearly to the fact that it was 
for the defendants to determine the artistic 
standing of the plaintiff for the performance 
at their hall, and to decide upon the collateral 
points involved. He decided there was no 
implied obligation on the defendants to allow 
the plaintiff to appear during the contract 
period. 

He was satisfied that no elementof publicity of 
the plaintiff entered into defendant's part of the 
bargain. ‘To allow the claim under the second 
head to succeed. would involve a dangerous 
extension of the right to damages, Judgment 
for the plaintiff for £100 only, for loss of salary 
and costs. 


per square inch the process blocks for the 
illustrations. Defendants agreed to plaintiffs’ 
terms. When the plaintiffs sent in their 
account, amounting to £46 16s., defendants 
paid half of it and now refused to poy 
the balance, saving Is. 6d. per square inch was 
ridiculous, and that the price ought to be Gd. 
or less. 

Mr. Jesse Fletcher, editor of The British and 
Foreign Journal of Engineering, said in cross- 
examination that his methods of doing busi- 
ness had been referred to in Truth. The size 
of the photos now in dispute, 8 in. by 6 in., 
was normal. 

For the defence Mr. Henry H. Thorn, 
defendants’ manager, said the fair market 
price for the process blocks sued for was 6d. 
per square inch. He had no idea that the 
blocks used by the plaintiff would have been 
8 in. by 6 in. Ie assumed they would be a 
quarter of the size, and therefore that he was 
only committing himself to a quarter of the 
total expense. He did not see the proof of 
the blocks until the article was published. 


Mr. Radcliff, for the defendants, said his 
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W:-H:SMIIH é SON 
THE ARDEN PRESS 


Viscount Hambleden : A. D. Acland : C. H. St.J. Hornby : C. S. Awdry ; A. D. Power 


Fine Art €8 General Printers 
STAMFORD STREET, LONDON, SE. 


JUST OVER WATERLOO BRIDGE 


We undertake every kind of Printing, 
and our work has just that distinctive 
treatment that strikes the right note. 
You can rely absolutely on our “ Ser- 
vice," while our charges compare 
favourably with those of any other 
house of repute in the Kingdom 


ATIS 


Telegrams: * HYPHENFRIARS, LONDON" 
Telephone : HOP 5364 
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clients wanted to expose the system carried 
on bv the plaintiffs of inserting articles in 
newspapers for nothing, but charging three 
times more for the blocks than thev should do. 
The size of the photographs did not necessarily 
indicate the sizc of the blocks. 


Tipster or Publisher 


HrEAvv Fine ImMposep FOR SENDING 
CIRCULARS. 


BEFORE TUE Beverley magistrates on 
July 11th Wiliam Bloomfield, of Beverlev, 
was summoned for that, * being a tipster, he 
unlawfully despatched an advertising circular 
in contravention of the Paper Restriction 
(Posters and Circulars) Order." There were 
sixteen summonses. The sending of the 
packets was admitted, the point at issue was 
the construction of the statute. 


Mr. G. S. Williamson, for the defence, con- 
tended that his client was not a tipster. 


Judge Atherley-Jones said he thought it was 
astrong presumption that a photograph would 
show the size the block was going to be. 
There was no relicf for a mistake in the 
absence of fraud. 

Judgment for the plaintiffs with costs. 


The Clerk said defendant admitted at the 
last conviction that he was a tipster. 

Defendant, who described himself as a 
* publisher,” said ne had an average of about 
2,000 applications a week for information 
respecting horse racing. That information he 
gave as a publisher and rot as a * tipster.” 

Thc Chief Constable : You run a firm called 
Northwold Nurseries ?— Yes. You have alse 
a * Fungi Food " Company and a ^ Wrinko- 
lene ” Company ?—Yes. 

The Bench convicted on ten summonses, 
and fined defendant £15 on each, £150 in all, 
or ten months? imprisonment. 

Mr. Williamson asked for a case to be stated, 
on the ground that there was no offence in law. 


BUSINESS GOING OUT 


M. Eugène has been advertising on a fairly 
large scale lately his methods of hair waving, 
making use of the ladies’ papers. The business 
was placed direct. 

The ‘ Sentinel " steam wagons have been 
advertised a good deal recently, the campaign 
being in the hands of Messrs. Chas. F. Higham. 

Messrs. W. S. Crawford, Ltd., have been 
advertising ** Milton," a purifying agent, very 
widely during the past few weeks. They are 
acting on behalf of the Milton Manufacturing 
Company, 125 Bunhill Row, E.C. 

The Flower Fair, so successfully held lately 
in Trafalgar Square, secured a very large 
measure of publicity. Several advertisers 
co-operated in the work of making the Fair 
widely known, and did so with great success. 

Messrs. Osborne-Peacock, of Manchester, 
are responsible for the advertising of Dram- 
buic, described as the Skye Liqueur. Dram- 
buie is made by the liqueur company of that 
name, their address being 8 Union Street, 
Edinburgh. 

Fairly large spaces have been taken of late 
for Nevillés Eau de Cologne Vanishing 
Cream. The work of publicity was entrusted 
to the Dorland Agency. 


A new advertiser is Souchette, Ltd., 27a 
Bush Lane, B.C., for their Souchette sweetening 
tablets. Messrs. Scriven are carrving through 
the advertising of the preparation. 


A big campaign is now being undertaken 
on behalf of Ex-Ox, by the Ex-Ox Company, 
Islington, Liverpool. 

Messrs. Elliott & Co.. Havward's Heath, 
are now conducting their third summer cam- 
paign for Preservo for fruit bottling. The 
business is being placed by Messrs. Barker, 
Drabble & Co. 

The Winter Thomas Company are only 
responsible for Morny Savon June Roses 
advertising, not [for other announcements 
which are appearing. 

* Plomme,” an antiseptic nose wash, is 
being advertised in the popular press by 
Messrs. Cutting & Underwood on behalf of 
its proprietors, whose address is 8, Blenheim 
Street, Bond Strect, W. 

The whole of the advertising matter for 
Chosan Bath Cubes has been prepared. by the 
P.A. Advertising Service, which have also placed 
the business. A further extension of the 
advertising is in contemplation, 


The Aldwych Club 
MEMBERS OF tie Club spent a very pleasant 
time after hinch on July 2nd, when they had 
the good fortune to hear an address by Mr. 
Fullerton Waldo, associate editor of The 
Philadelphia Ledger. His subject’ was * The 
American Spirit," but in order that he might 
speak more frecly than would be possible in 
the presence of reporters, the mecting was not 
open to the Press. The chair was taken by 
Mr. J. C. H. Macbeth. 


At the House of Commons Tribunal, on 
July 4th, a man connected with an advertising 
business, who is thirty-seven years of age, but 
said bv a doctor to appear nearer fifty, stated 
that he was engaged on advertising work for 
departments of the Government, and earned 
£1,000 a vear. The tribunal save him a 
fortnight in which to tell them the manner in 
which he would devote some part of each day 
to work of national importance which would 
involve some sacrifice. 
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HUGE HAND-PAINTED PICTURE 


ADVERTISEMENT IN OXFORD STREET 
EHH ATH 


Remarkable Innovation in England 


AT THE moment Oxford Street, W., is more 
than worthy a visit by anyone, and it will 
ever be historical for being the street in which 
was incepted the big pictorial advertising 
painting, such as is so frequently met with 
in New York City, and out West. Fittingly 
enough it was first on view on Independence 
Day, July 4th. In America this form of 
advertising has been brought to a fine art, 
but it has been left to Thomas Smith’s Bill- 
posting, Ltd., of 61, Frith Street, Shaftesbury 
Avenue, W., the premier West End bill- 
posters, to introduce it in tangible form in 
England. A huge gable position was secured 
at 155-157, Oxford Street, facing West, 
measuring 25 feet wide by 32 feet high, 
45 feet from the ground, situated in the very 
heart of the shopping centre of the West End, 
opposite Waring's and Mappin & Webb's. 

Daly's Theatre secured the site, and decided 
to hand-paint the gable with a picture of Miss 
Jose Collins, in seven colours, red, black, 
sienna, white, vellow, blue and green. The 
work was carried out by Pioneer H. G. Whitton, 
of the Grenadier Guards, in his leave time 
from barracks. He was one of America's 
special artists and came over to join up. 
He got a ** Blighty " in France. 

Special scaffolding had to be fixed, as the 
top of the picture is SO feet from the ground. 
The head of Miss Jose Collins, who appears 
in * The Maid of the Mountains," is in a 
painted frame 18 feet wide by 24 feet high, 
and to further illustrate the size, it may be 
mentioned that each eye pupil is 7 inches across. 
The technique is such as to prove that an 
artist can do almost anything on a brick wall. 
Nobody walking or riding can fail to see it, 
and it is prettv easy to prophesy that this 
mode of advertising is bound to “ take on." 
There can be no doubt this is a great surprisc 
to the trade, who have never before dreamed 
it possible to carry out such a scheme ; but 
that is why these people are always to the 
fore. 

It is interesting to note that this firm 
were the originators of enamelled-plate adver- 
tising—they were the original contractors 
to the London General Omnibus Co.—and if 
the success of those plates is any augury, then 
this latest innovation should have a most 
brilliant future. The firm have 200 of the 
finest positions in the West End of London 
in the heart of the best shopping, within a 
four-mile radius of Charing Cross. 


“SHAVING 


Any enquiries as to other positions, which 
can be usefully employed in the same way, 
will be attended to immediately. Write, 
"phone, or call— 

Thomas Smith's Billposting, Ltd., 
61, Frith Street, W.1. 
'Phone,'2993 Central. 
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ITEMS OF 


INTEREST 


[liM ATTAINED Cn 


Mr. Chas. F. Higham has had conferred on 
him the high distinction of election as foreign 
vice-president of the Associated Advertising 
Clubs of the World. The election was made 
at the annual meeting of the Convention 
held at San Francisco during this month, and 
to enable the appointment to be made the 
constitution was altered. The news of his 
appointment was conveyed to Mr. Higham in 
the following cablegram received by him on 
July 15th: ‘ We changed constitution estab- 
lishing position foreign vice-president and 
elected you office. Writing. — D'Arcy.” 
British advertising men will join us in offering 
congratulations to Mr. Higham. 


At a mecting, held on July 3rd, of the 
Aldwych Lodge of Freemasons, Mr. George 
Orange was chosen Worshipful Master-elect. 
The installation of the new W.M. and of the 
other officers takes place in October. 


Mr. J. S. Wood, the chairman, has purchased 
the entire interest in The Gentlewoman and 
The Press Printers, Ltd., held by Mr. Alex. J. 
Warden, who has now no connection with 
either company. 


Mr. Rufus Daniel Pullar, of Braham, Perth, 
chairman of Messrs. J. Pullar & Sons, Ltd., 
the Perth Dye Works, who died on Sep- 
tember 22nd, left personal estate of the value 
of £240,440. 


Mr. E. A. Abrahams, of the Borough Theatre 
Billposting Co., Ltd., Stratford, has purchased 
the Aldwych Theatre. 


Mr. Sydney Walton, C.B.E., represented 
Mr. Clynes at the funeral of Lord Rhondda 
at Llanwern. Mr. Walton who contributed 
to The Evening News an appreciation of Lord 
Rhondda entitled '* The Man as I Knew Him," 
has been appointed one of the private secre- 
taries of the new Food Controller. 


Mr. Robert Hill, publicity secretarv for the 
New Zealand Y.M.C.A., is now in this country, 
having arrived from the Dominion at the end 
of Junc. Ile expects to go to France for Hut 
work in due course. Mr. Till carried on 
business as an advertisement: writer in Christ- 
church, N.Z., before he joined up with the 
Y.M.C A. at the close of last vear, and among 
his clients were Messrs. Beath & Co., Ltd.,a 
leading drapery house. His excellent publicity 
work for that firm has more than once been 
commended and illustrated in our pages. 


An interim dividend on the ordinary shares 
of the Eagle, Star snd British Dominions 
Insurance Company in respect of 1918 at the 
rate of 15 per cent. per annum free of income 
tax was paid on June 30th. 


The profit balance for Kellys | Directorics 
for the year ended March 31st. last was 
£69,487, including £17,016 brought in. £10,000 
was carried to reserve, and a dividend was 
declared of 10 per cent. (against 64 per cent.). 
The offer of the board to buy the company’s 
4 per cent. mortgage debenture stock as from 
January Ist, 1918, by transferring £80 of 5 per 


cent. War Loan, 1929-1947, in exchange for 
each £100 of the company's debenture stock 
met with a satisfactory response, and an 
amount of £62,500 was so purchased. 


The members of the No. 1 B.T.D. of thc 
Royal Air Force staticned at Roehampton 
Have been inspired with a desire to have a 
magazine of their own, and have given practical 
application thereto bv the starting of a paper 
which they appropriately call The Gas-Bag. 
The first number, price 3d., was issucd last 
month. It is brightly written and well 
illustrated with pen-and-ink sketehes ; among 
the artists being Mr. Heritage Peters, well 
known as an advertising man, who is now in 
the Air Service. The Gas-Bag is smartly 
turned out, and the first issue carried a goodly 
show of advertising. It is an excellent 
medium for advertisers who cater for airmen. 


The importance of saving paper is now 
pretty fully realised, but the most convenient 
way of so doing is not as clearly understood, 
and for want of proper handling there is often 
waste. The use of the '* Croftbank " baling 
presses, made bv Messrs. J. Allan Hanson & 
Son, Cross Strect, Oldham, is one very con- 
venient way of cffecting this purpose. They 
occupy little spacc, but can compress a great 
deal of paper into a small compass, so that 
they avoid untidy litter, and have hygienic 
value too. Then the paper once compressed 
can be casily stored for removal. The prices 
of the Croftbank presses vary from £5 15s. to 
about £84, and in works where there is a lot of 
waste paper they will pay for themselves in 
convenience and in actual saving of a product 
which fetches a big price. 


The first annual report of the Committee 
of the Imperial War Museum has been pub- 
lished, and shows the main lines on which the 
institution will be conducted. The exhibits 
of posters placards, proclamations, cete., 
number over 10,000. These include about 
4,000 official broadsheets, ete., from Govern- 
ment departments of Great Britain, and from 
Ireland and the Dominions. Posters from 
Germany and Austria. have been. purchased 
through Ally or Neutral countries, and exam- 
ples from France, Italy, Spain, and Roumania 
are included. Arrangements have been made 
bv which every poster dealing with the war, 
published in America is obtained gratuitously. 
Cartoons number about 10,000. 


The profit balance of the Argentine Estates 
of Bovril for the vear ended September 30th, 
1917, were £101,928, including £30,030 brought 
in. As the profits were more than suflicient 
to satisfv the dividend on preference shares to 
september 30th, 1917, the guarantors of the 
preference dividend are entitled to the excess 
in reduction of the amount due to them under 
the guarantee, and this reduces the amount. to 
the credit of the profit and loss account to 
£56,000. The directors recommend payment 
of a dividend of 6 per cent. on preference 
shares, carrying forward £32,000. 
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andum 


ADVERTISE ON TRAMS AND ’BUSES 
and 


YOU CANNOT FAIL TO ATTRACT THE PUBLIC 


The ie Electrical Federation Advertising Committee 
Offers Spaces at the following Approximate Rates: 


Sides |... wis IO ft. x 20 in. ... §/— per week 
Ends ... se 6 ft. x 20in. ... Bj- p ,, 
Corners ve 4ft. x 20in. ax 41/5 <; 
Dashes ... . 2ft 6in. x201n. ... 1/- , , 


Hanging Cards — rft. 6in. x 22in. ... 1/6 „o , 


For further particulars and terms write to: 


THE ADVERTISING MANAGER, 


The British Electrical Federation, Ltd. 


1 KINGSWAY, LONDON, W.C.2 


Sign your Zlarcenent 


Che Egreement that exists, or ought to exist, between 
you, of the first part, as the vendor of a sound commodity, 
and the public, of the second part, as purchasers of the 
same. You give the public a sign of the agreement—with an 
Oldham sign that cannot be overlooked or forgotten—and 
the public will soon give you a sign, by increased trading, that 


they will do their part. An Oldham sign is the best, because . 
it is designed and made by the most able and experienced of 
sign specialists. This is fact not theory, as you may easily 
prove for yourself. 
Signs to cover all your 
needs made and fixed by Oldham ) 
Leeds 


] OLDHAM (with which is incorporated Gawthorp’s  [.td.;, 
Sign Advertising Specialist, Foot of York Road, LEEDS 
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OVERSEAS ADVERTISING. 
O 
New Zealand. 


An cminently successful advertising cam- 
paign on behalf of the war work of the New 
Zealand Y.M.C.A. has been carried out in the 
Dominion during the past few months, and 
according to the latest advices had up to then 
resulted in the raising of £170,000, or £70,000 
more than the sum originally asked for. The 
campaign was carried on through the whole of 
the Dominion, with the exception of the 
province of Auckland, and was started in 
February, March 15th being observed as Red 
Triangle Day. when special efforts were put 
forth. In making their appeal, the promoters 
of the campaign emphasised the fact that the 
funds were being raised for war work only, and 
that the whole of the money would be expended 
on the soldiers. 

Mr. Robert Hill, publicity secretary of the 
Y.M.C.A. for New Zealand, prepared the 
national advertising for the campaign, and 
committees were appointed for each town and 
district, and thev chose their own publicity 
managers and did their own local advertising. 


Folders, booklets, posters and ‘stickers "— 
the New Zealand name for poster stamps— 
were among the publicity methods employed, 
and badges of different kinds were also sold, 
the prices of these ranging from a pound 
downwards. By the last-named means quite 
a considerable sum was raised. 

In Wellington, at one of the busiest street 
comers, a big clock was erected, the dial of 
which, in place of the usual numerals, bore 
figures in thousands. The hands were movcd to 
show the progress of the fund. In the raising 
of the monev great enthusiasm was shown 
throughout thc Dominion, and it must be 
admitted that the result was highly creditable 
to those who so generously responded to the 
appeal and to those who organised it. The 
promoters of „the campaign had an ideal 
cause to plead, and the issue shows once 
again how great is the power of advertising 
when ** the goods " are right. 

Late last year Auckland province raised 
£50,000 for the war work of the N.Z. Y.M.C.A. 


MR. MARCUS SMITH 


Mr. Marcus Smith. 


BY WAY of send-off Mr. Marcus H. Smith was 
entertained to dinner at the Aldwych Club on 
June 27th, prior tc his starting on a buriness 
visit to the United States. Mr. Wareham Smith 
presided, and the company, which numbered 
about thirty, included Messrs. V. J. Reveley, 
W. B. Warren, W. H. Veno, Alfred Johnson, 
Jos. Bardsley, Hayward Young, A. Laurence 
Wright, Herbert Owen, S. C. Peacock, L. Hoey, 
Leo Scheff, A. Cohen, A. L. Sharpe, W. H. 
Beable, A. L. Haydon, Allan C. Rose, A. 
McLellan, E. Greenwood, Fred Larder, J. H. 
Large, Richard A. Hurst, A. G. Wright, R. E. 
Wright, H. J. Goss, J. V. Wright, Walton 
Harvey, W. Page, A. Fleming and J. C. H. 
Macbeth. 

The work of the Norfolk Studio will proceed 
as usual during Mr. Mareus Smith’s absence, 
for he is lucky in having a staff so well organised 
that they can ** carry on” quite successfully 
while he is away. 


A Tipster’s Circular. 


At the Greenwich Police Court last month 
John William Dockcr, of Eastdown Park, Lee, 
was summoned for that he, being a tipster, 
issued an advertising circular on March 30th 
and April 10th. The Chancery Lane Printing 
Works, 3, Plough Court, Fetter Lane, E.C., 
were summoned for printing such circulars. 
It was shown that 1,000 circulars were printed 
for Docker. The paper used was worth about 
3s. Docker was fined 40s. and the printing 
company £5. 
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“SOMETHING FRESH 


that’s what we Want!” 


‘But the old copy has always pulled very well." 

" Very well is not half good enough. People get tired of read- 
ing the same message week after week. After all, you like to 
read a new book now and again—fresh ‘news’ in the paper ? 
You like to see a new cartoon of F.C.G. or Haselden's ? 
You wouldn't like to go on reading old ‘ Punch’ jokes for ever ? " 

" Hum! There's truth in that, certainly.” 

‘Then why not get a fresh mind to work on our proposition? Let's 
put our advertising in the hands of a good Agent. Theres Poor's 
now—an old-established Agency with progressive and original ideas. 
Poor's advertise month after month in ' The Advertising World ' 
and never repeat their copy. There is always some new, up-to-the- 
minute idea—and they've got such a fresh way of putting things 
which everybody said were worn-out platitudes. You know! Th.se 
important things that everyone forgets-—such as that a change of 
copy is a good thing!” 

“| give in! Let's ring up Poor's. ' City, 1473, please." 


CHARLES POOL & CO., Ltd. 


180-181 FLEET STREET, LONDON, E.C.4. 


A BARGAIN IN_THE 
BRAIN MARKET 


BRAINS: PERSONALITY - EXPERIENCE : ORIGINALITY 


Name GERALD HEMMING 


Address (to which letters should be addressed in the first instance) 


clo THE BYRON STUDIOS, 
42 LUDGATE HILL, LONDON, E.C. 


Qualifi- Age 33. For several years in control of one of the largest 

cations Mail Order Concerns of its kind in the Kingdom. Over 
half a million customers. Three aod a half years practical 
Journalism. Five years with Eugen Sandow the great 
health expert. Short American experience in New York 
City. First-class testimonials. Public School education. 
War Service. Two and a half years with the Colours. 
Enlisted as a Private September 7th, 1914. Commissioned 
Officer 1915. Full Lieutenant 1916. Took part in great 
Somme offensive summer of 1916.  Invalided out of 
Service February 1917. 


I am open to accept good position (preferably in 
which gives scope for Organig bility, 


prospects. Nothing but 
be considered. 


Commerce & Journalism Yours for Efficiency, 
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Ar. Chairman and Gentlemen! 


THE NATIONAL ADVERTISING SOCIETY 


THE QUARTERLY meeting of the above 
institution was held on Julv Ist under the 
presidency of Mr. C. D. Fastnedge. 

In reviewing the proceedings of the com- 
mittec for the past quarter, the Chairman 
stated that the committee had made substantial 
grants to relieve distress. In one case the 
amount of the grant to a widow and children 
was £100 per annum, and in another to a 
widow, £52 per annum. In addition to this the 
committee had succeeded in securing the 
admission of a son of a late member into an 
institution. 

Mr. R. J. Owen desired to emphasise the 
importance of the step which had been taken 
hy the committee. He said the applications 
which came before the committee proved the 
advisability of the alteration of rules enabling 
grants of upwards of £25 per annum to be made. 
In the case of the widow to whom £100 per 


annum had been granted it was decided to : 


obtain the opinion of the President as to the 
course to be adopted. The case was very 
deserving, and it was the unanimous opinion 
that the Socicty should grant such assistance 
as would enable the widow and children to be 


maintained in a reasonable manner. On the 
expiration of the year the matter would come 
before the committee again, 

This being the first time a grant of such a 
substantial sum had been made, he thought. 
advertising men would feel greatly relieved 


that, should ill fortune overtake them, 
the committee would make such grants 


as to enable their widows and orphans to 
be maintained in a state of comparative 
comfort. 

The Chairman referred to the memorial 
service for advertising men who had fallen in 
the war, and stated that the committee in 
charge of the Fund had decided to hand over 
to the National Advertising Society any money 
left after the Memorial Tablet had been paid 
for, to be used for the relief of widows and 
orphans. It was the wish of the committee that 
steps should be taken to deal with the cases 
immediately, and if the particulars were brought 
before them he thought very substantial 


assistance would be given to relieve those who 


are unfortunately suffering. 
The proceedings of the committee for the 
past quarter were approved. 


INDUSTRIAL COUNCILS 
Address by the Minister of Labour. 


MR. G. H. ROBERTS, M.P., Minister of 
Labour, addressed the members of the British 
Association of Trade and Technical Journals 
at a lunch at the Connaught Hooms on 
July 17th. The chair was 
Edward M. Iliffe, C.B.E., and among the 
company was Mr. H. B. Vermet, the Paper 
Controller. 

The subject dealt with by Mr. Roberts was 
that of “ Industrial Councils." 

The Chairman said he thought the Govern- 
ment recognised the part that trade and 
technical journals should play in connection 
with the organisation of industry after the 
war. If the Government could carry the 
trade journals with them in any scheme they 
brought forward that cause would be won. 
Their association was organised for the pur- 
pose of promoting a strong, independent and 
enterprising trade Press. The Empire could 
not succeed industrially without such a Press, 
which could do an enormous amount to 
educate and energise not only the various 
industries with whieh the papers are con- 
cerned, but the Government also. Success 
depended on the energy of the various manu- 
facturers with the support of labour, Initiation 
could not spring from the Government, but it 
was their duty to remove any handicaps on 
industry. If the Press approved the schemes 


tuken by Mr. 


. advice 


of the Government the Press should support 
them, or educate the Government if the Press 
thought they were wrong. If the technical 
Press agreed with the Government the rest. 
of the way should be easy. 

Mr. Roberts said the Government asked 
for the support of the trade and technical 
Press in the carrying out of plans which had 
been entrusted to his department. The first 
essentials of the suecess of the scheme were 
the creation of a friendly atmosphere, the wil- 
lingness to consider new ideas, and the greatest 
possible measure of community of interest 
between the various classes throughout the 
country. After the war the Government 
wanted the various parties to come together 
in order that they might take control of their 
own industries and rid themselves as far as 
possible of Government interference. If trades 
were unwilling to have industrial councils, 
then the Government must provide bodies of 
comparable value because of the need of 
in trade matters during the recon- 
struction period. He was a profound believer 
in the principle of decentralisation, There was 
not one fiscal poliev applicable to a great 
variety of trade conditions. 

The thanks of the meeting were conveyed? 
to Mr. Roberts on the proposal of Mr. Vernet, 
seconded by Mr. Otto Thomas. 
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HERE wa | CARRY 


Lian aa yourPatriotism 


India’s vast imports should interest you. - t B "s 
We are on the spor, and we toow shee | | Ito your business 


Utilise our services and write to us for a 


plan of eed 2 Adventis: litera- by saving your Waste Paper. Not 
ce cies D ae UR P only is it Patriotic to do this but it is 


Alliance Advertising Aii. Profitable, and no argument is needed 


in favour of converting waste pro- 
ducts into a source of profit. 


TAAL 


LIMITED. 
INDIAN ADVERTISING SPECIALISTS 


CAWNP ORE INDIA. Waste baled in a” Croftbank T 
Also at CALCUTTA and BOMBAY. Baling Press is more easily handled 


and weighed, minimises fire risks, 
fetches the highest prices and occupies 
but little space. 


che 
Croitbank "Popular 


Baling Press 


is the best available Baling Press for 
firms handling up to 10 cwt. of waste 
weekly. It is made of best selected 
seasoned timber, clamped with strong 
iron bars and fittings, and is com- 
pletely '* Fool - proof.” It only 
measures 4 ft. 8 in. and occupies the 
small floor space of 25 in. X 22 in. 


Price, complete with 50 wires, 


£5 15s. Od. 
IMMEDIATE DELIVERY FROM STOCK 


Please write for Booklet '' B'"' to 


>I ALLAN HANSONaSON* 


EN . 
"—- Cut C 


| Thats the kind of message "G&A Blocks enable you to get. 
Good Halftones - black, duple & three colour. Good Line Blocks- | PECIA AARON] 


black & colour! Good Designs. . n WE 
| Eure e yolnan tin eyes | EB CROSS STREET, OLDHAM RE 


GARRATT & ATKINSON, Blockmakers, EALING Lancia cny tents wanted where not already represented. 
——— AS. 


0 —— —MMÀÀMM 
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The A.W. Professional Bureau 


This Bureau will furnish employers (free of charge) with full particulars of the 
qualifications and experience of suitable men or women for any position they 
have vacant. 


Address for Letters : 
The *“ A.W.” Professional Bureau, Sardinia House, Kingsway, W.C. 2. Telephone: HOLBORN 2269 


SITUATIONS WANTED | General Advertisement (B. 56) 
ee awe. um S Writer. 
i 1 (B. 62) 
Artist and Designer. Five years’ successful management for a 


Position wanted in managerial capacity. Ex- | well-known mail-order business, designing all 
perience in publishers’ offices and studios. | advertisements and writing all form letters, 
Expert knowledge of process work. Two | producing catalogues, ete. Edited an 
years in South American agencies as manager. | engineering house organ, and organised many 
Just left Armv. Age 33. Salary £600. | campaigns for various firms in the provinces. 
Prefer offers from London or Hcme Counties. 
Salary £250. 


Advertisement Assistant in (B. 5? 
Newspaper Office. | 
Young lady with agency and drapery adver- | Copywriter and Journalist. (B. 54) 
tisement department experience. Can make | Lady with sound experience wishes to employ 


up advertisement pages and understards | part time in advertisement copywriting ; can 

checking and booking. Could assist as can- | produce gcod selling ideas. Has specialised 

vasser. Age 24. Salary £3. in write-up copy for railway, book publishers, 
E ete. Salary by arrangcment. 

Artist and Designer. (B. €32) 


With own Studio desires work from agencies | SITUATIONS VACANT 
and others. Expert knowledge of process work, cadis Hip ntn 


and experienecd in agency lay-out work. 
Decorative designs for all purposes a speciality. Press sane 
Moderate terms. A saoo Advertising. 


. Gentleman wanted in the provinces, with all- 
Lady Advertisement Manager ® 59 pound experience of Press advertising, in- 
At, present holding that^position in one of the cluding knowledge of technical and trade 
largest American stores. Wants similar | Jourmels. Good designer and copy-writer 
position in London. Coming to England end | cssential. Duties mainly inside. — First-rate 
of year, or before if necessary. References on opportunity for one who has some connection 
application tos‘ A.W.” office. to ultimately join the firm. State age, salary, 
, experience, and references, in strict confidence, 
Lady Copywriter and 15/90). | £0. EROR GENS 

Designer. | 


Practical experience in agency lay-out work. Lady Private Secretary. | 
Open for such a position. Can write appealing Wanted by the principal of one of the leading 
copy to the war worker and on the special Advertising Agents. Good salary for one with 
needs of the home life of to-day. Salary £200, | exceptional ability. Box ** Secretary.” 


Indexing and Research. 


A lady wanted to take charge of and develop 
an important department in large agency. 
The position calls for very special qualifica- 
tions, and will be paid for at the same standard. 
Box * Research.” 


Address all answers in first place to Pro- 


Colonial 


uan 8 COL 
Advertisinpg 
from Personal 
knowledge of Markets and 60 years’ experience. 
WEITB FOR PARTICULARS. 
D. J. KEYMER & CO. 
8 WHITEFRIARS STREET, LONDON. 


Telephone No.: 5310 Holbora. EB. fessional Bureau, THe ADVERTISING WORLD, 
COUNSEL Sardinia House, Kingsway, W.C. 


, “LT have enjoyed reading Tue ADVERTISING WorLD and derived much helpful 
information from its pages. Getting the English viewpoint on advertising is a sur- 
prisingly great help in understanding the American one better. —MRr. MARTIN 
ULLMAN, President, Gotham Studios Ine., New York. 
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CLERK 


Male or female, wanted beginning 
of July, with experience of adver- 
tising, to take charge of detail work 
in connection with large appropria- 
tions for foreign newspapers, a card 
system anl filing. Shorthand and 
typing essential. Apply with fullest 
particulars and salary required to 
Box ' Government." 


LEARN TO WRITE 


ADVERTISEMENTS 
AND EARN £5 PER WEEK 


Write for particulars to the Secretary, Dept. 3 
DIXON INSTITUTE OF ADVERTISING 
195 OXFORD STREET, LONDON, W.1 


Se UM 


_ ee 
NEET ee 
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baker's | “hee Monthly. B 


NDON TIME-TABLE ] /.| 
AND RED RAIL-GUIDE (ABC) | sit / as ; 
TS THE POCKET IN SIZE AND PRICE  ^"'" Pases i 
handiest Railway Guide ever ^. Sperial Fesinres ——Steamship Guide. "Bus Services o 

ive À nedium of its... London Stores, " Where to Stay" ín Town andia 
coge onec Caunrty, Leading Health and Holiday Resorts si E 
+ Hampden House, 84 Kingsway, London, Ww.G.2 
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This department of The Advertising World exists for the sole 
purpose of assisting subscribers, by giving them disinterested and 
FREE information upon any subject connected with advertising. 


f AAT F | By 
el ) VI E, () r 


FROM A LARGE AIRCRAFT PRODUCTION COMPANY. 


wrt + es > T jv TEF m 
mee i AO bE TE he 
THE ja NOUIRIES 


—— 
ANSWERED 


We should like to become sub 


scribers to Tir ADVERTISING WORLD 4s we see from your Information Bureau you would 
then be willing to advise us as to an agency to handle our post-war advertising. 


FROM A SOUTH AFRICAN AGENCY. 


Would vou kindly 


ut me in touch with manufac- 


turers of advertising novelties and electric signs with a view to my obtaining sole African 


agency for same ? 

FROM A NATIONAL ADVERTISER. 
advertising ?' 

FROM A FOREIGN AGENCY. 
for big papers ? 


FROM A BIRMINGHAM MANUFACTURING HOUSE. 
advertising to extend our export business. 


Is there an agent in London dealing direct with Spanish 


Can you givc us the name of a firm dealing with advertising 


We intend after the war doing some 
As we have no Advertiscment Department at 


present, will vou place us in touch with a firm whom we can consult as to our best policy ? 


FROM A FRENCH HOUSE. 


We want to gather data re the British manufacturers of lead 


pencils to compete with the Austrian trade. Will vou let us know what the large British 


manufacturers are doing on this question ? 


FROM AN IMPORTANT LONDON AGENCY. Can vou procure for us a list of publications 
issued in connection with Government Departments which accept advertising, as we arc 


desirous of using them ? 


We are modest folk, but we appreciate a pat on the back sometimes and cannot 
refrain from publishing the following very gencrous recognition of our services. 


It comes from M. Geo. Lange, advertising avent and consultant, Paris. 


He savs : 


“I willingly declare that your Information Bureau is the most rcliable and ‘always 


ready to help business men in Great Britain’ and brethren across the seas 


1??? 
*. 


Exceeding the Poster Limit 

AT GREENWICH Police Court, on July 18th, 
two billposters were summoned for aflixing 
at one place a number of posters relating to 
the same subject matter—the programmes of 
the Lewisham Hippodrome and the London 
Palladium—which in the aggregate exceeded 
a superficial area of 2,400 square inches. ‘The 
Borough Theatre Billposting Co., Ltd., West 
Ham, was similarly summoned, 

Sir Archibald Bodkin appeared for the com- 
pany and for the defendants, their servants, 
and admitted that there had been a contra- 
vention of the Paper Restrictions Order on 
one posting station, but not to two other 
summonses. The company, he said, had 
about 10,000 posting stations, and this was 
the first complaint against them. An under- 
taking would be given that there should be no 
breach in future. "here had been duplication, 
and he submitted that it was only a technical 
breach. The other case raised quite a different 
point, and as to this he had given his clients 
certain advice, and he did not think any 
further trouble would arise. The company 
were fined £5, and thc two men 5s. each. 


Messrs. Edward Lloyd 


SPEAKING AT the arnual meeting of Messrs. 
Edward Llovd, Ltd., held on July 10th, 
Mr. Frank Lloyd, who presided, said the 
profits for the ycar showed a decided improve- 
ment on those of last vear, and very nearly 
reached the pre-war figure of 1913. The 
capital had been increased by more than 
£220,000 in the meantime, so that there was 
still a lot of leeway to be made up. The 
directors recommended a dividend of 114 per 
cent. on the ordinary shares, the same as in 
1913, bringing up the average since the begin- 
ning of the war to a figure slightly under 
8 per cent., a very disappointing result when 
the increased capital was taken into con- 
sideration, the real average return on the full 
capital over the whole period of the war 
being a little over 5) per cent. The war 
bonuses now being paid to the staff and work- 
people represented a sum approximately 
equivalent to the dividend on the ordinary 
shares. The preducticn of pulp in Norway and 
paper at Sittingbeurne was again reduced in 
1917, but better results were obtained in some of 
the other branches of the business, notably in 
the Far Eastern trade. 
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NATIONAL TRADE-MARKS 


AT FIRST sight the idea of a national trade-mark seems both reasonable and 
attractive, but it most decidedly shows to less advantage when examined. 

If it is indeed to be a trade-mark—and not merely a reliable indication of 
the place of origin of goods—it must represent in some measure a guarantee of 
quality. And it is very difficult to see how it can be made to meet this requirement. 

It is impossible to set up standards of quality to which an infinite variety 
of goods must conform; and even if this could be done a standard of quality 
would mean nothing at all to the purchaser unless related to a standard of price. 

There is no meaning in ordinary commercial business in speaking of the 
quality of commodities except in the sense that they are either good or bad value 
for money. 

No Government could pretend to offer a general guarantee that all the manu- 
factures of its people were not only sound in themselves but were also offered 
for sale at a fair and reasonable price. If it could by some kind of miracle contrive 
to do so for one market, its guarantee would be without value in any other, for 
conditions of distribution affect selling values just as much as cost of production. 

Yet without giving its official approval to price as well as product no Govern- 
ment could sanction the use of a national trade-mark which would be worth 
the cost of printing. 

It would not be a trade-mark, for it could give no protection to the purchaser, 
and the only goodwill it could possibly represent would be that inherent in its 
proof that the goods were in fact produced in the country from which they were 
stated to come. 

After the fullest consideration it has become the firm conviction of the 
majority of British manufacturers and traders that a national trade-mark could 
fulfil no useful purpose, since it could imply no reliable guarantee of quality, 
and that it might do a great deal of harm by enabling goods of inferior grade to 
bear the same mark as those of a better class. 
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Consequently the national tradc- mark idea, though at one time very strongly 
advocated, has been definitely ** turned down,” as far as British use is concerned ; 
and Britishers are not at all inclined to set any value upon any such mark adopted 
in other quarters. 


It is probable that such virtues as were considered, fallaciously, to reside in 
the proposed national trade-mark will be found to belong in verity to “ quality ” 
trade-marks issued by the many co-opcrative organisations now being perfected 
for the common representation of whole industries. 


It would seem possible, within certain limits, for a trade-mark or trade-marks 
for the common use of manufacturers, within the combination to be set up bv such 
groups of manufacturers, to be made really effective as guarantees of value to 
purchasers in all markets, and a means whereby a useful discrimination against 
the shoddy goods of catehpennv manufacturers and merchants could be exercised. 


The matter is now being debated and finding favour in more than one circle 
as we are aware, although no news has arrived up to the present of final decisions 
and arrangements. 


The national trade-mark, however, as we have said, has been before the 
court, its case has received a fair hearing, and a plain verdict has been given 
against it. 


AN INTERNATIONAL ORGANISATION 
anm OF TRADE-MARK OWNERS ue 


By PAUL E. DERRICK 


THE PENDING Bill to amend the — unite in resisting all encroachment upon 
British Trade Marks Act, together with this form of national property, upon 


the continued pressure. for National 
Trade Marks in Great. Britain, the 
United States and France, all of which 
is believed, by important commerciai 
intercsts, to be detrimental to national 
and international commerce, as is aiso 
the United States Government's oppo- 
sition to the maintenance of stan- 
dardised resale prices for standardised 
goods, has resulted in an effort being 
made to organise National Trade Mark 
Owners? Protection Societies in the 
Allied countries, to be co-ordinated in an 
International Society. Steps are already 
being taken to effect sueh an organisa- 
tion in Great. Britain. 

An inviolable, distinctive private 
trade mark is considered to be necessary 
to efficiency in modern selling. and any 
legislative interference with existing 
trade marks rights is certain to dis- 
courage commercial enterprise in both 
domestic and export markets. — All 
questions affecting trade marks are of 
far-reaching national and international 
importance, Trade mark owners should 


II 


which the public welfare of all manu- 
facturing nations principally is based. 

If, as can be easily demonstrated, the 
economical development of domcestie 
and foreign trade and thc profitable 
employment of a nation's labour are 
dependent upon the use of private 
trade marks of distinctive. character, 
affording complete identification of 
standardised goods, then it follows that 
trade mark rights must be kept in- 
violate, thereby encouraging manufac- 
turers to invest the necessary capital to 
exploit their marks, with a view to 
steadily expanding their. markets by 
this cost-reduction method of sale. 

It is apparent that officials and 
legislators in the Governments of even 
the most highly developed. commercial 
nations do not fully grasp the essential 
importance of this great cconomie 
question. It is belicved to be necessary 
that trade mark owners should organise ; 
and prepare, and submit to their 
respective Governments full data con- 
cerning this vital matter, and induce 
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ADVERTISEMENT 
GUARANTEES 


increase the effectiveness 
of every advertisement in 
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Rational Dems LETT [oon Nu 3 


A reader of one of our publications writes : “ I thank you very much for yours of yesterday enclosing cheque 
£3, and | wish to express my appreciation of this most generous treatment. 

“ Far from this incident diminishing my faith in the value of advertising in your journals it does the reverse, for 
if you interpret your guarantee in so whole hearted a fashion | cannot but be convinced that you make every 
effort to keep your columns open only for high-class firms. If your readers realise this I am sure it will benefit 


you.' 


Philip Emanuel, Advertisement Manager, 
ODHAMS, LTD., 85-94 LONG ACRE, LONDON, W.C.2 
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legislative action at home and diplo- 
matic action abroad, to promote fair 
trading. Only’ by imposing greater 
restriction upon trade misreprescntation, 
“ passing off," and trade mark imitation 
and counterfeiting, ean full efficiency 
and economy in seiling be accomplished. 
These trade abuses are an enormous tax 
upon Jegitimate commerce, that has to 
be borne by the consumer, as they 
all tend violently to increase selling 
costs. 

Powerful national organisations, such 
as are proposed, co-ordinated in a 
centralised international organisation 
established to deal with all international 
aspects of the question, and to act as a 
clearing house for all information upon 
the subject, would prevent much unwise 
legistation, and the domestic and export 
commerce of the Allicd nations would 
be mutually promoted. Only by 
stabilising trade mark values, and so 
Inducing manufacturing enterprise along 
modern and cflicient lincs. will commer- 
cial products become standardised and 
their cost of distribution be reduced to 
a minimum. 


A STATEMENT 


MR. PAUL E. DERRICK has pre- 
pared a very full “Statement of the 
Case" on the subject of National 
Trade Marks, and this has been 
issued to those concerned. In it Mr. 
Derrick says that three propositions are 
involved in the application of a National 
Trade Mark—two are purely defensive 
and one is purcly offensive. 

* The first purpose of such a mark is 
to permit a nation's own citizens readily 
to distinguish home-produced goods 
from imported goods, and by this means 
to foster its. own industries at the 
expense of foreign nations. 

“ The second purpose is to identify 
the nativity of goods originating in one 
country when they are offered for sale 
in another. 

“The third. purpose of a National 
Trade Mark is offensive. It is assumed 
by those who in any country favour a 
National Trade Mark that its national 
produets are superior to those produced 
elsewhere, and it is argued, if all its 
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Such an organisation might al<o 
become of great mutual bencfit in 
registering and maintaining inter- 
national trade marks for its members, 
and in prosecuting trade mark piracy. 

It is therefore much desired by trade 
mark owners in Great Britain that those 
vitally interested in the United States 
wil prompt!v organise to watch closely 
the National Trade Mark Bill now under 
consideration at Washington, and take 
steps to cffeet the proposed international 
organisation for the efficient develop- 
ment of inter-Allied commerce. Trade 
mark legislation by any country ts 
necessarily international in effcet, and 
therefore demands international con- 
sideration. 

Powerful influences are already. pri- 
rately at work in Great Britain. and 
hope soon to announce a permanent 
organisation. In the meantime any 
Amcrican trade mark owner desirous 
of getting in touch with the British 
movement can do so by addressing the 
writer at 34, Norfolk Street, Strand, 
London, or care of THE ADVERTISING 
Wor.up. London. | 


OF THE CASE 


goods are identified by its National 
Trade Mark, they will be more eagerly 
sought for, and the nation’s commerce 
at home and abroad greatly increased. 
In all discussion on this question. one 
important fact scems to escape general 
attention—viz., that all important 
manufacturing countries are of the 
opinion that their own products are of 
superior quality. In such countries any 
mark of foreign origin is a handicap, 
rather than an advantage, in marketing 
imported goods.” 

Having outlined. the history and 
nature of the agitation for a national 
trade mark in Great Britain, the United 
States and Franee, Mr. Derrick sum- 
mariscs as follows the points of opposi- 
tion to a national or official mark :— 

* 1. THAT DIFFICULTIES AND EXPENSE IN 


JUSTLY APPLYING THE MARK ARE NOT 
JUSTIFIED BY ADVANTAGES CLAIMED. 

* 2. THAT DIFFICULTIES AND EXPENSE IN 
REGISTERING AND PROTECTING THE 
MARK OUTWEIGH ALL POSSIBLE ADVAN- 
TAGES. 
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and the PACT of PEACE. 


The War has killed many prejudices, and when the Pact of 
Peace is signed, Americans will find an eager market for their 
products in Great Britain and all the Allied Countries. On 
the other hand, British Manufactures will be welcomed in the 
United States, France, Italy, etc., even more so than they 
have been in the past. 

Business men of all these countries, are you ready to take full 
advantage of the splendid opportunities that will be yours 
whenthe War is over ? 

One of the first essentials is the services of a good Advertising 
Agent, experienced in world-wide Publicity and Trading 
Conditions. 

We are open to act for responsible firms in any part of the 
world. Information and advice free to bona-fide enquirers. 


W. L.ERWOOD, LTD. 


ESTABLISHED 1890, : 
International Advertising Specialists and Cemrnerce Promoters 


30, 31 & 32 FLEET STREET, LONDON, ENGLAND 


Telephone: Holbern 1193. Telegrams and Cablegrams: Banningad, Fleet, Loadon, 
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** 8. THAT an OFFICIAL MARK OF ORIGIN WILL 
INEVITARLY COME TO BE A MARK OF 
QUALITY. 

'" 4. THAT IN PRACTICE AN Or FICIAL MARK 
CANNOT BE RESTRICTED TO STANDARD- 
ISED GOODS. 

* 5. THAT THE APPLICATION OF AN OFFICIAL 
MARK TO GOONS OF UNCERTAIN QUALITY 
WILL UNDERMINE EXISTING GOODWILL 
IN DOMESTIC AND FOREIGN MARKETS. 

* 6. THAT ANY NATIONAL TRADE MARK APPLIED 
TO GOODS BEARING PRIVATE TRADE 
MARKS WILL DEPRECIATE THE SELLING 
POWER OF THE PRIVATE MARKS. 

'*7. THAT TUC PRIVATE TRADE MARK IS THE 

' * KEYSTONE’ IN MODERN COMMERCE, 
PARTICULARLY !N EXPORT TRADE, AND 
THAT ANY WEAKENING OF ITS SELLING 
POWFR INCREASES SALES EXPENSE, AND 
THREATENS OVERSEAS SHIPPING." 

“ After an exhaustive hcaring of both 
sides to the controversy, by the British 
Government, it was concluded that the 
establishment of a National Trade Mark 
was not to the public advantage, and 
application for an Empire Trade Mark 
was refused. 


THE QUESTION AT ISSUE 


“The question to be decided is 
whether such a mark will or will not 
check the arrogance, commercial im- 
morality, and unscrupulous methods of 
the Germans, or anyone clse. The 
question then arises: Will its accom- 
plishment be worth the price paid ? 

“ Representatives of the British Em- 
pire Trade Mark Association urge the 
granting of the proposed mark, frankly 
stating that they do not know what 
difficulties may be involved or what 
Government Regulations may bc re- 
quired, but insist that the machinery 
should be put in operation, and anv 
difficultics dealt with as they develop. 
With nebulous plans, and with no facts 
or figures to support their claims, these 
would-be reformers urged that the con- 
sidered opposition of experienced com- 
mercial men is not to weigh against 
their purpose. 

"The principal manufacturers are in 
opposition to the proposed National 
Mark. They are backed by a large 
majority of British Chambers of Com- 
meree, including all those in important 
towns," 

Mr. Derrick then goes on to show that 
few important countries have existing 
laws that permit of the registration of 
such a mark, though some have legisla- 
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tion permitting the registration of 
Community Marks. The registration 
of a French National Mark has now 
heen effected in forty-two countries, but 
the registration of a mark in France is 
automatic on deposit, no reference being 
made to marks which are already regis- 


tered. It remains to be determined if 
such mark ean be maintained. The 


registration of the French mark has not 
been made in Great Britain or the 
United States. It will be very difficult 
and costly to promote the necessary 
legislation for world-wide registration 
and protection of a National Mark. 

Mr. Derrick proceeds: “ In spite of 
the well-established | advantages of 
trading under private registered Trade 
Marks, there still exists a considerable 
range of products to which it has not 
yet becn found practical to attach such 
a mark of quality or distinction. 
Obviously it would be cqually difficult 
or impossible to attach to such goods 
any National Trade Mark. In many 
cases where existing marks are applied 
it would be extremely difficult or im- 
possible to apply a second mark. 

“The value of a National Trade 
Mark, like any other, depends upon its 
distinctive obtrusiveness. If the mark 
has to be searched for, it cannot. possibly 
have much value. _ If it is of a character 
and size to be outstandingly obvious, it 
must. necessarily dominate, depreciating 
the selling value of the private Trade 
Mark in exact ratio to its relative 


dominance. 
A Nice POINT For DECISION 


«It involves very nice points of 
discrimination to determine exactly 
what proportion of forcign material, or 
work, enters into a native product. 
Without adequate inspection, very im- 
portant industries, relying almost 
wholly upon forcign materials and 
parts, could be developed, and their 
product marketed as of native origin, 
which it is the prime object of such a 
mark to prevent. 

* It is also obvious that an army of 
inspeétors would be required abroad to 
prevent counterfeiting or imitation of 
the mark by foreign manufacturers, and 
that the legal processes of foreign 
countries would have to be depended 


(Continued on page X.) 
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2. PURPOSE 


HE Three Wise Men who came from the East had 
fixed purpose, a definite aim, and so they duly arrived 
at their right destination. 


Advertisers who want to ‘‘arrive” in the sense of securing 
a solid return for their outlay must also have purpose. They 
must aim at a worth-while mark—a trading area of high 
purchasing capacity—and use the best means to get to it. 


There are no trading areas better worth cultivating than 
the great industrial districts covered by ‘‘ The Big Three" 
newspapers; through ''The Big Three" newspapers they 
can best be cultivated. 


London Office: 17 Bouverie Street, E.C.4., ‘Phone: 5107 City. 
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upon to protect such a Registered Mark, 
which leads immediately into extended, 
expensive, and doubtful litigation. 

“ French manufacturers who have 
built up the reputation for French goods 
by their efforts in developing domestic 
and export trade for their privately 
trade-marked goods are as strenuously 
in opposition to the French proposal as 
is the same class in Great Britain. 
Neither of these groups of great national 
industries, upon which the commerce 
of their respective countries has been 
erected. and is maintained, want the 
National Mark, nor will they use the 
National Mark. 

“ French opposition to the French 
proposal centres around the following 
points :—A National Trade Mark could 
not be effective in France and abroad 
because of the difficulties in protecting 
it. Imitations of the Mark both at 
home and abroad wou!d be applied to 
goods not of French origin, with the 
consequent result that such counterfeit 
goods would be passed off to the detri- 
ment of French industries, and the 
French standard of excellence would be 
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debased in public opinion. An emblem 
or device used for this purpose could 
only be protected in France and.abroad 
bv means of new laws, and could only 
he invoked by costly processes. It is 
also feared that the proposed optional 
use of the Mark would become compul- 
sory, causing troublesome and vexatious 
State control and the payment of heavy 
taxes. Compulsory use would also 
result in the use of the Mark upon good, 
bad, and indifferent products, and thus 
militate against the prestige enjoyed by 
French goods of international repute. 

‘ If the use of the Mark were optional, 
it would be principally adopted by 
producers who have no private Marks, 
and whose goods are unstandardised. 

“ The State, or an Association dele- 
gated by the State to apply a National 
Mark, could not be in a position to 
certify that products to which the 
Mark is applicd are in reality of French 
origin; also that it could not be 
supplied in an equitable manner in view 
of the great difference in prices of 
various products. The Mark would be 
counterfeited, imitated, and otherwise 


IS GREAT BRITAIN'S LEADING ILLUSTRATED WEEKLY. 


M — MÀ — M € — M — € 


F you have a good sound article that you 
wish to bring before readers in Britain, there 
is not a finer or better publication than the 


which has been testified by advertisers to have 


the finest pulling power. 


‘Graphic "—the high-class illustrated weekly 


RATE—340 dollars per page. 


Send for further particulars to GEORGE SPARKES. i rio 


of Advertising, Valls House. Tallis Street, 


Lon on, 
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JOHN HADDON & CO. 


INTERNATIONAL ADVERTISING 


Special Supplement 


Established in the City of London 1814 


SALISBURY SQUABE, LONDON, E.C.4 
And at CAPETOWN, SYDNEY, BUENOS AIRES 


THE LINK 
of good 


SERVICE 


A BRITISH - AMERICAN 
ADVERTISING SERVICE 


To assist English manufacturers in developing 
American trade, and to help American enterprise 
build British business, we have maintained for many 
years an International Advertising Company with 
offices in London and Chicago. We are entrusted 
with the advertising of leading manufacturers of 


Arms and Ammunition. Motor Cars and Tyres. 


Powder and Explosives. Power Pumps. 

Adding Machines. Wearing Apparel. 

Bedsteads. Electric Batteries. 

Fountain Pensand Type- Iron and Steel Products. 
writers. Patented Process Roofing, 

Office Requisites. etc., etc. 


We have acted for such manufacturers for a great 
number of years—and the list is steadily increasing. 


One of our oldest and most esteemed clients recently 
wrote :— 

* Of one thing I am convinced that steady work, 
maintained with high integrity of purpose, does 
more than anything to establish and maintain com- 
mercial success. 

* For over 25 years my firm and your own have 
done business together, and I have never found these 
essential qualities wanting. 

* You are to-day in entire charge of our Press 
Advertising, and I sincerely hope that our pleasant 
business relations may continue for very many years 
to come." 

Consultation and service in either London or 
Chicago is equally at the disposal of the manufacturer 
who seeks it. 


J. ROLAND KAY CO. 


INTERNATIONAL ADVERTISING 
CONWAY BUILDING, CHICAGO, U.S.A. 


H. EVAN SMITH 
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used illegally, so that expensive litiga- 
tion would result; that a National 
Trade Mark might be considered abroad 
as a disguised protective measure, and 
occasion unpleasant reprisals in respect 
to French exports. 

“These French objectors further 
point out that deceitful practices with 
the intention of * passing off’ goods as 
of French origin, but actually manu- 
factured abroad, wholly or in part, may 
successfully be counteracted by existing 
means, viz., by use of such phrases as 
* French House,’ * French Brand,’ ete., 
by using Coat of Arms of France; bv 
private Trade Marks: by forming 
associations in each industry with the 
object of detecting frauds in ' passing 
off, and prosecution under existing 
laws." 

British. opposition is along similar 
lines. It is not believed to be possible 
that efficient inspection can be given to 
the application of a National Mark of 
even mere origin, and the matter is 
further complicated if any quality 
condition is evolved. 

* It is agreed that the registration of 
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a design or mark would not prevent the 
fraudulent use of the words associated 
with such mark to indicate the country 
of origin, if used without the device, and 
it is believed that the fraudulent use of 
such words would not be any more 
easily prevented by the registration of 
the mark than without such reegistra-, 
tion." 

It is difficult in most countries 
adequatelv to protect even the most 
distinctive mark from colourable imita- 
tion and that the litigation to protect 
from counterfeiting imitation will be 
very great. If the mark “ only indicates 
country of origin, without reference to 
the quality of the product, it will be 
most injurious to manufacturers of 
trade-marked goods of established 
reputation, and benefit only those who 
have done little or nothing to build up 
either domestic or foreign trade. 

"The more distinctive a common 
National Trade Mark is made, the more 
objectionable it becomes to owners of 
private marks. This objection is enor- 
mously increased if such a mark is 
restricted merely to indicate origin of 


The Book which has made Billposting comprehensible 


Mr. Cyril Sheldon's 
Great Book - - 


"BILLPOSTING" 


10/6 net; post free, 11/- 


Following an exhaustive treatise on every detail of poster 
advertising, with design- and printing-costs, is a complete list of 
all billposting districts in the Kingdom, with populations, number 
of bills required, and cost of space. 


Shall we call and explain our SERVICE system of Poster 


Advertising— or would you rather we wrote ? 


To Messrs. Sheldons Ltd., 
85-87 Cookridge Street, Leeds. 


(We) enclose 11/-. Please send, 
post free, Mr. Sheldon's book 
“ Billposting," on the understanding 
that you will refund price and 
postage if the book is returned 
within 18 days. 
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85-87 COOKRIDGE STREET, 
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SEE LONDON 
AND 
SEE YOUR ADVERTISEMENTS 


IF 


THEY ARE PLACED ON 
THE MOTOR BUS. 


FOR RATES AND PARTICULARS 
APPLY TO THE ADVERTISEMENT MANAGER 
THE LONDON CENERAL OMNIBUS COMPANY LTD. 
ELECTRIC RAILWAY HOUSE. BROADWAY. WESTMINSTER. 
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the goods, and if sufficient safeguards 
are not established to prevent its being 
applied to infcrior or disreputable goods. 
The objection is enhanced in markets 
where another language is spoken and 
goods are identificd by symbol, or 
design, or ‘get-up’ of distinctive 
character." 

Mr. Derrick gocs on to urge that any 
official mark would sooner or later 
necessarily come to be regarded as a 
mark of quality, and its absence would 
indicate to the untutored mind that 
such goods had not the official guaran- 
tee. That would operate against the 
sale of such goods. The cost of adminis- 
tration would be enormous. Mr. Der- 
rick then contends that a plain state- 
ment of origin is better than a registered 
trade mark design. He urges that, with 
certain exceptions, there is in most 
markets a strong national bias in favour 
of domestically produced goods, and 
says that opposition to National Trade 
Marks does not apply to a plain mark 
of origin. It is maintained that this 
method of identification can be as easily 
protected from fraud as can a specially 
designed emblem. The French bclieve 
that a National Mark will weaken exist- 
ing protection against fraudulent 
practice. 

“ The commerce of Great Britain, 
France, and the United States," he 
proceeds, “1s too vital to national wel- 
fare to be permitted to be used as the 
football of politicians or to be menaced 
by misguided patriots. The pending 
British Government Bill to amend the 
British Trade Marks Act is another 
instance of the danger to which owners 


of Trade Marks are exposed, although 
this Bill, as a result of organised 
British opposition, is being held back, 
and will probably be drastically 
amended before its reappearance. It 
does not follow, however, that its 
menace is permanently destroyed. 
Probably the greatest danger in this 
particular Bill, or any other tampering 
with the inviolability and permanent 
character of a Registered Trade Mark, 
by any State, lies in the retaliatory 
legislation of other countries adversely 
affected by such legislation. 

“ There is great need for a permanent 
working organisation of those who have 
built up and maintained the inter- 
national trade of Great Britain, France, 
and the United States ; such national 
organisations should be in touch with 
their respective Governments, and be 
of sufficient importance to compel 
Government oflicials to confer with them 
before any definite proposals are formu- 
lated, and to ensure a careful scrutiny 
of every Government measure dealing 
with international trade. Such national 
organisations should be internationally 
co-ordinated.” 

Mr. Derrick adds: "It frequently 
happens that some merchant selling 
these goods abroad registers, in his own 
name, the mark of the manufacturer. 
This is permitted in some countries, 
notably in South America, where the 
practice is rampant at the present 
time, and presumed to be of German 
origin." 

Finally, Mr. Derrick urges that trade- 
mark owners should organise to protect 
their interests. 


N.B. 


E particularly direct the attention of our American readers to the service 

that can be rendered them by Tue ADVERTISING WorLD Information Bureau. 

They may be assured that whatever advice or information it offers is given by an 
absolutely independent authority, and 1s not influenced by a regard for any interest 


other than that of the enquirer. 


Everything the advertiser requires to know about the British market and the most 
practically useful methods of operating tn it we are in a position to supply to responsible 


applicants. 


The A. W. Information Bureau, 
Sardinia House, Kingsway, W.C.2. 
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and Oversea Markets 


HE Dorland SPECIAL RESEARCH DEPARTMENT 
has investigated and reported for a large number 
of America’s great corporations. It has embraced 
investigation on Market conditions and prospects 

—Competition— Margins of Profit, Importers, Jobbers 

and Distributors— Volume of Imports of similar goods 

over a period of years—Tariff Duty in the British Isles 
and Colonies—Distribution and Sales Methods—Suitable 

Agents or Distributors—Factory Sites—Suitable Centres 

—Power facilities—Transport—Patents and Trade-Marks, 

British and Colonial—Locality of Jobber’s Market for 

similar goods—Suitability of Advertising or Catalogue 

Matter for British Market—New Openings through 

Suppression of Enemy Trade—Altered Conditions owing 

to the War—Necessary Advertising to operate the British 

Market as a whole, or progressively, territory by 

territory—Supplied maps with Territories marked, and 

Distributing Centres indicated. 


CAN DORLAND ACT FOR YOU ? 


The Commodities represented by the firms already served range 
from Breakfast Foods to Automobiles—Tyres to Edible Oil— 
Hosiery to Office Equipment—Motor Accessories to Chemicals. 


Following are three typical acknowledgments : 
l “We wish, first to congratulate you on your good fortune in having in your 


Organization a gentleman who could prepare a repori of this character, and we 
wish to say that it is by far the most comprehensive and intelligent report of 
this kind that we have ever had from a foreign country, and consequently it 
greatly advances in our mind the standard and the probability of prospective 
business with your Company." 
“We again want to express our appreciation of the high-grade work you have 
2 done and to compliment you, as we did not know the English agencies were on 
such a high level.” 
“We take thts opportunity of congratulating you upon the thoroughness of the 
3 information you obtatned as well as upon the very considerable skill displayed 
in obtaining it. The manner in obtaining this information has been most 
satisfactorily accomplished, and we quite appreciate the trouble to which you 
have been put in the matter.” 


We will gladly put you in touch with any of the American concerns we have 
Served Or copies of the reports sent may be seen at our New York Office. YOU 
SHALL. JUDGETHE VALUEOFOUR WORK. Correspondence invited 


THE DORLAND AGENCY 


(Principal: G. W. KETTLE) LTD. 
16 Regent St., London, S.W.1, Eng. 366 Fifth Ave., New York 
-LN 
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SOME UNIQUE CIRCULATIONS 
i CR 


Concerning a few British Press media of a peculiarly 
individual character. 


HITHERTO WHEN commenting upon 
the various natures and values of the 
Press media which the American ad- 
vertising adventurer in the British 
field finds at his disposal, we have had 
to speak of groups of publications and 
not of individual newspapers. 

To have dealt with them in particu- 
larised detail would have been to embark 
upon an endless and unnecessary labour 
—unnecessary because the majority of 
publications fall readily into well- 
defined classes. 

There are a few publications in this 
country, however—and those among 
the most important from the adver- 
tiser's point of view—which defy classi- 
fication and demand individual con- 
sidcration. 

It would, for instance, be altogether 
misleading to speak of The Times as 
just one of the principal national dailies. 
It is that, of course, but it 1s also some- 
thing more: it is The Times. 

No other newspaper in this country 
occupies a position similar to that 
which gives The Times the prestige 
and influence it undoubtedly enjovs. 

This is partly owing to a tradition 
which has become fixed in the public 
mind, and partly owing to the fact that 
the circulation of The Times is of a 
distinctly different quality from that 
of its contemporaries. It is part of 
the business man's office equipment, 
and of the clubs. and town and country 
homes of the well-to-do. 

Regarded generally, whether with 
or without good reason does not matter, 
as exceptionally well-informed and re- 
sponsible, it possesses an authority and 
weight which is reflected upon every- 
thing in its columns, the advertisements 
not excepted. "To advertise regularly 
in its pages is to obtain thereby a kind 
of certificate of respectability and 
standing. 

Then there is Punch, quite as neces- 
sary and much more popular as a 
feature of every reading-room, publie 
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or private, which has any pretension 
to be considered as catering for readers 
of the more educated and financially 
* comfortable" class. 

The actual number of copies of 
Punch printed every weck can represent 
only a tithe of its effective circulation. 
No other periodical is probably passed 
from hand to hand so freely. 

The overscas circulation of Punch 
is unequallcd—-wherever two or three 
Britishers arc to be found away from 
home there will at least one copy of 
our national humorist be found also. 

This alone gives it a tremendous value 
to advertisers, for Britishers home on 
leave from service in far ficlds have 
usually plenty of money to spend and 
endless wants to fill. 

There is no better medium for ad- 
vertising goods appealing to well-to- 
do people than Punch has abundantly 
proved itself to be. 

A periodical which enjoys a circu- 
lation different in character, but equal 
in being beyond all rivalry is John 
Bull. Here we have an extraordinary 
example of a huge circulation built up 
on the following won by a single brilliant 
publicist. Mr. Horatio Bottomley is 
one of the most criticised and assailed 
of men, but there is no possible doubt 
that his utterances are accounted 
little short of oracular by millions of 
readers, mostly of the many grades of 
the so-called *“ middle ” classes. 

John Bull is thus an advertising 
medium of quite exceptional value to 
the majority of advertisers. 

Truth, in a smaller but to the adver- 
tiser exceedingly fertile field, can also 
offer to advertisers certain advantages 
which no other periodical can present. 

Everyone knows that Truth will not 
tolerate a shady proposition or any 
attempt, however specious, to deceive 
the public. The advertisements that 
appear in it therefore reccive a hall- 
mark of good character which is every- 
where accepted as authentic. 
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Let us 
help you Advertise 


Many famous Advertisers use our services 
regularly—including various Departments 
of H.M. Government 


T is chiefly in the 
preparation of 
advertisements and 
advertising matter 
that men find them- 
selves face to face 
with the urgent need 
for Ideas. 


E originate 

ideas for a 

trade mark, for a 

design or a series of 
designs. 


We write copy for 
one advertisement or 
a complete campaign; 
for a small folder or 
a de luxe booklet. 


Then we carry the 
work through to 
completion if you 
wish. Examples of the 
work we have done 
will prove our ability 
to do your work. 


After a short struggle 
to get a new thought 
on the subject, many 
firms have come to 
us to supply the in- 
spiration — and are 
surprised at the 
facility with which 
our men can suggest 
the right selling 
* [dea," conveyed in 
an original and in- 
teresting line of 
argument, phrase, or 
by illustration. 


Ideas are of equal 
importance in the 
general conduct of 
business and in the 
framing of selling 
plans. On this ac- 

count our folder 


"How We Can 

Help You” should 

be of particular 

interest t GNERS t; COPY WRITERS 
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PRICE 4/- 


BOTH AT HOME AND ABROAD 


PUNCH 


HAS NO EQUAL 


FOR CREATING SALES 
IN HIGH-CLASS TRADE 


A LEADING Advertising Agent, handling the 
business of many important firms, writes: 


“There is no medium to equal ‘PUNCH’ for creating sales in 
high-class trade at home and in the Colonies. I can vouch for 
this by the experience and reports of the highest class of British 
advertisers in many trades." 
You—if you would seek the patronage of Britons at home 
or scattered far the wide world over—can choose no bet- 
ter medium to reach them than ‘‘ PUNCH,” with its 
universal circulation and its strictly high-class public. 


ROY V. SOMERVILLE 


Advertisement Manager, "Punch" 
IO Bouverie Street, E.C. 4. 
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Smaller advertisements 
are the only alternative 
to the repeated crowding 
out of the advertisements 
of many users of “ Tele- 
graph ” space. 


For some months past 
certain classes of ad- 
.vertisements in the 
- Northern Daily Tele- 
graph” have been subject 
«to a: maximum space 
limit. [n the autumn 
space limits will apply to 


. all classes. 


"H ead’ Office 
BLACKBURN 


London. Office 
85 FLEET STREET 


The Craft 


of the 


Photo-En graver 
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“Without equivocation’ 


—we style ourselves ** makers of better 
blocks.”’ | 
That “ better " is the craftsman's watch- 
word—the slogan of every Craske 
worker. 

To the craftsman the idea of having 
reached finality is foreign. To be 
satisfied with a “good enough ” standard 
is a confession ob medisctits. 

To be makers of better blocks has 
always been our aim. 

Those who buy blocks can best judge 
whether that aim has been achieved. 


Phone for Mr. Craske, Holborn 2529 


an make an appointment for him to call. The 
more difficult the task the more anxious we are 
to master it. Nothing is too small to interest us 
if it interests you. 


Alfred Craske & Co 
Makers of “ Better Blocks” 
at 5 East Harding Street 
FETTERLANE, E.C4 
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“THE Coven i WORLD” is published by the Proprietors, A.W. Limited. on or about the fourteenth 
day of each month 


THE ANNUAL SUBSCRIPTION to "The Advertising World.” including postage. is lOs. in the British Isles 


and 12s. to foreign countries; single copies will be sent for Is. 
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ean All MSS.. Illustrations and Specimen Advertisements submitted should bear the name and of 
the sender. 


ADVERTISEMENT RATES can be obtained upon application to the Manager. FORMES CLOSE FOR PRESS 
on the 30th of each month. 


SARDINIA HOUSE, KINGSWAY, LONDON, W.C. 


Registered Tel. Address: "PHONE: 2269 HOLBORN Cables : 
ADVERWARLD, LONDON 


ADVERWARLD, HOLB. LONDON. 
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BOOK IN ADVANCE 


All the advertising spaces on the vans of 


CARTER, PATERSON & CO. 
and their Allied Services, for which I 
am the Sole Agent, are booked until 


the end of this year, with the 
exception of 500 October, November 
and December. [ shall be glad to 


quote rates and submit full-size sketches. 


Full particulars on application : 


J. VV EINEIUS 
^ VAT-AD" POSTER SERVICE 


Sole Agent for the Advertising on Carter, Paterson & Co.'s (allied services) & other first-class Vans 
32 Shaftesbury Avenue, 
London, W.1 


` Telephone : Telegrams : 
1128 Gerrard (3 lines). ** Lithoprint, Piccy, London.” 
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IF 


you advertise in any manner or form—if you 


send out letters or catalogues—if you do any- 
thing to increase sales or if you desire so to 
do—it will pay you to discuss the matter with 
us. We secure our business by advertising— 
the method we recommend others to use. 
There is no other method that is at once so 
effective or so economical. We are the largest 
advertisers in our industry and we know. 
We practise what we preach and we have 
always found it a profitable policy. No other 
firm of professional advertisers can show a 
similar record of success during the War. 


We are proud of this record and 
challenge comparison regarding it. 
We invite correspondence with 
manufacturers who contemplate a 
vigorous and painstaking campaign 
for trade after the War and we stand 
ready to prove our capacity to 
serve them from every standpoint.. 
Our present clients are the foremost 
Houses in their line and they are 
our credentials. May we serve you ? 


CHARLES F. HIGHAM 


LIMITED 
The Leading Firm of Protesstumal shivertisers 


50 LUDGATE HILL, LONDON, E.C.4. 
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EDITED BY SIDNEY ALLNUTT 
PRINCIPAL CONTENTS 


THE ONLY INDEPENDENT ADVERTISING TRADE PAPER PUBLISHED IN GREAT BRITAIN 
NO PRINTER, ADVERTISING AGENT, NEWSPAPER OR ENGRAVER HAS THE 
SMALLEST INTEREST IN ITS PROPRIETARY OR ANY VOICE IN ITS CONTROL 


A MORAL FOR ADVERTISERS 


| T has been most remarkable and interesting to 

read German comments on what is evidently 

coming to be generally regarded in that country 

>S as the failure of their ambitious, ingenious and 

A NOG extensive propagandist campaigns, both in 

ME | neutral and enemy countries. 

Like all the multitudinous other prepara- 

tions that of themselves so clearly prove the 

Huns to have been the aggressors in the world- 

conflict, most elaborate arrangements for international war-time 

propagandism on behalf of Germany were made long before the 

outbreak of hostilities. The campaigning was to be—and indeed has 

been—thorough, cunning and unscrupulous. Every form of effective 

publicity, overt and covert, was to be used, and provision was made 
for an almost unlimited expenditure. 

The Germans must, in justice, be congratulated on the foresight 
which enabled them to realise long ago how much effective advertising 
could do to help their cause. 

None of their opponents plainly had glimpsed the vital import- 
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ance of this department of war organisation : and for a year or two 
the enemy had the advertising field practically to themselves. 


It is no credit to ourselves or to any one of our Allies that the 
Huns were not enabled to work irreparable damage to our common 
cause, both during and after the war. By our blindness and con- 
sequent inaction we practically invited them to do so. 


Not we but the Huns themselves destroyed the fertility of the 
advertising seed they so industriously scattered. 

Their campaign met with a very considerable measure of success 
at first, but it yielded less and less in desirable results as the months 
passed, and now it only means wasted effort. 

The Huns, like a good many other advertisers, have had to learn 
that advertising, for anything more than “ catehpenny " purposes, 
does not pay unless the goods offered are sound. ‘‘ You can fool 
some of the people all the time, and all the people some of the time : 
but you cannot fool all the people all the time "—Lincoln's famous 
words, perhaps, possess a greater cogency in connection with modern 
advertising than in any other relation. 

The German goods were not sound ; they were, in fact, universally 
found on consideration to be rotten, and the Nemesis of the fraudulent 
advertiser inevitably overtook those who advertised them. 

To advertise effectively in such a case is worse than useless : for 
in the end it is badwill instead of goodwill that is created. 

German advertising was strong enough to force a great many 
who might otherwise have remained indifferent to consider and. as 
far as they were able, test German claims. And the claims could not 
endure any fair trial without being disallowed. 

Beyond that it may be we have the methods of German adver- 
tising. This is a subsidiary matter, but it bears its part in the 
discomfiture of the Hun's so carefully prepared propagandism. There 
is a predisposition it would seem almost any where in the world but in 
Germany towards something that can only be described as “ playing 
the game." The clean game has come to be regarded as the right 
game and it therefore became the only profitable game. 

The Huns played, according to their form, a dirty game: and 
by their methods as well as by their commodities they are condemned. 

Now they are wailing over a good advertising campaign gone 
wrong. There is a lesson written here in flaming letters for some of 
us to read. 


— THOUSAND MILLION POUNDS 


IGURES representing wealth are become almost 
laughable things—we waste millions nowadays 
where we used to count pence—but none the 
less the idea that onc could advertise for a 
thousand million pounds from the large public, 
and get it, is a staggering thought. 

The sum itself is, of course, inconceivable ; 
and that it should be in any sort of way avail- 
able is no less astonishing. But even so, when 

one has accepted all incredibilities, one has to recognise that this 

enormous sum has been produced, and not even squeezed from a 


- 
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publie already, one might reasonably suppose, worked financiallv 
to death. 

The problem that presented itself to the advertising directors 
of the War Savings Committee was from the first that of squeezing 
water from an apparently dry sponge. They came in after all pro- 
ductive pressure seemed to have been applied; and with a Moses’ 
rod kind of magic they have produced fertilising golden waters 
from what looked like arid rock. 


The magic they used was a very simple and ancient one ; simple 
enough to have been overlooked by almost all the financial authorities 
that ever were. They addressed the *'classes " and “ masses "— 
hateful terms both of them—as mere collections of quite ordinary 


. and decent-minded individuals. After a little while—for it may be 


admitted that the early advertising of the War Savings Committee 
was not beyond criticism—Mr. Smith was addressed as a person as 
well as an abstraction and Mr. Brown as a being possessing a particular 
as well as collective existence. 


It has been one of the good fortunes of this not too fortunate 
country—its wartime administration being considered—that the 
publicity department of the War Savings Committee was at an early 
stage placed in the hands of chiefs accustomed to regard themselves 
as required to render service to the public rather than demand alle- 
giance from it. 


Running true to their form, in spite, as one may suppose, of 
adverse influences, they have continued to make a public service of 
the War Bond and War Savings propositions—with the result that 
they have drawn one thousand million pounds from a heavily taxed 
publie without friction or any apparent injury to local or personal 
interests. 

Even in these days one thousand millions sterling is a colossal 
sum to be collected in this or any other manner, and it speaks elo- 
quently for the advertising department of the War Savings Com- 
mittee that they should have been able to collect it at all and still 
more that they should have contrived to do so with so little dis- 
turbance of the general financial situation. 


They have done so in the main because they recognised in time 
that behind the investor, large or small, there is an individual of 
whom nothing is predicable save this: that he has suffered through 
the war. 

To this individual, recognising his individual existence and 
taking for granted his personal interest in the victory that alone can 
justify his sacrifices, they have addressed themsclves of late—and it is 
noteworthy that in the same mcasure that their appeals became more 
particular and less general in character so they produced. more solid 
results in the shape of subscriptions. 

Mr. G. A. Sutton, the Director of Publicity to the War Savings 
Committee, and those who have so ably assisted him in his difficult 
work, deserved the heartiest congratulations and thanks of both the 
Government and the public. 

It is a very remarkable thing that so far from becoming stale their 
long-continued campaign has grown fresher and more alive as they 
have gonc on. 


| «| 
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ON CAMOUFLAGED ADVERTISING 


| E were somewhat surprised to notice what had 
every appearance of being a piece of ordinary 
advertisement copy—ordinary, that is, in every 
characteristic except its outstanding good 
quality—inserted the other day as editorial 
matter in a leading week-end newspaper. 

If it was indeed an advertisement, and we 
can hardly credit that it was otherwise, we hope 
that it wil! prove to be an unique specimen of its 

kind. It would bé most regrettable that a newspaper in such a 
position as that of the publication in question should lend its coun- 
tenance to an editorial camouflaging of advertisement matter. 

Quite irrespective of the merits of the proposition put forward— 
in the instance prompting these observations it was perfectly sound— 
an advertisement which masquerades as an editorial cannot be 
regarded as other than an attempt to mislead the public. 

The advertiser who tries to secure this particular kind of publicity 
does very little good to himself—for the public has become fairly 
wideawake in these matters—and a disservice to all his fellows. He 
does something to preserve the notion that in all advertising there is 
an clement of trickery. 

The newspaper which lends itself to the practice is doing some- 
thing decidedly damaging to its own prestige, and in a lesser degree 
to that of the whole of the Press. 

That obscure and struggling periodicals should sometimes 
descend to this undesirable method of conducting business is under- 
standable, though it is none the less to be deprecated. For a journal 
of high standing and secure position which does so there is no excuse, 
except that of temporary aberration in the judgment of someone in 
authority. 


THE NEW ADVERTISING 


is more than probable that in the future 
there will be a vastly increased use made of 
advertising space for propagandist purposes 
of other than commercial intention. 

The power of advertising, as demonstrated 
by the various wartime campaigns of the 
Government and by the appcals made for 
innumerable *'fuuds" to support war services 

of one sort or another, cannot fail to have been 
very deeply impressed upon the minds of all those who desire to give 
effective publicity to their ideas. They will almost certainly turn 


to the Press more and more as to their most natural platform and - 


pulpit, when they wish to influence publie opinion ; and they will in- 
evitably be led to make use of all the devices which the advertising 
practitioner in the commercial field has found to serve his turn. 

We hope that the cranks and the faddists will not form the 
vanguard of this new body of advertisers, for if so they will bring 
new discredit to advertising. 
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VARIOUS AND SUNDRY 
GH 


“The world is so full of a number of things."—Robert Louis Stevenson. 


A Peace Poster. 

We have reproduced so many war 
posters that a peace poster is by way 
of being a refreshing novelty. I do 
not feel at all sure that the insidious 
hand of German propagandism is not be- 
hind this pictorial demonstration by 
* The Netherlands Anti-War Council," 
but, whether that is so or not, it is,as a 
specimen of poster art, entirely admir- 
able. It is a most distinguished and 
dignified design which 
clearly expresses the 
idea of its inspiration. 


M 
= OE 
ods. 
The programme of 3 Ris, 
the Council, it will be MARG SITRACE 
noted, includes the ADEM nmt 


chief of the generali- | 
ties most in the 
mouths of our enemies 
when they put forth B BEIM 
peace feelers—No an- | q | 
nexations; Freedom All N 
of Trade in the P». 
Colonies; State Or- r^ | 
ganisation ; Freedom | > 
of the Seas; Demo- 
cratic Control of 
Foreign Policy; 
League of Nations; 
and  Diminution of 
Armaments. The 
ideals expressed in 
these terms may be 
attainable when the 
Hun has been well 
and truly defeated 
and made to pay for 
his crimes. 

M 
A Triumph for 
Advertising. 

I offer my hearty 
congratulations to Mr. 
George Sutton and his 
loyal band of enthusi- 
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astic co-workers on the passing of the 
one thousand million mark in the sale 
of War Bonds. These gentlemen have 
done a real national service in popular- 
ising the sale of the Bonds by the 
splendid advertising which has been 
a regular feature of the papers for some 
time. They have succeeded by forceful 
publicity in impressing on the people 
the absolute necessity that they should 
buy the Bonds in order that the enemy 
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A DUTCH PEACE POSTER 
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might be beaten, and that the loan 
constitutes an investment of the very 
best type. 

It is this forceful publicity which has 
made the success of the loan, and I note 
with pleasure that the fact was recog- 
nised in The Times, which observed, “ At 
the end of a couple of months the loan 
looked almost like being a failure. But 
since last December, when the employ- 
ment of the arts of publicity for in- 
creasing the sales was put under the 
capable direction of Mr. Sutton, the 
undoubted attractions of the War 
Bonds for investors have been so 
skilfully kept before them that the 
sales have averaged about twenty-two 
millions a week." 

The success so far achieved will be a 
stimulus to Mr. Sutton and his col- 
leagues to continue their efforts, for 
their work is not ended, and it is a 
further proof of the tremendous power 
of advertising in helping to win the war. 


Home on Leave 


ALKING of Wind-vhields— Haris oon toy, think of the 
miles vou and |] hav. travelled. behand the gond old 
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us at che sar itselt, ond, Harry, Toke as ot ot weil fast a cong, 


don't you think x * 

“Many a ume lse blessed the tellus who desgned i(—hc mug 
have had some csperience ot. Wind shields belore he ihoupl, of 
thar one 
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3 7 licatonsin n 


uw: THE BEATONSON 
Best of all Wind-shields 


(es BFATO'S A NON ENG B GO m I NE Jomis "user 


of Fe €t we cen aai os 
sow fer vow peto at: 


Hi^ end Pork LONDON w it 


GOOD SELLING TALK 


Patriotism Before 
Pocket. 

In the course of an interview on the 
subject Mr. Sutton cmphasised the 
grcat help which the tanks had rendered 
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and then impressed the fact that “in 
all our publicity and propaganda—in 
the Press and on the hoardings and at 


Cheery Soles 


DR PED wearers, young or old, 
have a broad smile oftea, wet 
feet never, and com!ort all the time ; 
and it's particularly cheering to know 
that wearing Dri-ped Leather saves 
half your boot ball 
Dev-ped. the Super-lLaather tor Soles, is 
e*eoluticiy weierproel , ead the higher 


feet:ber mouate in price the more Dei pode 
DOUBLE WEAR caves rou. 


race Jou Wirhout st (be 

exerit: fem oe ln iea’ her w » 
ant aah athe substitute 

The Super-Leather for Soles. 


ee eee ees 
A TALE WELL TOLD 


our meetings—we have always put the 
claims of duty and patriotism first. If 
you will look at the newspaper adver- 
tisements for our War Weapons Weeks 
you will sce that time after time we 
never even mentioned the business 
aspect of the matter, and when we did 
mention it we relegated it to quite a 
subordinate position. One of our 
greatest assets has been the strength of 
local sentiment throughout the country. 
The vast majority of places which have 
held War Weapons Weeks have had 
their own local advertising in their own 
local papers." 


The Value of 
Advertising. 

I am indebted to Life for thc following 
characteristic flash of American humour. 

*" Salvation is free ! " exclaimed the 
evangelist. 

“ Yes, that's the trouble," replied the 
business man. *“ If it were marked 
down to ninety-cight cents from a 
dollar it might be more popular." 


XK 
Lord Northcliffe’s Appeal. 


Conspicuous among the excellent 
advertisementssfor War Bonds which 
are now being put out was the signcd 
appeal which occupied the entire front 
page of The Daily Mail and was written 
by Lord Northcliffe. Entitled °° The 
World's Safest Investment," jt pre- 
sented a very foreeful case indeed for 
the purchase of war bonds as a national 
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duty and as an excellent investment. 
The space was given by The Daily Mail 
" to the nation in order that it may be 
used for a few facts about National 
War Bonds." 


o ———— — ee 


Sunny Childhood 
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Mellin's 
Food 


MELLIN'S ADVERTISING IN A NEW MANNER 


* Banking Innovation." 

Under the above heading The Daily 
Mail and The Evening News made the 
following reference to the article on the 
advertising of Cox's Bank which ap- 
peared in our last 
issue : 

Cox & Co. the Army 
bankers, are advertising 
widely in the United States 
for business with American 
officers. 

THE ADVERTISING 
WORLD reproduces some of 
the advertisements, and 
describes them as 
nently sober, and, so to say, 
gentlemanly.” 'Théy offer 
to all American officers the 
same facilities as those pro- 
vided for British officers. 
They can cash cheques up 
to £5 without any formali- 
ties at all branches of 
Cox’s, of the Bank of 
France, or the Banca 
Italiana di Sconto. 


profitable. 
verse tient 


It has often been a 
surprise to me that the 
many good stories of 
advertisers’ enterprise which might be 
written, and which would be of great 
interest to the public, are not more 
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often inserted in the editorial columns 
of the papers. The publication of such 
stories would not only make most in- 
structive reading matter but would be 
of immense help to the advertisement 
managers and their 
men in going round 
to actual and pro- 
spective clients. 
Many of the stories 
of business enter- 
prise which have 
been told in the 
pages of the AbD- 
VERTISING WORLD 
are little less than 
romances of real 
life and most illu- 
minative as show- 
ing what our manu- 
facturers are doing 
to develop the trade 
of the country. But 
for some reason 
editors rcfuse the 
good copy afforded 
because they are so 
desperately afraid 
of its being said that they are giving & 
free advertisement. 
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Closing Down. A 


The printing restrictions imposed on 


Fishing by Post 
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THE POETS REWARD--A TIN OF SARDINES! 


the newspapers in North America have 
had the effect of greatly reducing the 
number of papers published. "There 
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were approximately 925 suspensions 
of papers and 250 consolidations in the 
United States and Canada in 1917, and 
for the current year the number will 
probably be larger still. 

As an example of a sclf-denying 
ordinance commend me to The Daily 
Morning Tribune of Los Angeles, the 
owner of which admitted that it was 
not a necessity in war-time and there- 
fore ceased publication. The New York 
Evening Post, commenting on the fact, 
observes, '* If all newspapers not an 


absolute necessity should give up there . 


would be a tremendous sweeping of the 
journalistic decks." 


M 
Employees' Welfare. 


To all employers of female labour I 


Over the Counter Means Over the Top 


(By Courtesy of Electrical Industries.) 
HOW AMERICA ENCOURAGES MPs 


SALE OF WAR SAVINGS STAM 


From the ‘General Electric Review." 


would hke to commend the Exmouth 
Street Women’s Institute, George Street. 
Hampstead Road, N.W.1, because of 
the excellent work it is doing for the 
young women who belong to it. I am 
sure that it is not only the girls who 
attend this institute who derive bencfit 
from it, but their employers also. 
Therefore the latter have an interest in 
advancing its welfare because it is so 
obviously to their advantage also to 
have workers who are well-educated, 
intelligent, happy and in good health. 
And these are some of the advantages 
likely to be enjoyed by those who 
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DOUGLAS MOTORS. Led. 


NOTE THE QUAINT BORDER 


attend the classes and get the benefit of 
the rest and recreation it can afford. 

At the Institute a girl can take 
lessons in cookery, dressmaking, home 
nursing, first aid, needlework, reading 
and writing, physical exer- 
ciscs, gymnastics and six- 
teen other subjects. There 
is also a library and reading 
room, while the girls can 
enjoy, too, the advice and 
help of the older women 
who control the Institution. 
The organising secretary is 
Miss Willcocks. 


E i 


Co-ordination. 

Mr. Henry L. Glasgow, 
proprietor of The Mid- 
Ulster Mail, discussed in a 
recent issue of The News- 
paper World the subject of 
the co-ordination of adver- 
tisements and news in reply 
to some editorial remarks 
on the subject which had 
appeared in an earlier issue. 


JUST THROWN TOGETHER ANYHOW 
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The view taken by the editor 
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was that “the idea of regulating 
reports by advertisement is as 


ludicrous as the 


undue 


own method is to instruct his 
correspondents to report every- 
thing worth a paragraph whether 


insertion at 
length of contnbuted 
matter simply because no pay- 
ment is asked for it." 

Mr. Glasgow hardly shares 


advertised or not, but he tells 


them to pay special attention to 


events which are advertised in 


A ten mile tremp—e wayside 
inn—e tanhard of the best—a 
eut from a ripe Stilton—a 
wedge from a crusty loef 
(pre War model)— 


and after that— 
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A POIGNANT REMIND- 
ER OF THE PIPING 
DAYS OF PEACE 


announcement past me." 
This, I take it, is the practice 
adopted by the majority of pro- 


vincial papers. 
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Dainty Art. 


I was glad to see that one of our 
most active advertisers had been 
sufficiently well advised to make 
use of the highly individual and 
very dainty art of Miss Gladys Peto. 


| 
| 
| 
| 
this view and explains that his | 
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FREE collection and deltoery 
orgwheres aithin 10 miles 
of Charing Cross Country 
(ond Army and Navy abroad) 


It costs you £0:0:0 


Our clothes-renovation service costs you 
nothing really, lor your suits and overcoats 
last two or three times as long when you 


SEND THEM TO THE 


BRI 6 Revaring Co 4 : 
i 
! 


and you always appear well-groomed — trousers 

faultless, cost ereaseless no loose buttons 

or wotn buttonboles, no spots or shibbiness. 

We clean ottond to mage cepenss 

wn boot West. End o rte fer 76 p 

ordinary velar»  Youty colet v 
Base lor 


reshape and press 


or ert overtoel oF 
owe st low chatger— 
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uoa Tus 77 | — BRITISH TAILORING & REPAIRING Co. 
40, Groat College Street, Lon ion, N.W. 1 
Telephonen Nerth 2662-2883. 
q — | 
his paper. A FIRST-CLASS SHOULDER DISPLAY 
Headds: —————À 
“I aim at 
giving an ‘ade- own. What she can do she can do re- 
quate’ report in markably well. Her “dinky” little 
all cases, but I vignettes are exactly the sort of thing 


differentiate be- 
tween those fix- 
tures advertised 
in my paper and 
those which are 
not, and make 
this difference 
apparent, but the 
responsibility for 
it Iput on the 
promoters. If 
the affair is 
advertised in 
a rival paper, 
and not in 
mine, I give 
a report which 
is sufficient to 
satisfy my 
readers, but 
not sufficient 
to please the 
promoters 
who sent the 


that those who like that sort of thing 
most particularly like — which, by the 
way, is a most elegant sentence. ]t is 
rather a pity that in the “ Erasmic ” 
advertisement ugly and ill- placed 
lettering is allowed to mar what might 
otherwise have been an unusually 
successful pictorial announcement. 
THOTH. 


[The Dainty!’ SOAP | 


Preserves the natural beauty of the 
complexion and acts as a balm 


Her own corner in art may be a 
very small one, but it is indeed her 


for the skin. 
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A COMPETITION— 


GLT 
deu m dm c oa THE EDITOR of The Architect and 
HE ARCHITECT & BUILDER" |$] | Builder, Capetown, instituted a com- 
Lao manana mamia unni nosu || | petition among the compositors of his 

— * CWS TRAT E BITERESTPC, DETRUCTIVE AMD Di- . 
UTES MINTING WD LUNA REI UNE me Ig an en printers. the Cape Argus Co., for the 
UIT D VG OBER 10 D Iiis NLD Meg setting of a half-page advertisement, 
ire nen Nau E and we have been asked to give our 
wmm ure esgeeesaeauececersnscecs | | | opinion as to the merits of the various 


essays. Of the result of the competi- 
ee tion we were not informed. We have 
CONTACTORS TED CO AANT MB AT YOUR DeL TOR ft civ, pleasure sin acceding to our corre- 

Se T ME spondent's request, and we illustrate 
the examples of which we writc. 

We can congratulate the competitors 
ER on their work, because the general level 
OF SOVERTINEMEN is distinctly high, and taste and good 
style are shown. The tendency of 
A hi many of the examples is, however, to 
Architect 4 use too much ** white," with the result 
ad Builder Z—57——2-— that the type had to be so small as to 
a «EE lessen the effect of the advertisement, 
for the rcading matter failed to catch 
eR ak iie pn the eye as it ought to have done. 

ADNERTISING CONTRACTORS. Lro (ost There was also a disposition in many 
enema vom remenan ror tm M at Torn cases to make the advertisements too 
* pretty," and there was not sufficient 
expression of the nature of the proposi- 
tion in the style in which it was presented. 

CONTRAST AND Harmony.— Ruled 
out owing to its gencrally unreadable 
character. Body matter in capitals is 
almost invariably a mistake in an ad- 
vertisement, and when, as in this 
instance, there is a complication of 
ornamental quads, the result is, from 
x n | a would-be reader’s point of view, de- 
aprico E E Ro plorable. The display would make 

; — , pleasing pattern but for the ill-chosen 
and wronglv-placed initial. 

Type Buc.—Has its good qualities 

a ee eee as an arrangement, but overmuch 
erci are Ie uss of Adorriistmem,” space has been wasted on white, 


ii Che Architect § Builder id necessitating a use of undesirably small 
E^ MENUNLEDGHD TO " ne RUP EI E EE body type. 
FUN GATOR OHS aD IN SOUTH ARIA X. Y. Z.—Rather too “ pretty ” 
3 Tir ene oe “Te an out-of-date ** artistic fashion. Also 
dept 


d T Pado ees | undue prominence and space devoted 


MUT nd eiiim Eo Comit | to an altogether meaningless ornament. 

TTA an HIR es ed ie | A. B. C.—On the whole the most 
Che South African Advertising Contractors G7.) businesslike display. Good-looking, 

oca rei: ur os and would be better but for the usc of so 
All engutrtes to be oddrested i PO Ba 147, Com Coen | much bastard Gothic type. Decidedly 
readable, and makes full use of the 
space without anything approaching 
overcrowding. 


THE WORK OF SOME OF— NUtT-Qu AD.— This is far and awav 
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—IN TYPE DISPLAY 
LL AER 


the best-looking display. Its dignity 
and good taste are outstanding, and 
owe but little to the ornamental border. 
This is extremely good in itself, but a 
narrower ornament or a well-considered 
arrangement solely of rules would 
probably have made a still more effec- 
tive frame for the text. The matter is 
made very readable by its arrangement, 
and the paragraph marks in it are here 
used to real purpose. Its only short- 
coming as an advertisement is an 
excess of restraint; but all things 
considered, we regard it as the best. 

TvPre.—There are too many rules 
in this display. The whole advertise- 
ment is enclosed in a double-double box 
which is effective, and against which 
there is nothing to be said—but there 
is no reason why, further, the name of 
the paper should be enclosed in a curly- 
scroly box and two paragraphs in more 
boxes (not to mention the indefensible 
attempt at a relief-shading effect in the 
latter instances.) The underlining rules 
are also redundant. If the paragraphs 
within the box rules had not bcen so 
confined, larger type could have been 
used, with a gain in readability, and 
without loss in display construction. 

" UMLuNGU."—The chief objection 
to this display is that it contrives to 
cut up the space into small sections. 
It is in effect both “bitty” and 
‘ spotty.” It is in many ways an 
ingenious and workmanlike construc- 
tion—but it fails as an advertisement 
because the advertiser gets very much 
less than full value out of the space 
occupied. He obtains in effect several 
small space advertisements, which in 
their total are by no means equal to 
one large-space display. 

TYPE-DUMPER.—The general scheme, 
otherwise good, has the defect that it 
involves the waste, as far as matter is 
concerned, of overmuch space.. The 
ornaments are too large and give too 
much of a “ pretty-pretty " character 
to the display. This is particularly 
inappropriate to an architectural pro- 
position. ^ The bastard Gothic of the 
principal display lines is unpleasing and 
helps to rob the display of anything 
approaching an architectural effect. 
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THE A.A.C. CONVENTION 
- EXIIT E 


President Wilson's Tribute to the Value of Advertising 


THE FOURTEENTH annual conven- 
tion of the Associated Advertising 
Clubs of the World was held from 
July 7 to July 11th, at San Francisco, 
and proved very interesting. The 
attendance was, however, rather 
smaller than usual, but this was due to 
the fact that some 1,300 active adver- 
tising men had responded to the 
nation’s call to the colours, and that 
made those left behind unusually 
busy. 

To pledge again the devotion of the 
advertising fraternity and all its 
energies to the most unsclfish support 
of the Government and the winning of 
the war, was, says The Advertising Age, 
the real mission of this year's conven- 
tion. It met to give expression to the 
voice of victory and it did it to the 
fullest possible degree. 

One of the most gratifying features 
of the Convention was the receipt of 
a message from President Wilson, 
acknowledging the help advertising 
men had given in the conduct of the war. 
In the course of the message. which was 
addressed to Mr. Wm. C. D'Arcy. the 
president of the Convention, the head 
of the State said: "I realise how 
squarely and spontaneously the adver- 
tising men of the country have stood 
behind the war. I want in particular 
to bear witness to the service which 
advertising has rendered in directing 
the prosccution of the war through 
what it has done for the sale of Liberty 
Bonds and War Savings Stamps, and 
in behalf of subscription funds for the 
Red Cross and the Y.M.C.A., not to 
speak of many other forms of service." 

It was rcsolved to hold the next 
convention at New Orleans, and then 
Mr. William D'Arcy was re-clected 
president for the ensuing year. The 
only candidate for the office in opposi- 
tion to Mr. D'Arev was Mr. Wilbur D. 
Nesbit. of the Rankin Advertising 
Agency of Chicago, but though not 
elected this year, it is thought probable 
that his great work for advertising will 


be recognised by his appointment in 
1919 to the presidential chair of the 
A.A.C. 

Mr. Herbert S. Houston, a former 
president of the Associated Clubs, urged 
the business men of the Allied nations 
to get ready to mect the German com- 
mercial drive which, he declared, would 
come after the war. 

Discussing direct mail advertising 
for retailers at a department mecting, 
Mr. W. J. Betting, of St. Paul, president 
of the Associated Advertising Clubs of 
Minnesota, advocated that retail stores 
should not consider direct mai] adver- 
tising as something to take the place of 
their already cstablished newspaper 
advertising, for the two were separate 
and distinct. Direct mail advertising 
should be used as a complemental 
effort and not in place of newspaper 
advertising. 

Mr. Betting indicated that the news- 
paper was the retail store’s best pos- 
sible advertising medium and that 
whatever else was uscd should be used 
by way of backing up and making 
stronger the newspaper advertising 
appeal. 

At anothcr department session on 
bank advertising, Mr. Francis R. Mori- 
son, a bank advertising expert, of Cleve- 
land, described the power of adver- 
tising in building up the business of 
the bank. but he dwelt especially upon 
the fact that advertising alone cannot 
build business. Mr. Morison believed 
that the reason why some bank adver- 
tising had not been as successful as the 
average was that it was too often pre- 
pared without due consideration of the 
class of people to whom the bank 
desired to appeal. 

He showed that if a bank desired 
deposits from working men, for ex- 
ample, its advertisements would need 
to be written to working men; if it 
especially desired the deposits of 
women or children, its advertisements 
necded to be written in such a manner 
as to interest them especially. 
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class, now 
patronise the 
pictures are the people with 
money to spend. There are 
more than 300,000 of this 
desirable class who read the 
only journal of its type, 


DICTURES — 


AND PICTUREGOER| 2 


If your advertisement is not in “ Pictures," it should be! 


LET US SHOW YOU HOW “PICTURES” CAN HELP YOU. 


ADVERTISING We are prepared to suggest copy for 


RATES. your advertisement—copy which the 
Pur tai. readers of “Pictures” will be specially 
One page ... $16 interested in. Write to-day. 
Half page ... £8 
Quarter page £4 Philip Emanuel, General Manager, 
Eighth page... £2 * PICTURES & PICTUREGOER,”’ 


Inch single col. 12/6 


ODHAMS LIMITED, 92, Long Acre, W.C2. — — : 


66 THE ADVERTISING WORLD August, 1918 
“SELLING LOYALTY ” 
EB i HH 


How Advertising was Used as a Means of Impressing 
Loyalty on the Oregon Lumber Men 


THE STORY of a problem which faced 
the war-work organisers in U.S.A. and 
how it was brilliantly overcome, largely 
through the use of advertising, was 
the subject matter of one of the most 
remarkable addresses which were de- 
livered at the recent meeting of the 
Associated Advertising Clubs of the 
World at San Francisco. The speaker 
was Mr. Charles Berg, of Portland, 
Oregon, President of the Pacific Coast 
Advertising Men’s Association. We 
reproduce his address because we be- 
lieve it will be of interest to our readers, 
and because it may suggest how an 
evil of a similar character, known in 
this country, too, may be overcome. 
His story is another illustration of the 
power of modern advertising. 


“ SPRUCE WILL WIN THE WAR.” 


Mr. Berg's address was in the fol- 
lowing terms : 

“ Spruce will win the war "—that is 
the slogan of 120,000 men in the 
government service in the Oregon 
country. “Spruce (aeroplanes) will 
win the war ” echoes from 100,000,000 
loyal voices throughout the United 
States. ''Send us aeroplanes,” the 
associate nations in this war say to us. 
“ Get out the spruce," our own War 
Department orders, and the Oregon 
country is getting it out ! 

Spruce will win the war—and we 
have the spruce in the forest. We 
have the money to get it out. We 
know the methods required to take it 
out and prepare it for aeroplanes. 
The one big problem that remained 
was the necessity for men—men who 
would dedicate themselves to the task, 
who could be inspired with a feeling of 
loyalty and an appreciation of the 
value of the service they were called 
upon to render in winning the war. 

In 1917 we were getting out 
8,000,000 feet of Glist spruce monthly. 
Under the direction of Colonel Bruce P. 
Disque, a virile, upstanding, hard- 
butting American, we have increased 


this to 10,000,000 feet a month. The 
programme now is to gct out 30,000,000 
feet a month. Under the old method 
only 5} per cent. of the lumber cut 
was suitable for aircraft stock. By 
Colonel Disque's improved methods of 
manufacturing this has been increased 
to 18 per cent. 

North-western spruce is stronger and 
tougher for its weight than any other 
wood. An aeroplane in which this 
spruce is employed, equipped with a 
Liberty motor, will make 147 miles 
an hour. Aeroplanes built with other 
kinds of timber, such as hemlock or 
fir, will make a lower speed, the speed 
decreasing in proportion to the weight 
of the lumber. 

There were many problems in con- 
nection with getting out the spruce. 
Spruce does not grow alone, but in 
forests with other trees. Much of the 
needed supply was comparatively in- 
accessible. Yet, under the direction of 
Colonel Disque, these problems one 
after another were solved, and the one 
great obstacle that remained involved 
the problem of inspiring men to invest 
the best effort that was in them in 
taking the spruce out of the forests. 

One of the big things in the success- 
ful achievement of the task has been 
the putting of soldiers into the work 
to supplement civilian labour—20,000 
soldiers now assisting 100,000 civilians. 
The problem was to assign the soldiers 
to the task without antagonising 
civilian labour. 


THE LEGION OF LUMBERMEN. 


This problem of men has been so 
well solved through the organisation of 
the Loyal Legion of Lumbermen and 
Loggers, embracing both soldiers and 
civilians, that I venture the prediction 
now that when the 540,000,000 feet 
of spruce which is to be taken out will 
have been made up into Liberty 
motored planes, their motors will pro- 
duce a lullaby that will hum the Hun 
to sleep. 
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Results count for more than efforts—Successes more than mere temporary connections 


Personal Counsel 
or Full Agency 
Service ....... 


l. The Personal Service of 
Mr. Derrick can be retained 
at an agreed fee in a purely 
advisory capacity upon all 
matters relating to the Reduc- 
tion of Selling Cost, without 
the detail of preparing and 
placing of any advertising. 


2. Or with our organisation we 
can go a step further, and prepare 
complete Advertising Campaigns for 
the home market and throughout 
the Empire, and in foreign countries 
—with or without contracting for 
space in the papers, etc. 


3. Or we will organise and exe- 
cute any and every form of your 
Outdoor Publicity — Bill - posting, 
Railways, Trams, and 'Buses, etc. 


4. Or we will plan, in every 
detail, your letterpress and colour 
Printing — and, if desired, print 
same on competitive estimate. 


5. Or we will do all these four 
things, working in harmony with 
your own organisation. 


PAUL E. DERRICK 
ADVERTISING AGENCY, LTD. 


34, NORFOLK ST., STRAND, W.C. 
LONDON. 


PAUL E. DERRICK 
AUTHOR OF 


How to Reduce 
Selling Costs 


2nd EDITION. 


Geo. Newnes, Ltd., Publishers. 
6/- net or 6/6 post paid 
—or any Bookseller.— 


he book deals with 
the principles of co- 
ordinated selling effort. 
By no other means can 
selling costs be kept on a 
level to ensure expansion 
of trade and to meet 
modern competition. 

dvertising is a 

prime factor in 
any effcient selling plan 
—but to be effective 
must be employed with 


= full knowledge of its 


established. principles. 


Now is the time to 


THINK 
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The labour situation in the north- 
west in the autumn of 1917 was serious. 
The workers were itinerant. They had 
the habit of logging in summer and 
going south in the winter. The supply 
of labour was spasmodic, irregular. 
The workers had the wander lust. 

It has been reported that the labour 
turnover in one year was 600 per cent. 


ENEMIES IN THE CAMP. 


The camps were infested with those 
who called themselves Internationalists, 
and who practised all of the I.W.W. 
teachings. Seeing that the open strike 
was doomed, they resorted to and 
advocated sabotage. 

In the camps, too, were Germans 
and pro-Germans. Their preachment 
was: “We do not believe in any 
Government, in presidents, in kings 
or rulers of any kind, and we do not 
believe in the Kaiser. We are Inter- 
nationalists. We believe in one govern- 
ment—the labouring man to rule." 

These and other similar conditions 
such as would naturally be expected 
to retard production confronted Colonel 
Disque. He had to meet the necessity 
for impressing upon the workers the 
importance of their task. He had to 
develop a morale and a fecling of 
interest that would speed up pro- 
duction. 

He assigned this job to Lieutenant 
Maurice Crumpacker, a young lawyer, 
of Portland, Oregon, a former football 
star and athlete—a big, strapping 
American with a big heart and a big 
head—not the big head. 

" We sold them loyalty,” stated 
Lieutenant Crumpackcr. “ We had 
the goods. It was a case of selling 
them." 

He showed them that they were the 
Government for which they were 
working. They were the taxpayers. 
He showed them the benefits they 
derived from living in this country. 
He showed them that they were 
agents of this Government just as 
Woodrow Wilson is. 

He organised the Loyal Legion of 
Lumbermen and Loggers, and through 
the influence of the L.L.L.L. the men 
agreed to stamp out sedition and, in 
general, to do every act and thing 
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conducive to bringing the war to a 
successful conclusion. 

We sketched for them the gravity 
of the war situation. We outlined the 
dependence of the United States and 
our associate nations on the timber 
industry. We showed them that an 
aeroplane with transportation facilities 
to get it to France is equal to 15,000 
soldiers. Failure to produce it was like 
withdrawing that much support from 
the boys over there. 

He showed them the necessity for 
having spruce, and the necessity for 
exacting selection. He urged upon 
them the fact that the fighter in the 
air depends upon the absolute reliability 
of his machine. Twisting, turning, 
attacking and dodying, miles above the 
earth, nothing is good enough for him 
except perfection in material and con- 
struction. 

He showed them the importance of 
speed in production, and why it was 
necessary to turn out spruce in sueh 
large quantities. 


SALUTING “f OLD GLORY.” 


A flag ceremony is held at the camps 
every morning, and such a ceremony 
also finishes the day. The men stand 
at attention and take off their hats 
and the flag is raised, and with a simi- 
larly impressive ceremony Old Glory 
comes down as the day closes. Men at 
the mill and men out on the work, out 
of the sight of the flag, at the first 
whistle, instead of going directly to 
work, stand and face in the direction 
of the flag for fifteen seconds, then the 
second whistle blows for work. This 
has been a patriotic reminder, day in 
and day out, which has got under the 
skin, and the result is that loyalty has 
been sold. I asked a lieutenant if the 
men really did live up to their pledge to 
stamp out sedition, and he told me they 
had had difficulty in preventing a gang 
of men from trying to rope out sedition 
—a lynching was narrowly averted. 

The L.L.L.L. has made these men 
understand that there is something 
bigger and stronger and better than the 
I.W.W., and that is U.S.A. 

The men have been sold. The com- 
bination, Money, Materials, Methods, 
and Men, is complete now. Spruce 
will win the war. 
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ET YOUR MESSAGE into the homes of the 

people with plenty of money to spend—the 
homes where “ COLOUR " finds an enthusiastic 
welcome every month. For every copy of “COLOUR” 
sold there must be at least half-a-dozen people who 
find delight in the beauty of its pages and who 
cannot fail to read your message. Figure this out 
for yourself when noting that the circulation of 


* COLOUR ” runs into five figures monthly. 


RATES : 
Advertisements ín 2, 3 or 4 Colours. Advertisements in Black and White. 
£ sd £ s.d. 
Back Cover . . . 30 0 0 der isse ; oS 1o M 
Inside Pages . ` . 25 0 0 Third Page (one Col) 613 4 
Half Page . . 1310 0 Quarter: Page 5 0 0 
Third Page (one CoD 910 O Eighth Page . : . 210 0 
Quarter dey (mini- yið ð Per Single Column Inch 
mum space = s (3 Cols. to Page) . 015 0 


ADVT. DEPT., 16 REGENT STREET, S.W.1 
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AND DESIGN 


FAIW I. W 


A Paper devoted to Artasa National Asset 


RATES : £10 per pageand fro rata to quarter pages 
Smaller spaces, 10/6 per inch 


ADV T. DEPT., 16 REGENT STREET, S.W.1 


DORLAND AGENCY LTD 


(Princibal .—G. W. KETTLE) 


I6 Regent Street London S.W.1 
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IN MEMORIAM 
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JOHN 


IT IS with deep regret we record the death 
on August 11th of Mr. John Morgan Richards, 
the veteran and much-esteemed American 
advertising agent, which occurred at his 
Ventnor residence, Steephill Castle, after a 
short illness. 

With the death of Mr. Richards there 
passed away a pioneer of the modern school 
of advertising men, for, as Sir George Riddell 
said of him, British advertising divided itself 
naturally into two periods—before T. J. 
Barratt and John 
Morgan Richards, 
and afterwards. Mr. 
Richards did a 
great work for ad- 
vertising in - this 
country, but it was 
a work for the 
most part donc long 
ago. To the ma- 
jority of the men 
of our vocation Mr. 
Richards was rather 
an honoured name 
than a living per- 
sonality. He was 
77 at the time of 
his death, and his 
work in thiscountry 
began when he came 
to England in 1867. 
Apart from infusing 
new and more pro- 
gressive ideas on 
advertising into the 
minds of the prac- 
titioners of the art 
in the British Isles 
he did a great deal 
also to promote a 
better understand- 
ing of each other 
by the peoples of 
the two countries. 
Strange as it seems 
now to recall the 
fact, it was never. 
theless the case that in 1867 and for some years 
after there was no love lost between the peo - 
ples of Great Britain and the United States. 

Mr. Richards was chairman of the firm of 
John Morgan Richards & Sons, Ltd., Holbom 
Viaduct, and an ex-chairman of the American 
Society in London. In addition he was 
British agent for many of the most important 
American proprietary drug firms and also for 
Messrs. Colgate & Co. He had occupied the 
presidential chair of the Sphinx Club, and 
retained to the last his American citizenship. 
His wife, before her marriage, was Miss Laura 
Arnold, of East Boston, U.S.A., and their 
daughter was the famous writer Mrs. Craigie 
(John Oliver Hobbes). His sons, John Morgan 
Richards and Nelson Mortimer Richards, who 
are co-directors in the company, have been 


THE LATE MR. JOHN MORGAN RICHARDS 


MORGAN RICHARDS 


the active members of the concern for the last 
few years, Mr. Richards residing at Steephill 
Castle. 

To celebrate their golden wedding on Decem- 
ber 81st, 1918, Mr. and Mrs. Richards were 
in January, 1914, entertained to a banquet at 
the Hotel Cecil, Sir George Riddell presiding, 
and the company including the American 
Ambassador and Earl Curzon. A congratula- 
tory telegram was also received from Queen 
Mary. It was in proposing the toast of the 
honoured guests 
that Sir George 
made the remarks 
already quoted . The 
Chairman further 
observed that it 
was due to the pro- 
gressive spirit of 
Mr. Barratt and 
Mr. Richards that 
British newspapers 
had been induced to 
abandon their old 
conservative me- 
thods and give ad- 
vertisers such good 
values for *their 
money. Mr. Morgan 
Richards in his 
reply paid a great 
tribute to the power 
of advertising, ob- 
serving that it was 
the “ live wire” of 
all commerce, all 
enterprise and al] 
progress. It was 
the all-inclusive 
form of communi- 
cation between na- 
tions and peoples. 


The following ap- 
preciation is from 
the pen of Mr. 
Thomas Russell, 
president of the In- 


corporated Society of Advertisement Consultants, 


who had known Mr. Richards since 1882, 
and, until his appointment as Advertisement 
Manager of The Times, was a member of Mr. 
Richards's staff : 

* From the dav in January, 1882, when I 
diffidently applied for a humble post in his 
office, until August last vear, when he bade me 
farewell at Ventnor station after my last visit 
to his beautiful Steephill Castle, I never heard 
one word from the lips of John Morgan Richards 
that was not kind, dignified, and composed. He 
was the most stately figure that I have known. 
The Golden Wedding Banquet in 1914, when 
Englishmen of every rank vied with London 
Americans to do him honour, was the most 
enthusiastic gathering in my experience, until 
it was eclipsed by the American inner last 
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year, which celebrated the fiftieth anni- 
versary of his landing in this country in 
1867. 

" He was not a great orator, like so many of 
his countrymen, but he knew how to preside 
over a public meeting or Sphinx Club dinner 
with faultless dignity and tact. As an adver- 
tiser, he had that curious intuitive knowledge 
of what will pay, which only comes from long 
experience. When he brought the cigarette 
habit to England in 1877, he found in a book 
on the steamer a picture in which he saw the 
making of a fine poster; it was soon the most 
conspicuous object on the hoardings, as the 
fam us ‘Old Smoker’ of the Richmond Gem 
campaign. During the twenty-three years 
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that I served him, I often saw in action his 
unerring eve for the right idea. 

" His greatest joy, and his pride, was the 
success of his daughter * John Oliver Hobbes," 
the famous novelist. I do not think that any 
of his own successes gave him the same pleasure 
as the acclaim with which Mrs. Craigie's 
books were received in the critical press. But 
to say this is not to detract from his devotion 
to business. To the last, a daily summary 
of events was sent to him : when he laid before 
me, last year, these reports as they arrived at 
the Castle, I could see no falling-off of the old 
enthusiasm, no failure of the old grip on affairs. 
He taught me many things—none better than 
his power of thoroughly enjoying his work.” 


Rent Claim for Hoarding 

AT THE Relfast City Assizes on August 5th 
Mr. James Grew, J.P., of Portadown, brought 
an action against Messrs. David Allen & Sons, 
Billposting, Ltd., to recover £145 as arrears 
of rent due fora hoarding hired, it was alleged, 
by the defendant company for £10 a year since 
1901. Defendants denied having agreed to 
pay the rent claimed, asserting that it was 
agreed that they should have the free use of 
the hoarding in consideration of their erecting 
it in such a manner as to enclose plaintiffs 
premises and lands; moreover, that they 
had paid £15 to plaintiff in 1916, which sum 
they alleged had been accepted in full settle- 
ment of the plaintiff's claim. 

His Lordship decided in [favour of the 
defendants, dismissing the actiom with costs. 


AT THE meeting of the Aldwych Club De- 
bating Circle on August 20th, Mr. A. W. 
Shelton, a member of the Local Government 
Board Housing Advisory Conference, gave an 
address on ** The Housing of the People," his 
remarks being based on a report on the sub- 
ject which he had presented to Lord Rhondda, 
Mr. Shelton is a great authority on the subject, 
with which he dealt in a very full and lucid 
manner. The chair was taken by Mr. Frede- 
rick Johnston, and after the address Mr. 
Harold Cox made a few remarks. 


Mr. W. H. Veno, chairman of the Column 
Club, Manchester, has been taking an active 
part iv promoting a Working Men's War 
Certificate Week. He doubts whether the 
working men have contributed as largely as 
they ought to the purchase of war certificates. 


Information for 
Advertisers-—wNo. 4 


The most successful newspapers—and consequently 
the best media for advertisers—are those which give 
the latest and most complete news. 

To convert the spoken word or written report quickly 
to solid type, requires the aid of the mechanical type- 


setter—the Linotype. 


Topical newspapers are most successful—Hulton 
group newspapers are most topical—proved by 


" a 
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In their office equipment for the production of the biggest group of 


newspapers from one house in the British Isles, Hulton's have 
installed 90 of the most modern Linotvpes— the largest installation 
of these machines of any single British newspaper house. 


E. HULTON Q CO., LTD. 


Daily Sketch, Sunday Herald, Daily Dispatch, Sunday Chronicle, Empire 
News, Evening Chronicle (Manchester), Evening Standard, etc., etc., 


46 Shoe Lane, E.C.4 83 


Withy Grove, Manchester 
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OF PULLARS’ 
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THERE IS an attitude which is, 
somewhat unfortunately, typical of 
many of our best British industrial 
concerns. It is summed up in the 
phrase, ** We rest on our reputation ; 
we do not push." And as newcomers, 
with their reputations to make, have 
no objection to pushing, the result is 
that the fine old reputations too often 
ret thrust into the background. 

Yet it is generally found that when 
lhe businesses with a long record of 
good work behind them awake from this 
sleep and enter upon the compctitive 
struggle, they have one signal advantage 
—their reputation has not to be made ; 
it has only to be made known. We 
are still, for the most part, sufficiently 
conservative to prefer the established 
thing that is good to the new thing 
that has to prove itself, and so those 
old firms, when they wake up, have 
generally but to announce their claim 
to support in attractive fashion to win 
their due share of patronage. 

Pullars’ Dye Works is the latest 
instance of a firm of long established 
reputationf waking” up to the] nced for 
modern methods of propaganda, an 


MR. FRANK EASTMAN 


awakening due to the fact that control 
of it has recently been acquired by 
that very “ live " firm, Messrs. Eastman 
& Son, Ltd. On the side of technical 


equipment there is little in Pullars' 
to modernise. Mr. Frank Eastman, 
the new managing director, is recog- 
nised as a great technical expert in 
the industry. It is only in the direc- 


MR A W. FISHER 


tion of making its merits known, of 
advcrtising, that Pullars’ has somewhat 


failed to keep pace with the times; 


and the remedying of this, and the re- 
organisation of the collecting and dis- 
tributive machinery, have been amongst 
the first matters taken in hand by Mr. 
A. W. Fisher, the new commercial 
manager appointed by Messrs. Eastman. 

Mr. Fisher comes to his task with a 
ripe experience. After a thorough com- 
mercial training in Scotland, he was 
associated successively with Messrs. 
Johnston Bros., Bootle, and Messrs. 
Achille Serre, and immediately prior to 
his present appointment he was mana- 
ger of the Chemical Cleaning and 
Dyeing Company, London (the whole- 
sale branch of Messrs. Eastmans' busi- 
ness), a position in which he emphati- 
cally * made good." 

In the advertising campaign, just 
launched, he has the assistance of 
Messrs. Greenly. 

The campaign is only in its infancy, 
but so far as it has gone it is notable 
for two features—directness and good 
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Memo 


T Oone need consult ‘Carlton’ unless 
N fired with the ambition to make his 
A advertising better, in every particu- 
lar—infinitely stronger in character, more 
striking in design, more convincing in 
argument—than any of his rivals. 


The Carlton claim 
to carry out business 
propaganda with an 
altogether unique 
degree of quality and 
distinction is known 
to be no idle boast. 
It is simply the in- 
evitable result of the 
natureof the Carlton 


Where else are over 
seventy expert artists 
and writers — not 
‘hacks? but Aca- 
demy-exhibitors on 
the one hand and 
known journalistson 
the other—working 
under one roof ex- 
clusively in the in- 


organisation. terests of commerce? 
To call on * Carlton ' is to commit yourself 
to nothing except to a more intimate know- 
ledge of Carlton work and Carlton methods 


+ 


CARLTON STUDIO © 
CARLTON AUXILIARY 


CARLTON HOUSE : 29-30 - BEDFORD 
STREET - STRAND - LONDON : W.C.2 
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‘FOUNDED IN 1834 
IN PERTH AS DYERS AND CLEANERS 
AND CONTINUED FOR FOUR GENERATIONS 
IN CONSTANT EXPERIMENTING AND. 
PERFECTING OF ALL PROCESSES OF 
DYEINGAND CLEANING. | 


A COLOURED INSET 


taste. The coloured inset which 
has appeared in all the magazines 
(both pages of which we reproduce) 
at once arrests attention as a design, 
and the business statement is sim- 
ple and straightforward. ‘“ Pullars' 


WE PAY 

POSTAGE 

BACK 
That Evening Gown, 
Opera Cloak or Wrap to 
be cleaned, freshened 
and given a new lease of 
life. For such delicate, 
dainty garments Pullars’ 
process is unrivalled. 
Send to any Pullar 
Branch or Agent, or post 
direct to — PULLARS' 


Cleaners &Dyers Perth 
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— o lt - 


rer PES 
N ei the proteases of 
[se name of Pullar has for 


bees unrivalled for quality olw 


the reputatíón of the name i higher fhan 


s celer and Pressing of Men's Cotes — 
ve ong rbi erg pes E ma x 
- "T" gorments look new again 
extends their life and usefulness. ip 


iaa er prise © Household Ni zx 


| 

| 

! 

| 

| 

| D : Or a of Ic edid". T » 
| 4 by use or faded by — 
| Cr 


à a 
Prices are moderate. service prompt and efficient c A i 
Branches and Agencies everywhere, — - E ' 

Parcels sent direct to be addrensed aa under 


ay = -———À P 
^puLLARS d ay 14 
Dye Works | TY 
pe DEAN m is 


i em 
4 [Men bor d TIS. Ag 
B "M ru "m 
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IN THE MAGAZINES 


for Perfection" strikes the right 
note. 

In the series of single-column adver- 
tisements (of which also we reproduce 
specimens) appearing in the weeklies, 
directness is achieved by making each 


WE PAY 
POSTAGE 
BACK 


That tailor- made Cos- 
tume, Golf or Sports' 
Coat which has become 
soiled or faded. It can 
either be suc¢essfully 
cleaned or dyed, and 
Pullars’ will advise you 
which is best. Send to 
any Pullar Branch or 
Agent, or post direct 
to —— PULLARS' 


Cleaners&Dyers Perth 


HOW PULLARS' HELP THEIR CUSTOMERS 
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WE PAY 
POSTAGE 
BACK 

‘That shabby Suit or 
Overcoat. It can be 
¿leaned and tailor- 
pressed, have all minor 
repairs effected and be 
made ready for imme- 
diate wear. The cost 
i; trifling, the economy 
great. Send to any Pullar 
Branch or Agent, or post 
direct to— PULLARS' 


Cleaners &Dyers Perth 


ANOTHER EXAMPLE OF A SINGLE 
: COLUMN ADVERTISEMENT : 


announcement bear upon one point 
only. If anything requires to be dyed 
or cleaned—the whole list of personal 
and household requirements is covered 
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by the series—in every case “ Post it 
to Pullars! " is the suggestion. As a 
method of directly touching many 
diverse spots, yet always with the 
same finger, this series would be 
hard to beat, and both in concep- 


tion and lay-out it reflects great 
credit on Mr. Fisher and Messrs. 
Greenly. 

A good start has been made, 
and if the same  individuality is 
maintained in all the propaganda 
work, the results wil soon be ap- 
parent. 

In the interests of advertising 


generally, we may perhaps express 
the hope that the awakening of 
this old firm may bestir some others 
in like case to rub the sleep out 
of their eyes. Reputation counts 
for much, but let it not be over- 
looked that the publie memory, upon 
which reputations depend after all, 
is heavily taxed; in these days, and 
will be still more heavily taxed in the 
future. To leave it without]the help 
and stimulus of a reminder is to invite 
a lapse. 


THE HUNS ARE 
SINKING YOUR 
COPY-SPACE 


It is therefore more than ever necessary that your advertising 
should be forceful, original, out-of-the-rut. 


As the space available grows more restricted, you must! strive 
for greater copy-efficiency—you mus! contrive, somehow, 
to make one sentence do the work of ten, and do it better. 


You haven't the time ? 


Then why not delegate the task to Pool’s> Why not, at 
least, give this Personal Service Agency, with over Fifty 


Fool's will! send a rractical 


advertising man to discuss 
detai s 


venient to you. 


at any time con- 


Y ears experience of World-Wide Advertising, an opportunity 
of showing vou methods of increasing the pulling power of 
small-space copy ? 


CHARLES POOL & CO., LTD. 


180-181 FLEET ST., 


LONDON, E.C.4 
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AND MAGAZINE ADVERTISEM ENTS  : 


THE ILLUSTRATION OF THE FIRST SERIES OF TERRE 


A WELL-RECOMMENDED CIGARETTE 
EED N E 


How the manufacturers of the famous 


“De Reszke” 


cigarette have met the changing conditions of war-time. 


" IT ALL depends upon the point of 
view." We naturally regard the name 
" De Reszke ” as signifying first and 
foremost a remarkably brilliant and 
successful advertising campaign, or 
rather series of campaigns. Mr. Mill- 
hoff, the creator, manufacturer, and 
vendor of the ** De Reszke " cigarette, 
although he is fully entitled to plume 
himself on his advertising achievements, 
does not so regard the matter. To him 
“* De Reszke " signifies a cigarette which 
has an astonishing popularity, because 
it possesses qualities of an excellent and 
most desirable character. 

Perhaps we are apt to credit too much 
of the success of the “ De Reszke " 
cigarette to the advertising which intro- 
duced it to the public; and possibly 
Mr. Millhoff is disposed to think that 
the sheer virtue of his product has done 
more to make it popular than is 
actually the case—but we can find 
common ground. 

We hold it as an axiom that no large 
scale advertising of a commodity which 


can easily be tested could possibly pay 
unless *the goods" were their own 
best recommendation. The advertiser 
must secure repeat orders if he is to 
obtain a profitable return for his 
expenditure, and he will not obtain 
repeat orders for an article which does 
not give satisfaction on its first trial. 
Mr. Millhoff could hardly present his 
view of the case more strongly than 
this. 

On the other hand, we claim that 
whatever the virtues of an article, it 
cannot win much favour if it relies 
solely upon its own intrinsic merits to 
make itself known—and add that it 
needed all the extensive, continuous 
and astute advertising that is asso- 
ciated with the * De Reszke” cigar- 
ettes to win for them the widespread 
reputation they hold to- -day. 

The first chapter of the “ De Reszke ” 
story is fairlv well known, but we may 
briefly recall its salient points. 

Mr. Millhoff, who had long experi- 
ence and much skill in the selection and 
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Remember 


There is no machinery or organisation in the possession of any 
other firm in the British Empire capable of such a vast output 
in the photographic reproduction industry. We are determined 
to use all our resources to equal the after-war world demands 
for photographic reproduction of the highest order. 


Remember—your patriotic resolutions, when the War is over, 
and trade with this house which is employing exclusively 
British capital, management, and labour. 


Part of 


Designers’ Room. 


Titling Department. 


ROTARY PHOTOGRAPHIC CO. (1917) LTD 


(Directors: A. E. Parke and C. F. S. Rothwell) 
London Offices and Showrooms : Head Office and Factories : 


9 FINSBURY SQUARE, E.C.2 A WEST DRAYTON, MIDDLESEX 


— 
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blending of high-grade tobaccos, set 
himself to achieve a blend for cigarettes 
which should be at once delicate and 
full in flavour, and which could not in 
the smallest degree irritate the most 
sensitive membranes of the throat and 
nose. In this endeavour he was suc- 
cessful, and he was so fortunate as to 
secure for his new product the pat- 
ronage of M. Jean de Reszke, the 
famous operatic tenor, who was 
delighted to find a cigarette which 
thoroughly satisfied him as a smoker, 


“T have produced a blend of American tobaccos that will, I beheve, 
become 


even more famous than the ‘De Reszke " ZertrsÁ. Its a 
bettes Virginia blend than any other within my experience. It has 
eu flavour and bouquet—a character that cannot fn) to satisfy. 
lt is poatively harmless to the throat. Anv tobacco broker will tell 
you that I buy oniy the most expensive leaf for the ‘De Reszke’ 
Ameran. My 40 years’ reputation is at stake in recommending this, 


my life's best blend (Signed) J. MILLHOFF. 


The Virginia Cigarette 
| that is. making history 


Amongst smokers of high-class $ Trade experts—the men who 
Turkish cigarettes, t is well-  know—declare that it 16 alone 
known that “De Reszkes~ are among Virginia cigarettes, that 
the world's best. Their popu- sts flavour is full and rich, and 
lanty is due to their wonderful et, unlike other Virginias, it 18 
blend. kertecuy mild and smooth. And 
This blend was originated by what is very important, it leaves 
Mr J Milho. It was made no unpleasant aíter-taste in the 
expressly for M Jean de Reszke, mouth. 4 
the famous tenor, whose medical 


| 
| 


Its super quality is the outcome 
of blending only the finest grades 
of leaf. no imfenor tobaccos or 
substitutes being used to whittle 


advisers had said he must cither 
give up smoking or find a cigar-! 
ette that would not injure his 


throat down the price 
Now Mr. Millhoff recently 1f you want to know what smoke 
succeeded in perfecting à new satisfaction really 1s, go to your 


blend for smokers who. prefer a 
Virginia cigarette. This blend 
is known as the “De Reszke” can identifi thers by the “red 
American.” — morocco " 


‘De Reszke 


sen CIGARETTES 


10 8id., 50 3/6, 100:« 6/10 
SOLD EVERYWHERE 


Or post free from J. Milho & Cos Lid, 
85, Ficeadilly. Tanaan, wi 


tobacconist and get a box of the 
"De Reszke” American. You 


while placing in no danger his voice of 
gold. 

In his gratitude, M. de Reszke very 
willingly allowed the cigarette to bear 
his name, and thus it came before 
the public with a sponsorship of the 
best. 

Mr. Millhoff and the able band of 
assistants he gathered round him in'the 
advertising department of his business, 
saw to it that full use was made of this 
valuable introduction to the public. 
In a very short time the cigarettes were 
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* My life's 
best blend ” 
sit nOg 


“l have produced a blend of 
American tobvaccos that el, I 
believe, become even more famous 
than the ‘De Reszke Turksk. [t 
i8 a better Virginia. blend than any 
other within my experience Ti has 
suncrb flavour and bouquet — e 
character that cannot fail to 
satisfy h is postiwely 
harmless to the throat Any 
tobacco broker will tell you 
thar [ bus only the most 
expensive iea! for the * De 
Revske Ameren. My 40 
years reputation i$ At stake | 
in recommending this, my 
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MA lile s best blend." 
i t (Signed) ' 
J. MILLHOFF. | 


| The Personality behind | 
the Cigarette : 


“flat 7 taste of mild cigarettes, 
And tired too of the raucous 
pungency and objectionable 
which made the “De Reszke " é atter-taste of strong cigarettes, 
Turkish Cigarettes famous È Al such will welcome Mr | 
amongst good judges the 2 Millhoff's newV guia blend— | 
world over x ~ the " De Reszke) Jmerran >} 
That blend was made expressly {rs favour is fine and rich and 
for M. Jean de Reszke, the full. Yet ot 1s so exquisitely 


The nag of all blenders is 
Mr ) Millhoff He it was 
who originated the blend 


famous tenor — " Either give mild and soft that u positively 
up smoking or give up sing- — cannot harm the most sensitive | 
ing," his medical advisers had throat | 


declared. And his voice. was 
worth a million sterling. 
What M Jean de Reszke 
asked Mr. Millhoff to produce 
was just what ervey smoker 
wanted —a cigarette that was 
really enjovab ble and yet abso- 
lutely harmless. 

Smokers of Virgina Cigarettes 
have ever declared their desire 
| for a blend of similar ment 
| They are tired of the insipid 


In the manufacture of the 
* “De Reszke” dorricaw 
Cigarettes, only the very finest 
fully matured golden-yellow 
Virginia leaf ts used. All 
“common ` tobacegs, "sube 
stituted,” "tobacco dust, are 
ngorously excluded. Once you 
try them, you will never want 
to go back to your old brand 


again—thew supenor quality 
1s so marked. 


‘De Reszke’ 


agg CIGARETTES 


10 ~ 8id., 50 «3/6, 100 «6/10 25 
SOLD EVERYWHERE 


for 
| k | 
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TWO OF THE DAILY NEWSPAPER DISPLAYS WHICH 
FIRST INTRODUCED THE "DE RESZKE" AMERICAN 
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A 
MESSAGE 


to Advertising Managers 


IF YOU ARE HAVING ANY DIFFICULTY IN SECURING DRAW- 
ING DESIGNS AND ILLUSTRATIONS, OR ANY DESCRIPTION 
OF ADVERTISING SERVICE, YOU WILL GET SATISFACTORY 
ASSISTANCE AND INTERESTED CO-OPERATION 


from 
GREENLY’S 


37, STRAND, W.C.2 
Telephone : — Regent 3661 


A "Greenly " 


Illustration ^! 


A "Trade Mark" by 
Greenly's 


80 


firmly established favourites with an 
ever-extending circle of consumers. 

At the time when war broke out the 
business had grown to great dimensions, 
and no limits—except those imposed 
by the available supplies of suitable 
tobacco—to its further extension were 
visible. 

War-time conditions, although they 
very speedily modified the character 
of a great part of '* De Reszke ” trading, 
did not frighten the manufacturers into 
a * wait and see" attitude. At a 
time when other advertisers displayed 
nervousness and held back, they con- 
tinued to advertise with their customary 
enterprise, and, adapting themselves to 
the changing circumstances of the 
time, scored one of the most complete 
successes of their experience. 

After two years of war, however, a 
difficulty of a very serious character 
presented itself. The supply of their 
essential raw material, high-grade 
Turkish tobacco, threatened to give 
out. 

Now the cigarette they had made so 
popular—the ' De Reszke” Tenor— 
was of the Turkish varicty, and the 
gravity of the situation could obviously 
not be overestimated. 

It was of no use to scour the world 
for further supplies of the Turkish 
tobacco nceded ; that had already bcen 
done. Existing stocks were strictly 
limited, and no more Turkish tobacco 
was being imported. Disregarding the 
cost, they had secured all the tobacco 
of use to them that was obtainable. 

They still had tobacco on hand, but 
not more than sufficient to satisfy the 
demand for ‘‘ De Reszke” cigarettes 
beyond a very limited period, if reckoned 
on a pre-war basis of civilian require- 
ments. But the war had vastly in- 
creased the demand. 

Mr. Millhoff had already foreseen 
what must happen, and had devised 
by sclection and blending of the best 
Virginia tobacco, an Amcrican cigarette 
which he believed to possess, with, 
of course, a different and distinctive 
flavour, all the properties which had 
most recommended the Turkish “ De 
Reszke " to smokers. 

If he was to retain his great circle of 
customers, it now became necessary 
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for him to induce them to take this new 
cigarette in licu of the old one. This 
was not an easy thing to do, for smokers 
are the most conservative of folk in 
their tastes and habits. 

It is one of the greatest testimonies 
to the power of advertising, when 
associated with & sound product, that 
in a matter of months Mr. Millhoff did 
actually succeed in converting a vast 
number of convinced Turkish cigarette 
smokers into equally convinced smokers 
of the “‘ De Reszke " American. Know- 
ing smokers as we do, being ourselves 
of the confraternity, we cannot help 
regarding this as a kind of miracle; 
but material evidence has abundantly 
proved that it was achieved. 


Within a few months four fifths of a 
total annual sale representing a great 
six-figure sum in value had been trans- 
ferred from one kind of cigarette to an 
entirely different though equally good 
variety. 

The sales at the beginning of what 
we may term the transition period 
inevitably showed a considerable falling 
off, but under the stimulus of the 
advertising that was carried on they 
had entirely recovered themselves within 
a very short period. 

Having first been careful to enlist the 
cordial co-operation of the retailers, 
the manufacturers commenced their 
“ American "' advertising campaign by 
a vigorous offensive—the phrase flies 
to the tongue—in the daily newspapers. 
It was necessary for them to secure the 
widest possible publicity for their 
announcement in the shortest possible 
time. The “big pullers” among 
national newspapers, dailies published 
in London, the London evening journals 
and leading provincial daily and evening 
newspapers, provide a means to this 
end which is admitted on all hands to 
have no rival, and it was very freely 
used. The spaces occupied varied in 
size, but most of them were double 
columns of 10 inches, 8 inches or 6 inches 
depth. 

This campaign was practically con- 
centrated. The aim of the advertisers, 
judging from what they did, we assume 
to have been two-fold—to emphasise 
the basic identity of the old proposition 
and the new, and to explain the special 
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: This picture, “ Miss America Arrives—She Helps the Boys to Get Acquainted,” printed 
P gp ture O ffe r in colours on art paper t5 in. by 10 in., will be sent free to any smoker forwarding to 
To "De Reszke” Smokers address below a “ De Reszke” box lid and 2d. in stamps, mentioning Picture No 56. 


NOTICE. —/» consequence of increased costs after May Ist, 4d. stamps (instead of 2d.) will be required for each picture. 


p 7 She Helps the Boys 
Episode V d GH ANWMMIM 
“ We don't need any introduction to your counirymen, do we, Miss America? We 


have known eack other for quite a while!" 
" Sure! Rut only as cousins. Now you're going to be brothers—brothers in arms, 


Miss Amertca Arrives 


and in your choice of ctgarette—Uncle Sam's Best. 


Your Palate tells 


Virginia Cigarettes are divided into three classes—good, bad and indifferent—mostly indifferent. 


The character of a cigarette is readily distinguished. It Numbers of good judges—men and women whose palates 
may be ''hot," M irritating; flat, insipid, flavour- are unusually keen—have recorded their opinions of the 
less; or rich, full-flavoured, yet mild and smooth. No “De Reszke " 4 merican Cigarettes. The following few* 
matter which—your palate tells, and tells instantly. examples are representative of all: " " 
, Eugene Goossens, Esq., Senr. (Beecham Opera 
George R. Sims, Esq.. writes :— , N Company). writes :— 
I sampled the ' De Reszke' American Cigar- "The t De Reszke ' American Cigarettes, for quality, 


ettes, and then for the first time in my life bought 
a cigarette holder. I bave never been a cigarette 
smoker before, but the ‘De Reszke' Americans 
inspired me to further efforts in that line." 


Dennis Eadie, . Writes :— 

" Although I do not smoke Virginia tobacco, your 
De Reszke' American Cigarettcs are very much 

appreciated by my friends.” 


Josef Holbrooke, Esq., writes :— 

“Your ‘De Reszke’ American Cigarettes are 
excellent—both mild and full flavoured. The 
tobacco is of the very first class.” 


flavour, and mildness, should recommend itself to 

all as a most enjoyable smoke.” 

Sir Henry Lucy, J.P.. writes :— 

“I think the ‘ De Reszke’ Americans have every 

quality of a good cigarette. Mild but fragrant, 

exceptionally well-made, they are notably free 

from the hot taste which mars an ordinary cigarette." 

Owen Nares, Esq., writes : 

“ I have invariably found that Virginia Cigarettes 

poreo irritating to the throat, unti! I tried yours. 
can safely say that in flavour, quality, and absence 

of after-effect, the ‘De Reszke’ American Cigar- 

ettes are unique in their excellence.” 


See the personal guarantee of Mr. J. Millhoff, the doyen of all 
blenders, enclosed in every box of * De Reszke” American Cigarettes. 
* Numerous other opinions may be seen in other '* De Reszke”’ advertisements. 


20 | 10 tæ 84d., 50 to 3/6, 100 «« 6/10 [| 25 
SOLD EVERYWHERE for 


for 
1 5 Or post free from J. Millhoff & Co., Ltd. (Dept. 3), l 9 
$6, Piccadilly, London, W.1. 


‘MISS AMERICA” INTRODUCES HER COMPATRIOTS TO HER BRITISH FRIENDS 
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This picture, ‘‘ Miss America Advances—She Celebrates The Arrival of The Wilson Bovs.,”’ 
Picture Offer printed in colours on art paper 15 in. by rio in., sent to any smoker forwarding to 
To “ De Reszke” Smokers address below a “ De Reszke” box lid and 4d. in stamps, mentioning Picture No. 50, 


M è : She Celebrates The Ar- 
Miss America Advances Episode VIII ruso ine Wilson Boys 
“ Here's to Old Glory, Miss America--and to the Huskies who are fighting under it in 

France!” 


" Thank you, dear boys. We've come right into the game with you now, haven't we? 
Fritz will learn a thing or two when he comes up against Uncle Sam's Best ! ” 


Endorsed by the Public 


| the production of the ‘‘ De Reszke” American Cigarettes, the finest cigarette tobaccos are blended to the formuia 
of the world's finest blender. The result is a cigarette so perfect that leading men and women of to-day are unanimous 
in describing it as “ the world's best blend." 

The following opinions are a few of those received : many others may be seen in other ‘‘ De Reszke " advertisements. 


Maurice d'Oisly. Esq. (of Beecham Opera Com- Sir Squire Bancroft writes :— 
pany), writes :— "' The 'De Reszke' American Cigarettes are 
"T find the ‘De Reszke’ American Cigarettes excellent.” TN 
most excellent, and they do not cause irritation to Allan Aynesworth, Esq., writes :— . 
the throat.” I have tried your ‘De Reszke’ American 
, Cigarettes, and they ‘meet the case’ in every 
Gervase Elwes, Esq.. writes :— way—as well as fill it, Quite excellent!" 
“I must say I find the ‘ De Reszke’ American Miss Edna Thornton (of Beecham Opera Com- 
Cigarettes very soft and mild and of agreeable pany) writes :— 
flavour, and they do not appear to have any injurious t The ' De Reszke’ American Cigarettes are most 
effect on the throat” excellent, and an ideal cigarette for ladies." 


q See the personal guarantee of Mr. J. Millhoff. the doyen of all 
blenders, enclosed in every box of '* De Reszke” American Cigarettes. 


25 10 for 94d., 20 for LT, S0 for 3/11 100 
for SOLD EVERYWHERE for 


2/ Or post free from J. Millhoff & Co., Ltd. (Dept. 46), 1/8 
- 86, Piccadilly, London, W.1. 


QERESZhE" 
AMERICAN 


De Reszke=seagnerican 


ONE OF IHE TWO-COLOUR ADVERTISEMENTS ISSUED FOR THE WEEKLIES & MAGAZINES 
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qualities which distinguish the “ De 
Reszke " American cigarette from all 
its rivals. 

Mr. Millhoff himself became the 
strongest link between his two proposi- 
tions. The reputation he had gained 
amongst smokers the world over as the 
creator of one of the most popular of 
high-grade Turkish cigarettes was used, 
so to say, as a guarantee of the excel- 
lence of the new cigarette. 

Smokers devoted to Turkish tobacco 
were in effect asked to take his personal 
word for it—as coming, obviously, from 
one in a position to speak with autho- 
_rity—that in their own interest they 
ought to give the “ De Reszke” 
American cigarette a trial. To a great 
extent it would be true to say that Mr. 
Millhoff staked much of the goodwill of 
his huge and most valuable business 
on the merits of his new production. 

It would appear that those to whom 
his appeal was addressed appreciated 
a proposal laid before them in this 
straightforward, though ingeniously per- 
suasive. fashion. The response to these 
first. announcements was both more 
immediate and much more powerful 
than Mr. Millhoff and his advisers, even 
in their most sanguine moments, had 
anticipated. 

The demand having thus in a con- 
siderable measure been diverted to- 
wards the new cigarette, Mr. Millhoff 
proceeded to embark upon a campaign, 
chiefly in the better-class weeklies, with 
some magazines, to keep his article 
constantly before the public. 

With this object in view, he employed 
methods generally similar to those 
which for so long made “ De Reske ” 
advertising one of the most popular 
features of our illustrated weekhes— 
though with some important differences. 

The series of illustrations forming the 
principal attraction of these advertise- 
ments—generally printed in two 
colours—were decidedly different in 
feeling from those of the earlier ** De 
Reszke " campaigns. 

Without the smallest disparagement 
of their predecessors, which in their 
way were certainly among the best 
adapted to their purpose of any adver- 
tisement illustrations we remember, 
it may be said that the ** Miss America ”’ 


drawings were characterised by a cer- 
tain quality of seriousness and dignity 
that had not previously been the 
dominant note of ** De Reszke ” adver- 
tising. The advertisers desired, we take 
it, to emphasise the solid character of 
their new proposition, and to avoid 
the smallest suspicion that thev were 
endeavouring to recommend their 
American cigarette by any other means 
than its own merits. 


It may be, too, that consciously or 
otherwise, they were led to think the 
time ripe for an appeal to a wider 
publie than that for which their earlier 
advertising had been primarily in- 
tended. 

In any case, they secem to have made 
a choice, in the matter and manner of 
their illustrations, that showed sound 
judgment : for the event has shown that 
they contrived to interest a circle of 
smokers in them who perhaps regarded 
the older style of picture as too flippant, 
without losing their hold on the many 
thousands of friends they had already 
made. 

Quite rightly, in our opinion, Mr. 
Millhoff decided that these displays 
should each include a fairly liberal 
proportion of reading matter—con- 
siderably more than he had recently 
been accustomed to use in advertising 
" De Reszke " Turkish cigarettes. It 
does not to do employ mere reminder 
advertising methods when introducing 
a novelty. Extensive use was also made 
of the numerous and very cordial 
testimonials which were speedily forth- 
coming from eminent smokers whose 
signatures were bound to command 
respect. 

It is, perhaps, possible to criticise 
some of the displays in detail—it is 
always possible to suggest minor im- 
provements in a mass of advertisement 
copy—but it would not serve the pur- 
pose to do so here. The point is that 
they were triumphantly successful ; 
that they served to stimulate the sale 
of the commodity advertised with 
remarkable spced and continuous effect. 
And where the advertisements had 
effected an introduction, the cigarette 
firmly established itself by its own 
merit ; thus illustrating what has ever 
been a basie principle with its ori- 
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ginator, Mr. Millhoff, that bold adver- 
tising, unless founded upon an article 
of genuine quality, is merely a “‘ flash 
in the pan." 

As we have said, within a few months 
of its introduction the “ De Reszke ” 
American had succeeded to the major 
portion of the goodwill created by the 
“De Reszke” Turkish as well as 
breaking much new ground for itself. 

We willingly give all credit, as Mr. 
Millhoff would desire, to the quality of 
the cigarette that has thus made so 
sudden a bound into almost universal 
popularity ; but we none the less main- 
tain that it is to advertising of a 
thoroughly understanding and scientific 
character, conceived and carried out 
as an organised whole from the first, 
that the triumph of the ** De Reszke ” 
American cigarcttc is mainly due. 


Business Going Out 

The advertising of The British Typewriter 
Supply Co., 49-51 Queen Victoria Strect, E.C., 
is being placed by Messrs. Coryton, of Pall 
Mall. 

Messrs. Plaistowe & Co., King's Cross, N., 
are conducting an advertising campaign on 
behalf of their Fulereem Sweetened Custard 
Powder, and have placed it in the hands of 
Messrs. Martin Harvey. 

Messrs. Street, of Comhill, were entrusted 
with the advertising of the prospectus of the 
Commonwealth of Australia 54 per cent. 
Loan lately issued. 

The Gas Light and cok Co. have been 
taking large spaces in the papers to make 
known the terms of the Houschold Fuel 
Rationing Order. 

The * Cross-Key " bedstead is now being 
advertised by the Cross-Key Manufacturing 
Co., 99 Tyrwhitt Road, S.E.4., and the business 
is being placed through Messrs. C. Vernon & 
Sons, 

The advertising of the abridged prospectus 
of the British Platinum and Gold Corporation 
was entrusted to Messrs. J. W. Vickers. 

The Harman Advertising Service have been 
entrusted with the advertising of the Whiting- 
Bul tractor threshing machine and moline 
binder for Messrs, Whiting, Ltd., 334 Euston 
Road, N.W.). 

The advertising of the prospectus of English 
Oilticlds, Ltd., was undertaken by Messrs. 
Jackson & Co. 

Messrs. Barker, Drabble & Co, are respon- 
sible for the new campaign on behalf of Saphone 
which is now being conducted. 

The Barclay Press are carrying out the new 
campaign for the Fordson Farm Tractors on 
behalf of Messrs, Henry Ford & Son, Ltd., 
55-59 Shaftesbury Avenue, W.1. 

Messrs, Walter Judd placed the advertising 
of the prospectus of the Ebbw Vale Steel 
Tron & Co. Coal. 
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From the commencement of the industrial 
era many captains of industry have had a 
somewhat. limited vision of what constitutes 
permanent prosperity, and the wheels of com- 
mercial evolution tum so slowly that only a 
few business men realise that Britain's pro- 
ducing powers are in direct relation to the 
health, happiness, and active co-operation of 
the workers. 


Enlightened employers now realise that 
through efficient organisation labour can be 
led—not driven; guided—not coerced ;: en- 
couraged—not disheartened ; and wise leaders 
who aic sufficiently strong to take their workers 
into their confidence on the matters which 
affect thc whole business find 8 ready response. 
It has been proved that in the proper per- 
formance of duty there can be no drudgery. 

Quite a remarkable instance of mutual co- 
operation and the phenomenal progress that 
follows was recently exemplified in the mid- 
summer mass meeting of the Watford Manu- 
facturing Company, Limited. nt which the 
announcement that Lord Leverhulme had taken 
a large financial and personal interest in the 
company was Officially conveved to the em- 
plovéós, numbering upwards of a thousand. 
Lord Leverhulme had been attracted, not by 
the pro-pect of financial gain alone, but by 
the personality of Mr. G. Havinden, the 
managing director of the Watford Manufnc- 
turing Co., Ltd., whose inspiration infused a 
soul into the cold and machine-like methods 
so Often permeating large industrial con- 
cerns. 

Bv government through committees and the: 
introduction of a works council, the business 
was democratised, the whole staff sharing in its 
management. Education and recreation of 
mind and body, and all that makes for social 
enlightenment and good citizenship, is en- 
couraged. 


It is because the industrial army at Delecta- 
land responds so generously to Mr. Havinden’s 
leadership that they reap the reward of their 
labours, and the public throughout the world 
benefits by the progress obtained, which is 
reflected in the ever increasing popularity of 
Delecta Chocolate, Boisscliers Bon-bons, Vi- 
Cocoa, and Freeman’s Custard, Glass Lemon, 
Turtlekon, and other food products. 


All the interesting phascs of this new con- 
ception of true captaincy and its development, 
promoting Britain’s supremacy in the world of 
commerce, are dealt with month bv month in 
the Delecta Magazine, which should be read 
bv all concerned with commercial reconst ruc- 
tion. 
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[COPY] Savings Bank Chambers, Darlington, 
5th July, 1918. 


I have to-day examined the Books, and certify that during 
the month of June, 1918, up to the 24th, on which date 
the Government " No Returns" Order came into operation, 


the average net daily circulation of the " NORTHERN 
ECHO,” after deducting all spoiled and unsold papers, was 


60,020 Copies 


The number of copies supplied to order to-day, Friday, 
the 5th day of July, 1918, and not returnable, has been 


60,592 


(Signed) JNO. W. WATSON, 
Chartered Accountant. 


[COPY] Savings Bank Chambers, Darlington, 
] 2th August, 1918. 


[have to-day examined the Books from the 24th June, 1918, 
on which day the Government " No Returns" Order came 
into operation, to the 10th August, 1918, inclusive—the 
first seven complete weeks under the Order—and certify 
the average net daily circulation of the "NORTHERN 
ECHO," after deducting voucher copies, all unsold 
papers at the Head Office and branch offices, and 
parcels delayed in delivery, returned unopened, to be 
Sixty thousand five hundred and forty-six— 


60,546 


(Signed) JNO. W. WATSON, 
Chartered Accountant. 


BAT FINNET £4 89 
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IN THE PROVINCES 
DILUTED LCS 


What Advertisers and Advertising Men are doing in 


Provincial Centres—from the Special Correspondents of 
“The Advertising World" 


Dublin. 


I understand that the Dublin Mansion 
House Conference has authorised an adver- 
tising campaign throughout Great Britain 
to promote the sale of the ** Case for Ireland ” 
pamphlet—originally presented in the form of 
an address to President Wilson. As an 
example of ** Irish propaganda ” the proposed 
advertising campaign is probablv unique. 

Reminders of the unrestricted space era 
were forthcoming during the past month in 
the liberal displav advertisements emanating 
from The Sunday Chronicle, The Sunday 
Pictorial, and Lloyds News. The Dublin 
evening newspapers were utilised by the pub- 
lishers to exploit special features, and it was 
noticeable that in the respective joumals a 
drastic sacrifice of editorial space was made to 
accommodate the big sdvertisers—the cus- 
tomary volume of commercial advertising 
being maintained. In the publications of the 
Independent Newspapers, Ltd., display ad- 
vertisements have been limited for some 
time to 8 in. double column or its equivalent, 
whilst The Irish Times charges double rate 
for similar advertisements excecding 12 in. 
double column. 

As a sequel to the very arresting ** Magna 
Charta " advertising scheme in the Irish 
press, some time ago, Messrs. Kenny's Agency 
initinted last month a campaign relating to 
the Irish League of Nations propaganda. ‘The 
copy was framed on lines calentited to create 
an * atmosphere " favourable to the promoters’ 
ideals. A big list of Irish media shared in the 
business allotted. 

Messrs. MecConnell’s Advertising Service 
have appointed Mr. Joseph S. Igar as repre- 
sentative for the Province of Munster, with 
hcadquarters in Cork citv, in succession to 
Mr. John H. Kent, who has rclinquished his 
position as Messrs. McConnell’s representative 
in Cork. 

The Irish Newspaper Owners’ Association 
held an executive committee meeting in 
Dublin lately, when several important matters 
were dealt with. Among other things dis- 
cussed was a request bv Mr. W. H. Brayden, 
of the Publicity Section of the Irish Recruiting 
Council, that the newspapers which were 
receiving the advertisements of the Council 
should give some editorial space to the subject, 
and he offered to supply copy or stereo. The 
President, Mr. Copeland Trimble, said the 
papers were inundated with propagandist 
material, and could not deal with it all, but 
small paragraphs might be accepted. It 
was resolved that the minimum charge for all 
recruiting advertisements be 9s. an inch. 

Mr. L. J. Humphreys, of the Publicity 
Section of the Department of Agriculture for 
Ireland, asked the members to circulate one 


week in the autumn ard one week in the 
spring a supplement which would be prepared 
and supplied by the Department, and which 
would contain matter of general interest to 
farmers. It would be accompanied by an adver- 
tising campaign. The Department would 
supply the paper. It was agreed to insert 
the supplements at £1 per 1,000 copies. 


Manchester. 

Following upon the highly successful meeting 
under the auspices of tne Column Club, when 
Sir Auckland Geddes was the guest. Mr. 
Winston Churchill has consented to address 
the members and others in the near future. 
It is probable that much larger premises will 
be required by the Column Club, before very 
long, to provide for its continued expansion. 

The reception afforded to American soldiers 
in Manchester was a sure testimony to the city's 
appreciation. Efforts are, we understand, 
being organised by advertising men in the 
city to extend hospitality to those of the 
American troops who are advertising men 
and happen to be staying here. 


Scotland. 

A good deal of advertising was used in con- 
junction with the tour in Scotland of the tank 
Julian on behalf of the War Savings Fund. 
It seems a pity the local traditions of each 
district were not worked up and incorporated. 
I think the opportunity was lost in not using 
to the full local patriotism and historic data 
to the considerable benefit of the National 
War Bonds Campaign. 

The paper market seems to be easier in no 
little measure. Rumours are afloat that thc 
proprietors of various media have had inti- 
mation of increased supplies from now onwards. 
It is perhaps 8 sign of the times that one of 
the leading Scottish dailies has increased its 
size to six pages. 

A radical change was made in the format of 
The Glasgow News beginning Monday, August 
19th, when all advertising, except the two title 
comers, was taken from page 1 and news 
matter substituted. The experience of some 
other Scottish papers where this has been 
done has been that too many close-set small 
advertisements get together on certain pages 
inside, giving these pages a dead, uninteresting 
appearance. 

Mr. D. C. Howat, of the Howat Advertising 
Service, Glasgow, has been invited to become 
a member of the small committee which will 
co-operate with the official compilers who 
are arranging a national exhibit of the publicity 
connected with the war. 

The past month was fairly quiet in adver- 
tising circles, many men being on holiday. 
The outlook for the autumn and winter, 
however, is decidedly bright—brighter than 
it has been since the autumn of 1914. 


— v PD 
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e smoked and listened while the other | 
| fellows talked and told how success- | 
fully to build a transcontinental rail- 
road. And it was done; I got credit 
for it ; but, as a matter of fact, it was the 
men I employed who did it. That was 
what I hired them for, and that is success- 
ful business. E. H. HARRIMAN.” 


‘That E. H. Harriman is right, will be acknowledged 
by every man who has studied business success 
and the methods of attaining it. 


Undoubtedly the many sides of a business demand 
as many different types of brain to be developed 
to a maximum. 


That is why in my own business I have collected the 
best brains I can find and am always looking for more. 


That is why I know that the Siviter Smith Service 
can create and direct Publicity in all its varied 
forms more successfully than it can be directed in 
any business from inside. 


If I didn’t know this much I would go into some 
other business and hire a better firm to handle my 
Publicity. 


7/79 74 


SIVITER SMITH SERVICE 


Siviter House, BIRMINGHAM 
LONDON - m Lincoiln's Inn Fields 
BELFAST - 19, King's Court, 

Wellington Place 
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New Zealand. 

Mr. J. A. Harrison, of the New Zealand 
Machine Gun Corps, who was in England to- 
wards the close of last year, during a period 
of leave from active service, has now returned 
to Wellington, but has not gone back to 
Messrs. Ilott, with whom he was working 
before he left for the war. Instead, he has 
joined the Charles Haines Advertising Agency, 
as chief advertisement writer. Another member 
of the Haines service, Private Maurice Hurst, 
left for England in July. 

Writing to us concerning his return home, 
Mr. Harrison emphasises one fact recorded by 
all our correspondents in the Dominion, and 
that is the prosperity of the country. He says, 
“ Things on this side are very different from 
what they are in the Old Country. There seems 
to be a superfluity of all the good things of 
this earth, and cverybody seems pretty 
prosperous," Mr. Harrison also expresses 
his appreciation of the kindness he received 
from many advertising men while in the Old 
Country. 

The returns showing the number of motor- 
cars and motor-cycles imported into the 
country during 1917, as compared with 1914, 


illustrate afresh the prosperity of the Dominion. 
In 1917 the total number of cars imported 
was 6,679, and of cycles 2,814. Of these 415 
cars and 1,668 cvcles came from Great Britain, 
4,122 cars and 1,094 cycles from the United 
States, and 1,976 cars from Canada, most of 
the last mentioned being of United States 
origin. In 1914 New Zealand imported 1,808 
motor-cars from the United States, 1,098 from 
the United Kingdom, and 878 from Canada. 
Just before the war practically no American 
motor-cycles were coming into the country. 
Manufacturers of British cars and cycles 
must not neglect this market after the war. 


U.S.A. 


The enormous and growing business that 
the 5 and 10-cent stores are doing in the 
States is shown by the semi-annual reports 
of the F. W. Woolworth Co. and the S. S. 
Kresge Co. 

The Woolworth Company's sales in the first 
half of 1918 amounted to $45,394,082, with a 
gain of $3,884,775 over the first half of 1917, 
while the sales of the S. S. Kresge Co. in the 
same time of 1918 were $15,648,282 against 
$14,217,283 in the first six months of 1917. 


MR. ARTHUR E. BERRILL 


IT IS with regret we record the death of Mr. 
Arthur E. Berrill, one of the managing directors 
of Messrs. Gordon & Gotch, Ltd., who died on 
July 15th. 

Mr. A. E. Berrill was born at Olney, Buck- 
inghamshire, in 1864, and when he was 18 
went to Sydney, N.S.W., where he entered 
the house of Messrs. Gordon & Gotch, as one 
XX 
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THE LATE MR A. E. BERRILL 


of theiremployés. In 1892 he became a partner 
of the firm. 

Returning to England in 1901, he joined his 
elder brother (Mr. W. J. Berrill) as a partner 
in the firm, and when the London company 
was incorporated in 1902 he became one of the 
managing directors in conjunction with his 
brother. 

To those who were in close contact with 
him, it was evident that the loss of his eldest 
son—Lieut. Bernard Francis Berrill, who died 
in Flanders in March, 1915—greatly affected 
him, and increased the heart trouble from 
which he had been suffering for a number of 
years. He leaves a widow, two sons—the 
elder, Lieut. Roland Berrill, in the R.A.—and 
one daughter. 

Mr. Arthur Berrill was a man of broad 
outlook, and did much to further oppor- 
tunities for the distribution of British publica- 
tions and literature throughout our Overseas 
Dominions and Colonics. Consequently, he 
was a great traveller, having circled the globe 
twice and made frequent visits to South 
Africa, Canada, and the West Indies, in con- 
nection with the propaganda work of the 
company. He was a member of the Stationers 
Company, and took a very keen interest in the 
welfare of our wounded soldiers. 

Much sympathy is felt for his brother— 
Mr. W. J. Berrill—upon whose shoulders 
greater responsibility in connection with the 
London company must now rest, and whose 
two sons (both connected with the business) 
are with the Expeditionary Forces. 
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C. ARTHUR PEARSON, LTD. 


Continued Prosperity of the Business. 


THE TWENTY-SECOND annual general 
meeting of the shareholders of C. Arthur 
Pearson. Ltd., was held on July 31st, at the 
Savoy Hotel, Strand, W.C., Mr. J. M. Bath- 
gate presiding. 

The secretary (Mr. A. J. Stone) having read 
the notice convening the mecting and the 
report of the auditor, 

The Chairman said : Ladies and gentlemen, 
I presume that you will take the report as 
read. (Agreed.) I am sorry that Sir George 
Riddell, who was to have been present, has not 
turned up, and I can only take it that he has 
been unavoidably detained. You have all 
had a copy of the balance-sheet and have 
studied the same, and I think that we may 
congratulate you on the amount of profit 
which we have earned during the past year. 
You will notice that we are paying 10 per cent. 
on the ordinary shares, as against 5 per cent. 
last year, and I think you will agree that that 
is not a very large dividend to pay seeing that 
we are carrving £5,000 to reserve account and 
are carrying forward about £4,000 more than 
we did twelve months ago. I am sure you 
will all be pleased to hear that the company's 
publications, as far as circulations and adver- 
tising revenue are concerned, are very satis- 
factory. As to the future, of course, no one 
can say what is likely to happen ; we can only 
do the very best we can, and endeavour us far 
as possible to keep up the company's profits. 


THE PAPER SITUATION. 

The paper situation, I am sorry to say, is 
not so good as it was this time last year. The 
Government in March last cut down our 
regulation supply by one half, so that at the 
present time we are getting only about 16 per 
cent. of our pre-war supply. As you can 
understand, this is a pretty worrying time for 
us, but I can assure the shareholders that we 
shall be quite all right for some little time to 
come. I do not know whether the Govern- 
ment is going to reduce our supply any further, 
and therefore it would be very unwise for me 
to prophesy as to what is likely to be the 
outcome of the current year's operations. 

You will notice in the report that we record 
the death of four members of our staff, they 
having lost their lives in the war. We had 
several others who came back wounded and 
who have gone out again. At the present 
time, as you will have noticed from the state- 
ment appearing in the report, nearly 90 per 
cent, of our pre-war male staff are now serving 
in His Majesty's Forces. I might add that we 
are paying à very handsome sum by way of 
&llowances to the dependents of the men who 
are fighting our battles for us and for their 
country, and I am sure that the sharcholders 
will agree that what we have done is the proper 
thing. I have nothing further to say, so I will 
content myself by moving the adoption of the 
report and accounts, but before putting it to 
the meeting I shall be very pleased to answer 
any questions that may be put to me to the 
best of my ability. 


Mr. A. W. Stirling seconded the resolu- 
tion. 

Mr. Binstead remarked that the shareholders 
could not be other than very well satisfied with 
the result of the past year's trading, and as to 
the balance-sheet, he did not think there was 
anything which called for comment. 

The resolution was then put to the meeting 
&nd carried unanimously. 

The Chairman next moved: ‘ That Sir 
William J. Ingram, Bart., and Mr. Herbert 
Ingram be re-elected directors of the company." 
In doing so, he said that Sir William Ingram 
had been a director from the inception of the 


company, and that the board had always 


received very valuable assistance from him. 
As to Mr. Herbert Ingram, he was serving his 
country, and his colleagues hoped that when 
the war was over they would once more have 
the benefit of his experience and advice. 

Mr. Stirling seconded the motion, which was 
unanimously to. 

Mr. E. T. Nind proposed that Mr. E. J. 
Tho] be reappointed auditor of the company 
for the ensuing year at the same remuneration 
as previously. In doing so he said that, owing 
to shortage of staff, Mr. Thol must have had & 
very arduous task to perform; so that, in 
addition to moving his re-election, he would 
like to express to him the thanks of the share- 
holders for his services to the company. 

The motion was seconded by Mr. Binstead 
and unanimously approved. 

The Chairman stated that that concluded 
the business, and expressed the hope that 
next year the directors might have an equally 
satisfactory report to place before the share- 
holder.. 

Mr. Binstead proposed a hearty vote of 
thanks to the chairman, the directors and the 
staff for their services during the past year. 
He realised that the staff had had a very 
arduous time, and therefore he would like it 
placed on record that a vote of appreciation 
of their services had been accorded by the 
sharcholders. 

Mr. Gwillim seconded the vote, which was 
unanimously passed. 

The Chairman, in acknowledging the com- 
pliment, said it was a great gratification to the 
board to know that the shareholders appre- 
ciated the hard work which had been put into 
the business by the staff. Owing to the war 
their staff had been greatly depleted, with the 
result that a great deal of extra work had been 
thrown on those who remained. They had 
worked very long hours during the past year, 
and he was sure that they would highly ap- 
preciate the vote which had been passed by 
the shareholders. He might add that had it 
not been for the fact that their staff had be- 
haved so loyally the directors would not have 
been able to carry on. As the sharcholders 
knew, under the new Act a further call had 
been made upon all businesses, and if the 
remaining members of their staff were called 
up he did not know what they were going to do. 

The proceedings then terminated. 
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As an advertising medium, The Pall Mall 
Gazette has been making rapid progress since 
Mr. H. Morris-Pugh 
undertook the direc- 
tion of its advertise- 
ment department. The 

1; paper is giving satis- 
factory results to firms which sell both men's 
and women's goods, as is shown by the fact 
that they continue taking space in its issue day 


“THE PALL MALL 
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A COMPOSITE PAGE FROM 
THE DERBYSHIRE COURIER 


after day. Although space is limited, adver- 
tisers can generally obtain a share of it if orders 
are placed fairly well in advance. The sale of 
The Pall Mall Gazetle has largely increased, 
and on its editorial side the paper has of late 
made marked progress. Well written and well 
informed, The Pall Mall is a journal which 
goes to all classes of readers. 


s 


SoME controversy has arisen out of the publi- 
cation of a chartered accountant's certificate 
of sale by The Northern 
Echo, showing the net 
daily circulation during 
the first three weeks of 
June, before the com- 
ing into operation of the “No Returns " 
Order, to be 60,020. "The manager of The 
North Star, Mr. Kitching, took exception to this 
certificate on the ground that the publishers 
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of The Echo had on May 21st issued a circular 
to newsagents offering to let them have 
“ unlimited supplies, fully returnable up to 
Saturday, June lst.” Mr. Kitching urged 
that the figures were unsatisfactory because 
the period covered was short, and was arbi- 
trarily selected by one party, and preceded 
by a period of “ intensive preparation " with 
offers of unlimited supply ‘‘ without risk or 
loss.” He added that The North Star had had 
at any time in the last twelve months, 
an actual net daily sale of at least 8,000 
to 10,000 copies in excess of The Echo. 
At first sight it seemed that The North 
Star had scored a point, but the pub- 
lishers of The Echo have shown their 
circular was issued to enable news- 
agents to secure permanent readers 
in view of the “ No Returns " Order, 
and they were further able to show 
by chartered accountant's certificate 
that on July 5th the number of copies 
supplied and not returnable was 60,692. 
This has now been supplemented by 
a further certificate of the net sale, 
excluding unsold papers and voucher 
copies, to be 60,546 per day for the 
seven weeks since June 24th, or 60,388 
for the whole period of ten weeks 
since June lst. It remains now for 
The North Star to follow the example 
of its contemporary and publish its 
own net sales, certified by a chartered 
accountant. This is what advertising 
men want. a 


THE composite page, Of which we give 
an illustration, shows how The Derby- 
Shire Courier 
celebrated the 
fourth anni- 
versary of the 
declaration of 
war. Each advertisement is headed by an 
appropriate quotation from one or other of 
our great writers. The page presents a very 
workmanlike appearance. 


A 


THE proprietors of The Liverpool Daily Post 
and of The Liverpool Echo have just paid their 


| “THE DERBYSHIRE 


COURIER ” 


editorial and com~- 

i ; aw 
"THE LIVERPOOL ee iG ce: Borg 
Last February the 


staffs received a war bonus amounting to about 
5 per cent. on the year's salary. 
fA 

The Nottingham Journal and Express is now 
Offering to its readers for 8s. 10d. and six 
coupons a guinea book, 
The War Illustrated 
Record. The volume, 
handsomely bound, 
is a useful history 


"THE NOTTINGHAM 


JOURNAL " 


of the war to date. 
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ADVERTISE ON TRAMS AND ’BUSES and 
YOU CANNOT FAIL TO ATTRACT THE PUBLIC 


The British Electrical Federation Advertising Committee 


Offers Spaces at the following Approximate Rates: 


Sides 10 ft. x 20 in. e) 00 o2. 5- per week 
Ends 6 ft. x 20 in. és e aM 2/- n 
Corners .. vie 4 ft. * 20 in. ass a | aa 1/. M 
Dashes 2 ft. Gin. x 20 in. ne. A uu 1/- K 
Hanging Cards, 1 ft. 6 in. x 22 in. 1/6 x 


ON THE FOLLOWING SYSTEMS: 


Airdrie Jarrow South Staffs 
Barnsley Merthyr Taunton 
Barrow:in: Furness Middieton Tynemouth 
Birmingham District Oldham Weston:super:Mare 
Dudley and District Peterborough Wrexham 
Gateshead Rothesay Wolverhampton 
Gravesend Swansea Yorkshire (Woollens 
Greenock Mumbles District) 


For further particulars and terms write to: 
THE ADVERTISING MANAGER, 


The British Electrical Federation, Ltd. 


1 KINGSWAY, LONDON, W.C.2 


IL] 


T HAT is what your 
solicitor says 
when a document 
otherwise meaning- 
less is to become 
legally operative. 
And that is what the 
wise and experienced 
business man says 
when he is advising 
how a trading con- 
cern should be made 
commercially opera- 
tive. 

He adds 
now!" 
That means — write 
to-day to Oldham's, 
the expert signolo- 


“Sign 


gists, tell them your 
needs and ask them 
to suggest how these 
can be met. They 
have unique re- 
sources and ex- 
perience at their— 
and your—command 


e Signs to cover all 
your meeds made 
xed by 
AM, Leeds 


and 
OLD 


J. OLDHAM (with which is incorporated Gawthorp’s Ltd.), 


Sign 


Advertising Specialist, 


Foot of 


York Road, 


LEEDS 
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ITEMS OF INTEREST 
Gm TIU QUIIUIIOIUIUOI RS 


We offer congratulations to Mr. V. J. 
Reveley, managing director of Messrs. W. L. 
Erwood, for his wife has presented him with 
a little daughter. 


The will of Mr. Francis Henry Rowntree, 
of Clifton, Yorks, cocoa manufacturer, has 
been proved at £24,299. 


Sir Horace Marshall, who will be the next 
Lord Mayor of London, is head of the firm of 
Messrs. Horace Marshall & Son. 


Mr. C. F. Higham acted as the hon. organiser 
of the War Shrine in Hyde Park in com- 
memoration of the fourth anniversary of the 
declaration of war. Mr. S. J. Waring erected 
the temporary shrine. 


Mr. Ulric Bertram Walmsley, of Messrs. 
Hulton’s, is, we understand, busy upon 
several propaganda schemes in connection with 
the American Department of the Ministry of 
Information, 


Mr. Emest E. Emberson, who previous to 
his enlistment in 1916 held the position of 
advertising manager to the Armorduct Manu- 
facturing Co., Ltd., has received his discharge 
as the result of wounds, and has joined the 
staff of the Winter ‘Thomas Company, Ltd., of 
Dane’s Inn House, Strand. Mr. Emberson 
has had a wide experience of technical adver- 
tising, and is devoting his knowledge in thát 
direction to the service of the Winter Thomas 
Company's engineering clients. 


The will has been proved at £34,531 of Mr. 
F. C. Brandauer, pen manufacturer, who died 
at the alien's camp in the Isle of Man. 


Private Boyce Bowden, formerly with 
Messrs. Ilott, of Wellington, New Zcaland, and 
prior to that with Messrs. Walter Burke, of 
Challis House, Sydney, is now in England as a 
member of the New Zealand Expeditionary 
Force. Mr. Bowden has been appointed an 
instructor in the salesmanship and adver- 
tising classes at Ewshott Camp, Hants. "These 
classes are part of the educational scheme which 
is being organised bv the New Zealand military 
authorities in conjunction with the New Zea- 
land Y.M.C.A. The classes are being held in 
the different camps of Dominion men. 


The Aldwych Club was closed from the 
3rd to the 12th of August to permit of the 
annual cleaning and the holiday for the staff. 
The Press Club kindly extended hospitality 
during that period to the advertising men. 


Mr. Herbert C. Ridout contributed to a 
recent issue of The Daily Mail a short article 
on “t Rationed Advertising." In the course 
of it he observed: '* Extra newspaper space 
simply cannot be bought, as the manager of 
an important production recently found to his 
sorrow, Through force of circumstances hc 
had been unable to make arrangements well 
in advance, and when he tried to book adver- 
tisements found it impossible. And his pro- 
duction failed in a week ! 

" Most advertisers ure looking for the 


happy day when they can resume operations 
on a big scale, for goodwill is the lifeblood of 
business and there will be a lot of leeway to 
make up.” 


Messrs. Burroughs, Wellcome & Co. made a 
very instructive display at the British Scientific 
Products Exhibition at King’s College, for 
they were able to give further proof that the 
vaunted claim to superiority of the German 
chemists over their confréres in this country 
was bv no means well founded. A feature of 
the exhibition was the display of British 
substitutes for many German medicinal pre- 
parations. 


The Century Press has been registered as a 
private company, with a capital of £100,000 
(91,000 preference of £1, 3,000 '* A” deferred 
of £1, and 6,000 “ B " deferred of £1), to carry 
on the business of publishers, advertisement 
contractors, and printers. "The first directors 
are Messrs. J. Murray Allison, Neville Foster, 
and H. Stevenson. 


Under date August 6th the following 
registration has been made as a private 
company — Achille Baudouin, Ltd., capital 
£30,000 in 2,000 first preference, 10,000 second 
preference, and 18,000 ordinary shares of £1 
each. Advertising agents. Table '* A " mainly 
applies. Registered office : 5, Copthall Court, 
E.C. 


Presiding at the twenty-second annual 
general meeting of Messrs. C. Arthur Pearson, 
Mr. J. M. Bathgate, who presided, said they 
were paying 10 per cent. on the ordinary 
shares, as against 5 per cent. last vear. The 
company's publications, as far as circulation 
and advertising revenue were eoncerned, were 
very satisfactory. 


The directors of The Graphic, Daily Graphic, 
and Bystander have declared a dividend of 
124 per cent. per annum—i.e., the same as for 
last year. The carry -forward is £7,650, 
against £6,980 last year. 


The subscription list is still open for the 
Advertising War Memorial Fund, and, as we 
have already stated, any surplus funds will 
be handed over to the National Advertising 
Society for the benefit of the widows and 
orphans of advertising men who have fallen 
in the war. The hon. secretary and treasurer 
of the fund is Mr. Thomas C. Walters, and 
donations should be sent to him at the Fleet 
Street Club. 


One of the most attractive features in the 
August number of Pearson's Magazine is an 
article on ** Imagination in Business," written 
by the late Lord Rhondda during his last 
illness. It strikes the most serious note. 
He complains that we are too apt to stick to 
the traditions and routine of our fathers, and 
points out that to make any outstanding 
success in business a man needs vision and 
originality of outlook just as much as an artist 
needs these qualities to paint a great picture 
or an author to write a great book. 


-— 
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You are losing Money 


EVERY WEH! 


EC | Have you realised the amount of money 
| that comes into—and goes out of—your | 
pun business in the course of a week in the 
=f" PERSA Surr THECHIEF | form of waste material ? 


a V Su-Taur !! || Paper, board, string, packing material of | 

A eS aah X all kinds—as well as the waste you 

r | [ae yourself—to the tune of many 

pounds weekly, slip through your hands 

and are lost for want of proper salvage 
and redistribution. 


| The JOHNSON TAYLOR 
SUB ALPHANUMERICCARD LEDGER. 


Af «4 : 
U-TALL ‘fi ANE 
ai N 


| TELEPHONE - 

| LONDON WALL 

| 2573 (2 unes) 
TELEGRAMS Aa 


): "SUTALLERS LONDCN EM: 
FH 
d 


^y 


au No. 15 
)5 'S 


UTALL" CORNER. 
FORE STREET. EC2. 


For all waste fetches high prices now-a- 
days, and it is profitable, as well as 
[stris to conserve every ounce that | 
comes your way—it plays an important 
part in the manufacture of the munitions 
| that are necessary to speedy victory. | 


Well-baled waste fetches the highest 
| prices—it is more easily handled and 
weighed, minimises fire risks and occupies 
| but little space. 


Indias 
Imports 


A glance at the latest 
list of Imports wili con- 
vince you of the value 


of Indian Trade. 


Are you participating to 
the fullest extent > If 


O^e | 
| Croftbank "Popular! 
Baling Press 


is the best available Baling Press on the 
market. It is so simple that a child can 
handle it, and occupies very little space. | 
It costs only 


OL 


not, then write to us. We £5 15s. Od. 

are Specialists and can : : ; 

assist you. Advertising and will pay for itself in a very few 
literature prepared in weeks in the smallest firm. | 


all Indian languages. Prompt delivery from Stock. 


| Please write for Booklet “ F” | 


Alliance Advertising Assn. 


LIMITED. 

INDIAN ADVERTISING SPECIALISTS 
Head Office : 
CAWNPORE— INDIA. 
Also a CALCUTTA and BOMBAY. 


( 4 COLLIN HANSON) 


Wl CROSS STREET. OLDHAM JE 


- ~ -- ns m 


ALLAN HANSON&SONS 


Agents wanted where not already represented. ‘ 
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The A.W. Professional Bureau 


This Bureau will furnish employers (free of charge) with full particulars of the 
qualifications and experience of suitable men or women for any position they 
have vacant. 


Address for Letters : 
The “ A.W.” Professional Bureau, Sardinia House, Kingsway, W.C. 2. Telephone: HOLBORN 2269 


SITUATIONS WANTED Copywriter and Journalist. (B. 54) 

: : Lady with sound experience wishes to employ 
Artist and Designer. (B. 62) | part time in advertisement ii Sjaak can 
produce good selling ideas. as specialised 


Position wanted in managerial capacity. ! Ex- |! È t > 
rience in Dub tem" Dif und E Ido. in write-up copy for railway, book publishers, 
xpert knowledge of process work. Two ete. Salary by arrangement. 

years in South American agencies as manager. ° 

Just left Army. Age 88. Dolary 2600. Lady Copywriter and ee 

Designer. 

° A p Practical experience in agency lay-out work. 

Advertisement Assistant in (B. 57) Open for such a position. Can write appealing 

Newspaper Office. copy to the war worker and on the special 

Young lady with agency and drügeby adus needs of the home life of to-day. Salary £200. 

tisement department experience, Can make 

up advertisement pages and understards | 


D as TE > 
^s -5 
LH work is 7h 
Lu! we) gos = 
? - D" ri 
* T ED 2 " Bp. 
s ^" 
É ep: wy 
! $5 
"3 


¥ mc = 
^oc EN -" O, 
pn 


"WT 
a 


checking and booking. Could assist as can- 
vasser. Age 24. Salary £3. 


LEE * 
/_< oe 
-w 


"n 
>. 
ae “wy 


Artist and Designer. (B. 63) 


With own Studio desires work from agencies 
and others. Expert knowledge of process work, 
and experienced in agency lay-out work. 
Decorative designs for all purposes a speciality. 
Moderate terms. 


Lady Advertisement Manager (9. £9) | | 


At present holding that position in one of the 
largest American stores. Wants similar 
position in London. Coming to England end 
of year, or before if necessary. References on 
application to “ A.W.” office. 


dian 9 Colonia 
Advertising karea 


knowledge of Ma-kets and 60 years’ expscicnze. || Thats the kind of message G&A Blocks enable you to 
WRITE POR PARTICULARS. Good Hal tones - black, dile & three colour. Good Dine Badi- | 


D. J. KEYMER & CO. | black & colour. Good Designs. l 
8 WHITEFRIARS STREET, LONDON. Blocks & Artist Work done well mean satisfaction to your 
ADVERTISING 


LAM 
^ — ene 


Telephone No.: born. - customer and to you. Send us your next . 
esiti il a GARRATT & ATKINSON, Blockmakers, EALING Landsat 


I find Tue ADVERTISING WorLD a most useful and interesting publication, and 
consider the articles of vital importance to business men engaged in the marketing and 
selling of goods. TuE ADVERTISING WORLD has certainly stimulated and sustained 
my interest and kept up the standard of my advertising. It has even done more ; it 
has given to me the knowledge of the power of proper publicity, which is proving of 
the utmost value to me in my business.—Mr. WILLIAM SIMMERS ELGIN. 
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FINGER-ENDS ” 


We are an Irish Service 
Agency—not merely space- pipi 


NNi brokers; pro- T 

~ SNe gressive firms CE E 

WN Y 
SS \ 


know the diflerence. 
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Will you permit us N 


\\S 
WM to demonstrate our S 
Kage ability to make your p 
Irish advertising a business- 
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builder ? 
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ELFAST , DUBLIN , CORK 
Donegall PI 6 St Andrew St, i I3 S'^ Mall. 


SCUTTLE LLL LE 


LEARN TO WRITE 


ADVERTISEMENTS 
AND EARN £5 PER WEEK 


ARTIST 


for —— pene = * M gei 
Designing in ur an an 
White wanted immediately. 


All-round commercial experience and 
knowledge of processes essential. Good 
bold lettering and figure work an advantage. 
Excellent opening for man of ideas who can 
create telling designs in up-to-date styles. 
Apply with specimens (recent) to the 


P. A. Advertising Service, 
63, High Holborn, W.C.1 


Write for particulars to ‘he Secretary, Dept. 3 
DIXON INSTITUTE OF ADVERTISING 
195 OXFORD STREET, LONDON, W.1 
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The A.W. Information Bureau 


This department of The Advertising World exists for the sole 
purpose of assisting subscribers, by giving them disinterested and 
FREE information upon any subject connected with advertising. 


SOME OF THE ENQUIRIES ANSWERED THIS MONTH. 
FROM THE ADVERTISING MANAGER OF A WELL-KNOWN CANADIAN BI-WEEKLY. 


Will you be good enough to send me a list of British advertising agents and the accounts 


which they handle. 


FROM A SOUTH WALES STUDIO. Can you give me the address of London makers of fancy 
card suitable for price tickets, showcards, ete. ? Can I get shapes ready cut ? 


STOCK BLOCKS. We have had several inquiries for stock blocks in various businesses. 


Will 


any of our readers who are not already on our list Jet us know what style of stock blocks 


they specialise in ? 


FROM A WELL-KNOWN MOTOR FIRM. Will you be good enough to let us know the 


present standing of the Weekly. 


FROM THE ADVERTISING MANAGER OF A TASMANIAN FIRM. 


Could you give me 


some information on how best to advertise the advantages of electricity, and also to capitalists 
who wish to have a supply of cheap electricity for industrial purposes, 


FROM AN AUSTRALIAN SUBSCRIBER. 
and printed in the Army zone. 


is 180,000. 
FROM A YORKSHIRE FIRM. 


I am interested in a soldiers’ magazine, written 
Could you recommend a firm of advertising agents who 
would place the space we could allow, and the current rates of commission ? 


Our circulation 


I shall be glad if you will let me know the best evening papers 


in the following towns: Sheffield, Birmingham and Nottingham and also in Scotland. Also 


include a London evening paper. 


Publicity for Burton-on-Trent 


FOR SO many years the hub of the brewery 
industry, Burton-on-Trent is rapidly acquiring 
an equally world-wide reputation as one of the 
great manufacturing centres of the Midlands. 
As part of a sustained and well-directed effort 
to attract more industries to occupy the 
valuable factory sites available, the Burton- 
on-Trent Commercial Development Com- 
mittee, under the guidance of Mr. Geo, T. 
Lynam, the Borough Engineer ard Surveyor, 
have arranged with Messrs. Ed. J. Burrow & 


Co., Ltd., of Regent House, Kingsway, for an 
exhibit which takes the form of a bird's-eye 
map of Burton, showing the position of the 
various sites in relation to the railway sidings 
and canal and river communications which 
are such important factors in transport 
questions, 

We give a reproduction of the map here- 
with and the original at the Kingsway Bureau 
is well worth inspection. Heads of firms 
looking for factory sites, now, or after the war, 
should call at 93 Kingsway and secure first- 
hand information and an interesting handbook, 


ADVERTISING BURTON-ON-TRENT 
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xercise all possible care to ensure the accuracy of these 


cannot guarantee that they are absolutely correct. 


THE ADVERTISING WORLD 


For the purpose of the following computation the advertisem 
Display, in which are included all general, trade, financial and prospectus announcements 


Classified, in which are included all advertisements set in the classified types of the respect 


AN ANALYSIS of the advertising carried by various London daily, evening 


must be understood that while we e 
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July, 1918. 


classes 


'p10991 3uoueurioed uo oq ew swrnaea Zurnp sireye "X d t Ayn 
oir acs Stes SRS Mareen RN SoC Raubal cater teas" GES et Spzz|ELIZPEL | OPZiEPI UFOOUEZOZIEIT HEL be CHZ/FO6 $601 inf 
usiqnd o} Ap[uo 'reui1iou souioooq urese uonenyis eu [nun '810j918g) 'puoejur 


—M — |——— ree | — | er Re | eee ee | ag — 


ƏM ‘“BIPSU Zuisyseape se sieded Á|rep snomea əya jo Aj11e[pndod 9Arjv[o1 p er oe a |e p REF BI" Sp Us SI6I 
og] JO uona enigj ou spioye Ávp Aq Áep woy} Aq perureo Suisnio4Ape p loa los B $9 jozi |88 |32 MERE MEE 
jo 1unouie əy} jo piooo1 * yey} [99j Əm 'jdooo? mou uro siodedsmou əy} MES pS = las F = isE ss] & 2218 
YOIYM sjuouresnieAp?e jo ioquinu əy}; ur suomnvjnui[ e19Aes juonbosuoo n- DE SN E < |*-[" <= 
əy} pue ‘ioded jo oSejioys əy} jo məl uJ—'4ION ‘IVINOLIGH ae a — free eg 
&4n242Wg punt ydvazajay D15429H 40441H] PUY aed 
"up $2 "Qipia sut pZ *YIBUd| '$s0d #80q 1004,7 [oappi Hus] mosom |saussy 103814g 
&139Q 100¢49a87 ‘SUI 37 "qpra "eu, cz "qj3u9| 'episut : ‘SOI [Z "esed 3u03j 
'(40432]12] &19( DI?2Vj?s8 "sut gz "pra "SU! Byz 'uuoe| 'PIV4IH MoFsy7H (SNWIY1OO) (ANN3d ATHSIWNHO:3) 


‘SUI §Z "qipra “SUI pZ 'q13u9| 40449 y PUY SIMIL 1078145] :SNRNT0J AO AZIS 


*suonony suipnjou[ , —SiidVdSAVdiN 'IVIONIAO?Id 


'sut EZ qipra "sur cz apisur "SULZ ‘axed ;uo3j AU] *avgS pup «4àpn48212] 3491$92/40A.— ‘SU! EZ IPI ''sur$zz qiituo| 'apisut 1 
*'sut IZ qijus[ ‘aed 3u03j 'ydjra4SN2]o] LIIVA w421340N ‘SULZ Ipm “sul ZZ qQ3u9| ‘yuapuadapuy ssa] ‘SUI FZ qopia “sur eZ qiyua| ‘yozndstq A7sMq 'surgz qipre 


"sul tZ q13u9| 277221 £) JIVA w4218D3] 1340N ‘SUL FZ uipia "sur ez qua, '7woapwogopu] prayjays ‘sul «Iz q3pra “SU! PzZz q3suo[ ‘Oyo 421/240 N —'SNWA'107) AO S3ZIG 
psi 86 | 101 | +9 | ZOT |fozr fRSOL |Eziz|$16 | vr [EST |&oet| tiz ver. &eri|£rot|Eert |fzzi| $121 097 Ell Fore) cer tzZ Ajnf 
| 
P4 _— p= "A — | F 

» Sm | oF on |u |Z| o e| SZ] o | S./ SF] 8 gc OF) p| Se loži m | on. | SFI v On | Ss 

5 | Zo o t. B "o D re 5 n o he = Lt ^N ee 2 oo0 -n 3 6o we =. = $0 nn, = lno lanz 

PSE |33 | > |38 |38 | £ |28|] S |Es|EB| & |28 SB] LEER |28] & 28 |28| & [Blea] stot 

e& |*- ||] a (8-1 Ss fe [|$ |*»s| & |$7]88|] " |$ Se a a eel E ee | 5e | & |S ^E 
AVIS pr ydvas ygvasajay juapuadapy ] yojvodgsiq azjazvy djing | zuapuadapuy u028u1]14r(] 01/05] s 
-9]2L aAtysys4OX |4110pq]. 4421740 N usia4] &n»g UAIISDY YIAON playfaus ‘oyog w4244140N|  100dj42a1T a 


(suumo)) (Auuedyrepy ApeuuoJ-—SXddVdSM3iN TWIONIAOUd 


'sut BEI ‘ways APD :^sur GI '2:1w0447) ‘BUI ZZ ssa4dx :'sur ESI "4eppz] pwpsasN Apso ‘sul FEI suse py 
‘sa ZZ ‘pog $ Sar fel ‘asydvssy i'sur Gro "oq ‘sui SZ "wjvadop ]  :'sdt $22 sawt :8NWO'IO) AO HIONAT ‘sur ÈZ 'uopuS 4peq :'sur TZ 'epswosw;) i*'sut FZ 
‘ssosdxq :'suifc '42pvo] pup saan poq :'sut (2'4044]q tso Z ‘pop so §Z "dva {Sa ËZ '0q fs, EZ vdvadejag tsut QZ ‘sams :sNMüTO) 4O HIGIA, 


— -eç |dsz€ Ott | fe ser| sz Le | — bo | 4z 91z| $419. $v9z | Fee Host | $222 Foor | gros ose Kqn f 
9 ‘alto. "a|o "a|o '3j|2..:1|9 -"a|o -'dlo.aloa M 
dT ELEE CES Ki ag "mm s Wi -. MA. dca 

"i Q t Ry = S, 2 = ^ $i 

= z x uE 5 = z 3 ~ EB ©) 

7 z a "wes Š = > p 3 F 8 

x a o n 2 * 8 -, > - * 

Q ~ “a a, & a. o - > E 

G " &'R ~ > b 

c to = 


suuinjoy)—SyadWdSMAN ATIVG NOGNOT AHL 


98 THE ADVERTISING WORLD August, 1918 


THE POPULAR WEEKLIES 


(DISPLAY AND CLASSIFIED—PAGES). Insets not included. 


Cassell's . 
end. | Opinion | THBits | Saturday PLURI | Bull | Show | Mei. 
luy 13) 3 54 6h 1 Ful | Ful | Full 
20 3 5} 63 1 Full Full Full 
27 3 53 5% 3 Full Full Full 
3 1 Full Full 


THE ILLUSTRATED WEEKLIES 


SELA AND CLASSIFIED—PAGES) 


$ 3 «e| € z he 

Week $ | 3¢ x | $s | g8$| 3 AXE 
ending S? i eid i 3|& i 
July 19 |17 |13} 131,17 Full | 133; 23 | 21| 12 
18 | 162 | 13 ^ 123 | 17 |Full} 12: 23 | 21 10 

18 | 153 133 121,19 |Full! 12 |22 | 19| 10 

Aug. 19 | 14 |14 ,128 | 16 |Full) 113 | 19 | 23| 10 
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Date | Observer | Sende» | News of | Lioyd's | Dishatch| People | Reynolds's! Sunday | Embire | National 
D. C| D. C.| D. C.|D. C. D. C|D. C.|D. CD. C. D. CID. c. 
July 7 25 54/304 5} 7b 244 à 68 3b 8b 3j 2 - 2 - Ful 
14| 254 6 293 Siemens io 64 219 #7 44 74 32 2 - 2 - Ful 

21| 264 5%| 28% becarried | 73 2 9} $7} 5è 13} 21 8 -| 74 - Full 

28 263 5129 6 peti ther 7 2319 9 34144 24 8 ~ 7% - | Ful 

| Full 

Total |103 223117 23 49 94314 1 30} 18 | 438 124| 208 -19 -57 - 


Winen op Conomns : Observer, 2} ins.; Sunday Times, 23 ins.: News of the World, 29s ins.; oe 2& Kil Mes i 
Dispatch, 235 ins.; People, 2 ins. ; Reynolds’ s, 2g lus. LENGTH or CoLumns : Observer, 2 ins.: S 
22 ins. : News of the World, 22} ins. ; Lioyd's, 19) ins.: Dispatch 22 ins.: People. 18 ins. miis ait 244 ins. 
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Date | Strand | Cassell's| Quiver | Mey. | "Wevicwe | Nash's | Woman | Pearson's| Windsor | Wide, 

August 37% 304 28 2 104 5 17} 182 
Date  |Connoissewus "no or TEn Royal | Grand |Novel Mag. Lloyds 
August 452 26] 174 13 164 108 281 
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THE FUTURE OF NOVELTY ADVERTISING 


1 


WHAT are generally termed “ novelties " were, 
comparativ ely speaking, neglected by the 
majority of advertisers in the British market in 
the days before the war. They did not receive 
anything like the attention given to almost 
every other means of advertising. 

At any time within our memory a great 
deal more consideration might have been 
given to novelty advertising with advantage ; 
apparently every other method of securing publicity was by most 
preferred. 

This is not likely to be the case in the future. 

The great boom in advertising which will assuredly follow the 
conclusion of peace is more than likely to be characterised by a use 
of novelties on a hitherto unprecedented scale, and American 
advertisers who propose to operate in the British market may 
profitably inquire whether thev should not now rcgard novelties a 
little more seriously than, perhaps, they have done hitherto. 

It may be noted that in thc time to come novelty advertising 
in a great many cases will probably be much cheaper than of old in 
relation to other advertising means. 

A very extensive range of attractive novelties can be manu- 
factured out of what but for this use would be waste material. They 
can be produced without any consumption worth mentioning of the 
materials that for many years after the war will be insufficient in 
supply to meet more urgent demands. Their making will represent 
an economy in a great many factories chiefly engaged in turning out 
necessary utilities. 

Moreover, many of the innumerable works now engaged in manu- 
facturing war munitions that will be diverted to the production of 
the munitions of peace will beyond doubt seek to utilise their waste 
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material in making articles of the class to which a host of noveltics 
belong. 

Competition between British novelty manufacturers can hardly 
fail to be very keen, and those who wish to make use of their products 
will therefore be in a position to secure them at the lowest practicable 

rice. 
i That the price of any commodity will, within any period of 
personal interest to the present generation. fall to the pre-war level 
is exceedingly improbable ; but it may safely be said that of all the 
means of advertising in common use, “ novelties,” or a great bulk of 
them, will be least affected by the general rise. 

Press advertising, admittedly the most powerful and popular of 
all the engines of publicity, will inevitably be more costly, as com- 
pared with others, for a long period after the war. In no industry has 
the cost of production increased in a higher percentage than in the 
newspaper and periodical publishing business, In the cost of every 
single item of the material they use, as well as in that of the skilled 
labour which they must so largely employ, publishers have been hit 
heavily ; and there is little hope for any great easement of their 
war-imposed burden within any forccastable term. 

Consequently they will have no option but to charge a great deal 
morc for the valuable service they offer to the advertiser. Since it is 
demonstrable that pre-war rates, as far as the more important 
journals and weeklies were concerned, were less than could fairly 
have been fixed, advertisers may make up their minds that in future 
their Press advertising will normally cost them more. Nor is the 
position of the Press as the principal advertising medium at al! likely 
to be adversely affected thereby : always providing that publishers 
show no more disposition to take unduc advantage of their strong 
position than they have so far exhibited. 

It must be borne in mind, too, that Press space of the more 
desirable kind will not cease to be restricted in quantity, owing to the 
short supply and high price of paper for a long time after the world- 
fight has come to its close. 

Recovery from war cffects may be, in this particular, more 
rapid than the pessimistic will allow; but it must needs take a 
considerable time and cannot be complete. 

This will obviously not only stiffen the price of newspaper 
space, but also that of all the innumerable kinds of advertising in 
which paper plays the leading part. 

Many advertisers, therefore, will be keen and constant in the 
endeavour to make their advertising effective with as small a use of 
“ paper " media as possible : and as long as thcy proceed warily and 
do not try to bring about impracticable and expensive economies 
(for the backbone of the successful advertising campaign will continue 
to be made of paper) thev will be wise in doing so. 

And it is here that they will find it pay to use novelties more 
systematically and continuously than they have ever before been in 
the habit of doing. They need not fear that novelties of the right 
kind will not be forthcoming : the demand for this class of article 
invariably brings forward the supply. 

And, of course, an enormous varicty of useful novelties admirably 
suited to the advertiser’s needs are already in existence, and will be 
obtainable in quantities at a reasonable price almost immediately 
after the war. 
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The old saying applies to the advertising in 
* John Bull” of any article which is distri- 
buted through the usual trade channels, 
for there is no question that thirotigh 


JOHN HULL 


not only can you convince the consumer 
but also reach more distributors in any one 
line of business than through all the trade 
papers devoted to that business. 


ADVT. RATE £350 PER PAGE 


For particulars of space available apply to 


PHILIP EMANUEL 

Advertisement Manager 

ODHAMS, LIMITED 

85-94 LONG ACRE 

LONDON, W.C.2 
Telephone No.: Gerrard 9870 (nine lines). 
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THE FORD CAR IN GREAT BRITAIN 
CED A 


How the famous American car made its way into the 
favour of a British public prejudiced in its disfavour— 
the man behind the goods—Advertising value of a 
vivid personality. A free rendering, with a running 
commentary, of a conversation with Mr. A. J. M. Gray, 


of the Ford Motor Co. (England), Ltd. 


NO ONE capable 
of recognising 
facts will deny 
that the Ford 
motor car has by 
this time become, 
and will undoubt- 
edly remain, a 
common feature 
of the British 
landscape — the 
expression may be 
taken either figu- 
ratively or liter- 
ally as the reader 
prefers. 

Yet only a few 
years ago, the 
signs of its com- 
ing popularity 
were much too 
dim to be dis- 
cerned except by 
its determinedly 
optimistic ven- 
dors. 

They were per- 
fectly confident 
from the outset. 
They knew the 
power of their re- 
sources and the 
value of their pro- 
position—and 
never regarded 
the prejudice 
which they had 
to fight in the 
British markct as 
other than some- 
thing that must 
inevitably be 
overcome. 

What that pre- 
judice was, how 


IV 


By "THOTH." 


MR. ALEX. J. M. GRAY 


general and strong 
a thing itTshowed 
itself to be, all of 
us who are out of 
the nursery arc 
old enough to re- 


member. The 


story of the Ford 
entrance into this 
country, to all 
intents and pur- 
poses, had its be- 
ginning no more 
than ten years 
ago. 

It was not in 
the least a spiteful 
or angry pre- 
judice. Nobody 
hated the Ford 
car, but every- 
body laughed at 
it. And good- 
humoured con- 
tempt is much 
more difficult to 
overcome than 
serious antago- 
nism. 

Where is the 
man or woman 
who has not heard 
of the monkey 
who followed a 
Ford car to pick 
up the nuts? 
That cheerful 
little story is the 
outstanding type 
ofa thousand that 
were freely circu- 
lated ; all holding 
the Ford pro- 
position up to 
ridicule. 
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"anti uM mat: 
by W. S.Cravford 


H E Americans with their characteristic 

practical vision, have coined a new word 
which sums up in twelve letters their determina- 
tion and enormous effort. 


That word is '' Preparedness." 


Thanks to their assistance, the end of the first 
war is in sight. 


The next will begin immediately this has ended— 
has, in fact, begun already. It is and will be a 
Commercial War, needing all the preparedness of 
ourselves and our Allies, of invention, discovery, 
manufacture, organization and selling methods. 


We are already helping both British and Ameri- 
can manufacturers to plan their advertising and 
selling campaigns for “after the war," getting 
ready for a quick start to “ beat the Huns,” to 
take advantage of the enormous possibilities 
ahead both from the natural demand and from 
the warm reciprocal feelings of the two countries. 


We are bringing to bear on these problems an 
unique experience in Advertising—methods and 
plans out of the rut of the ordinary Advertising 
Agency—that are justified by past successes. 


There are big things ahead—for the United 
States and for the United Kingdom. 


Can we help you prepare for them ? 
W. S. CRAWFORD Ltd 


Advertisers’ Agents and Consultants 
Craven House, Kingsway, W.C hf ü 
Teleptone . - Regent 5069 
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If it had been possible to laugh the 
Ford car out of court, it would never 
have obtained a favourable verdict 
at the bar of public opinion. 

It goes without saying that the 
atmosphere of contempt which for 
some time clung to it here, made the 
task of establishing a solid goodwill 
for the car in this country infinitely 
difficult. 

It was almost as much as a motorist's 
comfort was worth in the old days for 
him to admit that he was the owner of 
a Ford. He was 
liable to be “ rag- 


ged" by his 
friends and ac- 
quaintances un- 
mercifully. 

The few who 


were brave 
enough to admit 
that they had in- 


cM 


* It is characteristic of 
the Englishman that 


country had made an extremely bad 
Impression. 

They were ready to consider that 
American manufacturers specialised in 
low-price “ junk "—not really cheap, 
because practically worthless. 

And in this connection it is pertinent 
to note with emphasis that the low 
price of the Ford car in the beginning 
told heavily against it. The public 


was convinced, the dealers were con- 
vinced, and doubtless a good many 
British 


manufacturers were quite 
honestly con- 

l vinced—most of 
them said they 

' were—that a car 

of any value could 

not possibly be 
made at the price. 
The potential 

car purchaser 
wagged his head 


vested in speci- he invariably views sagely — he was 
mens of these : a not to be taken in 
American rattle- with suspicion any by this character- 
traps always did cause that is ad- istic, though 


so apologetically, 
and in depreca- 
tion of coming 
flagellation. It 
was a long time 
before they grew 
bold enough to 
sing the praises of 
the car of their 
choice. and to 
defy the eriticism 
of the flippant 
and superior persons who were owners 
of “ real ” cars. 

For this very far from favourable 
attitude of the British motoring publie 
towards the Ford car there were some 
sound and a good many unsound 
reasons. 

The British purchasing publie had 
some grounds for regarding American- 
made articles with suspicion. At all 
events, it did so regard them. 

More particularly, perhaps. was the 
section of the publie to which the Ford 
proposition had to be presented indis- 
posed to accept it at its face value. 

It was largely made up of folk who 
in carlier days were much concerned 


with eveles, and upon whom the 
American cycles introduced into this 
VI 


vocated with an im- 
moderate enthusiasm.” 


oad 


transparent speci- 
men of Yankce 
bluff. His friends 
applauded his 
sagacitv, so did 
the dealers and 
the manufac- 
turers. 

Based on a not 
unnatural pre- 
judice and ignor- 
ance an active 
depreciation grew up 
around the name of Ford in every 
circle interested in motoring. It was 
not mvented by cunning competitors, 
it just grew, like Topsy. It was an 
absurd thing, as we are all now able to 
sce, but it was a potent factor in the 
trading situation as far as the Ford car 
was concerned. 

It might never have come to birth, 
or it might have been strangled in its 
infancy, if the very first. introduction 
of the ear in this country had. been 
effected by means of the right kind of 
advertising, 

Unfortunately the earliest announee- 
ments of the car which appeared in the 
Press and elsewhere in Great. Britain 
—they hardly amounted to advertising 
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ODHAMS, LIMITED 
85-94 LONG ACRE, LONDON, W.C2. 
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2. ENDURANCE 


VERYONE knows how Horatius Cocles and his two 

gallant comrades kept the bridge ‘‘in the brave days 
of old.” 
It was not so much pluck as endurance that gave them the 
victory. They had grit enough to ''carry on” until their 
end was secured. | 
Victory in Advertising also depends even more upon 
endurance than on courage. Weak-fibred advertisers often 
give up just before the harvest of their endeavours and 
expenditure is ready for the reaping. 
The advertiser who chooses such areas as those covered by 
The Big Three newspapers for his operations, and such 
media as THE BIG THREE themselves for his announce- 
ments is bound to win if he gives both of them a fair trial. 


London Office: 17 Bouverie Street, E.C.4. 'Phone: 5107 City. 


ENTERPRISE PUR 
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The Northern Echo 
The Sheffield Independent 
The Birmingham Gazette 
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—were of an altogether useless char- 
acter. 

Not. until the Ford organisation took 
its British trading out of the hands of 
a selling agent into its own did the 
advertising that has helped establish the 
car in its present respected position 
make its appearance. 

Apparently, those who first set out to 
sell the Ford car in this country did not 
sufficiently appreciate that, as a motor- 
ing proposition, it stood entirely alone. 

They thought they had a car to 
sell, whereas they 
had to sell the 
Ford car. 

* You see,” said 
Mr. Gray, “it was 
a car proposition 
so different from 
any other in itself 
that it had to be 
handled on lines 
of its own to en- 
sure success. 

"It was not 
nearly enough 
merely to teh 
people who knew 
nothing about it 
‘that the Ford was 
a good car irre- 
spective of its 
priec. and that at 
its price it repre- 
sented the best 
car value in sight. 
They just smiled 
a wcary and 
superior smile that meant * What do 
you take me for ? ' 

* [t was necessary to convince folk 
who were perfectly certain of the 
impossibilitv of the Ford proposition 
that it really was perfectly sane and 


“The 


honest. So we sct to work to give 
explanations. We had previously been 


very much in the position of asking for 
a verdict before we had stated our case, 
and before the car itself had had an 
opportunity of proving its mettle. Now 
we put the jury in possession of all the 
facts, and specdily changed their atti- 
tude towards us. The British. publie 
remains very faithful to its prejudices 
in default of any cogent reason to 
‘serap’ them: but it is not at all im- 
pervious to reason. 


X 


em 
British People 


are not too readily 
susceptible to an 
appeal : but when once 


their suffrages have 


been won no people 


are more faithful." 
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** As soon as we began to show cause 
for our claims, particularlv when the 
car had commenced to demonstrate its 
qualities, we not only obtained a hear- 
ing but also favourable consideration. 

" When we told those whom we 
desired to interest what the standardisa- 
tions of parts, scientific factory organi- 
sation and production on a huge scale 
actually meant in the manufacture of 
the Ford car, they were at once im- 
menscly interested and quick to per- 
ceive the significance of the facts placed 
before them. 

“We found it 
advisable to make 
it quite clear at 
an early date that 
sweated labour 
played no part in 
placing the price 
of our car on such 
an extremely low 
level: but that, 
on the contrary, 
our workpcople 
wcre all excep- 
tionally well 
treated and well 
paid. 

* When we had 
demonstrated this 


fully, by plain 
facts and indis- 
putable — figures. 


what might have 
been a serious 
stumbling - block 
in the way of our 
winning British goodwill was removed. 

“We have used at different times 
nearly all descriptions of advertising 
media," Mr. Gray continued, “ but I 
think I may say that the major and most 
effective part. of our advertising has 
been conducted through the medium 
of our selling agents—the retail] dealers 
of the trade." 

Here it may be said that the Ford 
Company insists on its agents being 
service agents. They must carry a 
fair stock of spare parts, and be pre- 
pared generally to assist Ford car 
owners. The mere commission agent is of 
no use to them or to their customers, and 
they will have nothing to do with him. 

Their terms show the dealer a fair 
though not excessive profit, and include 
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Increased output demands 
additional means of outlet. 
Railway Transportation 
nowadays is, at best, un- 
certain and expensive. 


The only practical means 
of distribution of the extra 
goods is by road. 
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Motor paea 


This War tends to make Great Britain essentially a 
Commercial Country. As Industry thrives, so will her 
devotees. Not alone the heads of giant enterprises, but 
their wives and families, their managers, employees, 
many men—and women—erstwhile called “small” are 
talking of the car or combination they are going to buy 
after the war." 
American 
Momitoctenirs But the need of the moment is for Wagons, Trucks, 


secking an ent for, . : 
s mr Carriers, Commercial Cars for road transport of goods. 
or extension of, their 


trade in the British 


Market ave cordially To a firm of manufacturers of first-class cars—private 
invited to communi- or commercial—needing an Advertising Service on a par 
cate with us. with the merit of their own goods, we shall be glad to 


prove how we build business. 


Saward, Baker & Co. 


ADVERTISING SERVICE, PRINTING & SALES AGENTS 
Head Office: 27 Chancery Lane, London, W.C.2. 
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an arrangement by which he undertakes 
to spend a certain small amount upon 
advertising Ford cars locally for each 
car that hc sells. 

Mr. Gray holds the opinion that 
advertising localised in this manner is 
on all grounds likely to prove most 
effective, and experience has done 
nothing to shake his conviction on that 
point. 

** You sce,” he said, the other day, 
“there is the consideration that a 
* Jive ’ dealer knows his own constituency 
far better than 
any outsider can 
do. He knows to 
whom to appeal, 
and how to make 
a proposition 
most acceptable 
to them. 

* Consequently 
we leave cach 
dealer entire 
liberty to do his 
Ford advertising 
as he likes—al- 
ways with the 
proviso that he 
makes no claim 
for the car which 
we are not in a 
position. to. sub- 
stantiate, and 
does not in any 
other way mis- 
state our case. 

“We certainly 
do not consider 
that our proposition needs any cxagge- 
ration, and should consider any excess 
of language or over-emphasis in recom- 
mending it as not only altogether 
unnecessary, but as likely to be 
damaging. 

“ Therefore, we insist upon secing 
all the advertising put out for our cars 
by the dealers: though as long as it 
does not conflict with our principles 
we never interfere with its methods. 

“ For use in this local advertising we 
offer to supply the dealer with all the 
material he may necd in the way of 
copy, blocks, ete., and these are largely 
used—but we find that many dealers 
prefer to go entirely upon their own 
lines, and we are very far from dis- 
couraging them in such cases. The 
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“When two men want 
to sit down and there 
is only one chair, it 
is the one who takes 
the seat first gets all 


the comfort." 
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more variety and freshness that can 
be imported into the presentation of 
our case the better it is for us. 

“ It may occur to you that there is 
naturally another effect of our 1..sisting 
upon our dealers doing their propor- 
tionate share of advertising on our 
behalf. Being under an obligation to 
work in this way for Ford cars they 
inevitably become more interested in 
them. 

“The cost of the advertising, you 
may note, does not cut into their fair 
profit, but is, in 
fact, paid for by 
us. Looking at it 
one way you may 
say that we hand 
over a portion of 
our advertising 
appropriation to 
each of our dealers 
to use for his own 
special, as well 
as our general, 
benefit. 

" By far the 
greater propor- 
tion of the results 
accruing from the 
dealers Ford ad. 
vertising means 
additional profit 
to the man who 
puts it out. 

“Thus we make 
our dealers our 
partners in the 
business, and a 
spirit of co-operation grows up betwcen 
them and ourselves that is something 
above and beyond an ordinary trading 
rclationship. 

“ This spirit we foster in every 
possible wav. The channels of com- 
munication between headquarters and 
the dealers are kept constantly open. 
We do not merely supply bald technical 
descriptions and statistical matter, but 
always put forward the human side of 
our proposition, as it can be expressed 
in terms of pleasure, convenience, 
comfort, economy, and so on. 

" In issuing literary matter to the 
public we commonly make use of the 
dcaler asan intermediary. Indeed, I may 
say that we never go directly to possible 
consumers except through the medium 
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SEE LONDON 
AND : 
SEE YOUR ADVERTISEMENTS 


IF 


THEY ARE PLACED ON 
THE MOTOR BUS. 


FOR RATES AND PARTICULARS 
APPLY TO THE ADVERTISEMENT MANAGER 
THE LONDON GENERAL OMNIBUS COMPANY LTD. 
ELECTRIC RAILWAY HOUSE. BROADWAY. WESTMINSTER. 
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of national newspaper advertisements, 
road signs, and the like. All our sales 
you will remember, are, under peace 
conditions, made through our dealers. 

** To secure effective and economical 
distribution of more general appeals 
we regard the co-operation of the dealer 
as indispensable. He can plant a 
good secd for us on what he knows to 
be promising soil. Without his 
specialised local knowledge we could 
not possibly help, however careful we 
might be, wasting the greater part of 
it on stony ground." 

* You will thus understand that in 
speaking of Ford advertising the word 
* dealer ’ plays the most prominent part. 
Neither our methods nor our success can 
possibly be understood unless this is 
kept stcadily in view. 

“ The general and technical Press 
advertising which we have done, the 
posters and road signs we have issued, 
the whole scheme of our publicity, has 
been subordinated to our conviction 
that we must gain the goodwill of the 
dealer to make any strong and lasting 
impression upon the public. 

* You should note," said Mr. Gray, 
as our conversation drew to its close, 
** that no review of Ford car advertising 
would be in any way complete which did 
not take into account the extraordinary 
advertising assct we possess in the 
person of Mr. Henry Ford himself. He 
is an unfailing source of gratuitous 
publicity for us. 

** In one way or another, though cer- 
tainly without any endeavour on his 
part, he is always ‘in the news.’ He 
may be held up to admiration or ridi- 
cule, be complimented or kicked. but 
he is never ignored. He is always 
doing something new and something 
interesting. 

** Please take it that I am not in the 
least concerned to ‘ boost’ Mr. Ford 
in saving this, but simply to indicate 
something of what he means to Ford 
publicity. 

“ I can assure you that we have had 
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to give up taking more than passing 
note of the mass of unpaid-for publicity 
we receive : there is too much of it for 
us to do otherwise. 

*" We are also very freely advertised 
at their own charges by a host of 
accessory manufacturers who aim at 
Ford car owners as a special consti- 
tuency. They give us this publicitv 
without the smallest return, for we dis- 
courage the use of strange accessories 
on the Ford car. 

" It is sold complete, ready for imme- 
diate use, with all the proper acces- 
sories. We can, of course, only guaran- 
tee it in that condition, not after it has 
been ' improved ' by purchasers with a 
passion for experiment. i 

‘ The war has naturally impeded our 
progress in the ordinary market in Great 
Britain by compelling the diversion of 
all our energy and material into the 
channels of military or other national 
service. 

"* And here I may remark that there 
is no kind of military motor work with. 
in its power and capacity for which 
Ford cars have not been used with 
complete success, while Fordson 
tractors, handled by the firm of Henry 
Ford & Son, Ltd., not by the Ford 
Motor Co.—they are two separate 
and distinct organisations, although, of 
course, they have the same dominant 
personality in each—are establishing 
records among agriculturists that will 
mean big things in the future. When 
the full story of this war period comes 
to be written, I rather fancy it will be 
found that the Ford organisations have 
made a contribution to the success 
by the Allied arms, not bettered by 
any other private body in the world. 

" As things arc, however, we have 
some 70,000 private Ford car owners 
in this country, and their satisfaction 
and recommendation provides an ad- 
vertising force on which we can safely 
rely for the extension of our business to 
the market limits when trade is frec 
again.” 


——————————— HO S N E 

“ We are certain that Tne ADVERTISING Wor LD will become more popular the 
more often it is published, because of the useful purpose it is serving and the service 
it is going to render when our trade war is launched.—The GOLDBERG ADVERTISING 
AcEncy, Wellington, N.Z., Frank Goldberg, Managing Director. 
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Latest advices from our Buenos Aires Branch show that 
an enormous amount of Business is now being done in 
South America, and everything points to a coming boom. 


Our Organisation is complete for placing all classes of 
intensive advertising in South American papers. Copy 
prepared and translated into the correct and technical 
Spanish. Enquiries invited. 


This is to announce 


= La Revista de las 
Industrias Electricas y Mecánicas 


Published under the joint auspices of the British, Belgian, 
French, and United States Chambers of Commerce in the 
City of Buenos Aires, in the interests of the Engineering 
and Electrical Trades of the Allies. 


TC TIING NITTAA RED 
THE INTRO] )U IC [O RY JUNE — NUMDEK 
contains 50 pages of announcements of the most repre- 
sentative Houses trading in the South American countries. 


ADVERTISING RATES 


Ful Page ... £7 7 O 
Half Page ... £4 4 O0 
Quarter Page ... £210 O0 


SOLE ADVERTISING CONTRACTORS FOR EUROPE 


The DORLAND AGENCY Ltd 


(Principal—G. W. KETTLE) 


16 Regent Street, London, S.W.1 


SPECIMEN COPY ON APPLICATION 
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Special Supplement 


The Advertising World 


INSIDE KNOWLEDGE 


Why the Modern Service Agent is an Invaluable Aid to 
the Advertising Campaigner. 


ALL SORTS and conditions of people 
possess some “ inside " knowledge that 
would be extremely useful to a new- 
comer in the British market. 

Every observant newspaper man 
eould tell him something that it would 
be good for him to know; so could 
every wholesaler or retailer. no matter 
what his line of goods. His banker 
could give him v aluable pointers and 
his solicitor could add to the number. 
Even the man in the street could pro- 
bably impart some grain of uscful 
information. 

But the newcomer cannot as a rule 
afford either. the time or energy. to 
collect information in this piecemeal 
fashion, even if he has the ability to 
clicit and co-ordinate it. 

He wants to go to a chemist who is 
able at once to supply him with the 
mixture of which he stands in need; 
not merely to obtain hints as to the 
elements of a prescription which he 
will have to compound himself. 

Now, I do not think it can be con- 
tested that there is only one souree of 
information to which the neweomer 
contemplating advertising operations 
in the British market can apply with 
assurance of gctting what he wants— 
which is information of current con- 
ditions that shall be both comprehensive 
and rcliable— without danger of mis- 
direction. 

This is the genuine “service " agent, 
the only worker in the market whose 
operations are of sucha nature as to give 
him a complete and up-to-date know- 
ledge of its ever-changing conditions. 

He has to study a selling proposition 
from every conceivable angle, but most 
of all from the buver’s point of view. 
He has his finger on the pulse of the 
purchasing public all the time and is 
in a position to mark its every fluctua- 
tion, He is constantly corrceting and 
modifying his idcas and opinions by the 
light of actual day by day experience. 

It is a vilally necessary part of the 
service agent’s business that he shall 
not only know the commoditv-absorbing 
capacity of the market as a whole, but 
of each of its several parts individually. 


AVI 


Added to this he must possess a very 
intimate knowledge of the manners, 
customs, and moods of the inhabitants 
of cach loeal trading area, so that he 
‘ran determine with precision, and not 
merely guess at, the method of approach 
most likely to appeal to them. 

He could not do this without being 


constantly in touch with every part of. 


the market, and testing it, generally 
and locally, with a varicty of proposi- 
tions. 

The service agent also has a know- 
ledge of media that no mere space- 
broker could ever acquire: for he 
tests media in relation to the kind of 
copy used as well as in other ways, and 
so gains a great deal of insight into the 
wants of different circles of readers, 
and their prejudices and predilections, 
both in the matter of commodities and 
the manner of the vendor’s appeal. 

He is thus able to ensure to the 

advertiser a maximum result for his 
expenditure in any given advertising 
direction. The economies he ean thus 
effect for his customers can hardly be 
over-estimated. There is no depart- 
ment in tbe whole range of trading 
operations in which money can be so 
‘asily wasted as in advertising. 
The modern “ service " agent who is 
well-equipped can at least reduce a 
waste which is unavoidable, to a mini- 
mum. He represents the highest kind 
of advertising efficiency that is in the 
world to-day : and the udvertiser who 
does not make use of his services is 
losing invaluable assistance. 

The “service”? agent is not mercly 
an advertising man, though he is that 
primarily. He recognises that adver- 
tising is an operation which must bear 
its proper close relationship to produc- 
tion and, particularly, to distribution ; 
and it is one of the scerets of his 
supcriority over the old-time advertising 
agent that he treats his customers’ 
publicity campaigning not as a thing 
by itself, but as part of an industrial 
and commercial organism. 

It is as the most competent intelli- 
genee officer in the advertising forces 
that the * service P"-agent is most useful. 
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in the few weeks it has been under the ` 
control of Odhams Limited has increased! 
in net sales from 77,948 weekly to nearly - 


150,000 copies weeldll 


Advertisers. are discovering that the columns of “ 
National News" provide a platform. from which y d 
address, at reasonable cost, a most appreciative audience. 


Advt: Rate 30/- per s.c. inch. 
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ODHAMS, LIMITED 
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How Advertisers Value 


PUNCH 


N the Fifth Year of the War, having during the 
whole War Period filled ‘*PUNCH’S Advertising 
des to overflowing, Advertisers of high-class 
goods and service who have by long experience learned 
the great value to them of “ PUNCH” space have at 
this date in 1918 secured all the advertising space that 
will probably be available in the regular weekly issues 
until the end of NEXT YEAR (1919). 


"SOLD OUT FIFTEEN MONTHS IN AD. 
VANCE” is a record of which “PUNCH” is proud ; 
but that pride is mingled with sincere regret that for the 
balance of 1918 and for 1919 so many valued advertisers 
will be unable to secure space. Bookings for 1920 are 
now being arranged. 


ROY V. SOMERVILLE 
Advertisement Mauneador, “Peach” 
IO Booverie Street 
Loadoo, E.G. 4 
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The Craft of the 
Photo-Engraver 


e e Confidence o o 


Confidence is the foundation-stone upon 
which business success is built 


O be confident about your block service is an asset ot 

no mean importance in these days of difficulty. 

You can have that confidence if you purchase Craske's 
blocks. From the inception of our business we have succeeded 
in justifying our claim to be “ makers of better blocks." Our 
engravers are craftsmen in the true sense of the word. ‘They 
put into all their work that pride of calling so vital to real success. 
Your work in their hands will be finished with the craftsman's 
jealous regard for his handiwork. "We do not make mere 
blocks, but ** better blocks ”—blocks for service, made with a 
due regard for the work they are intended to accomplish. 

May we not show you how valuable an asset is this confidence 
that users of Craske's blocks enjoy ? 


"Phone for Mr. Craske, Holborn 2529 


and make an appointment for him to call. The morg 
difficult the task the more anxious we are to master it. 
Nothing is too small to interest us if it interests you. 


Alfred Craske & Co 


"Makers of Better Blocks" 
at 5 East Harding Street 
Fetter Lane, E.C.4 
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i TOO LATE i 
i, to book spaces for posters on the vans +f 
ll + of Carter-Paterson and allied services for ll 


it 1918. li 
i But the booking for 1919 is not yet " 
Ill ^ completed. lil 


i| There are some valuable blocks of H 
M spaces still left for next year. iil 
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lil Ili 
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CHARLES FREDERICK HIGHAM 


A Word about Personal Advertising. 
2 


T has been truly 

said that there is 

no motre insuffer- 
able bore than he 
who talks unceas- 
ingly of himself. 
But, on the other 
hand, the bore 
ceases so to be if 
from his monologue 
there emerges some- 
thing of advantage 
to the listener. This 
monologue may have 
such a result. 


I am convinced of the 
benefits of advertise- 
ment. I believe that 
my clients can increase 
their business by ad- 
vertising honestly, 
scientifically, and con- 
sistently. I should, 
therefore, be neither 
scientific nor consistent 
did I not openly advertise my own 
commodity—namely, myself! It seems 
to me that no apology is needed for 
egotism of this kınd. 

A specialist in advertising, 
successful, must unshackle 
from the bonds of natural 
He must take the greatest 
impress his capabilities upon the 
minds of other people. Believing in 
publicity for others, he must not fear 
for himself. 

More proof of personal ability is 
needed from the advertising man than 
from other people; for there is always a 
tendency to discount professed success. 


to be 
himself 
modesty. 
pains to 


The self-deprecating attitude one adopts : 


in private life is not only impolitic, but 
frankly stupid in this profession. 

To be prepared to prove the value of 
my services in a convincing manner— 
that, it seems to me, is the essence of 
my calling. 

Advertising pays when a sound article 
of good value is regularly placed before 
the public in the right media, but—here 
comes the inevitable '' but ''—the whole 
campaign must be directed by a man of 
deep advertising knowledge who knows 
whether money spent on publicity will 
come back increased tenfold or be lost 
irretrievably. 


OBODY in 
this age of 
specialization 


thinks of advertising 
without calling in a 
man whose business it 
is. Dead and gone 
are the days when a 
firm would “try” a 
few advertisements 
here and there, then 
give up in disgust be- 
cause their business 
did not treble within 
a month. 


Advertising is not a 
lucky bag ; it is simply a 
matter of common sense 
and square dealing; it 
pays when good advice 
is sought, and the only 
man who can give good 
advice in advertising is 
the man whose record 
proves success. 

Advertising to-day stands in the same 
relation to business as a whole as the 
professions stand to private individuals. 
No man thinks of cutting out his 
appendix or of acting as his own solicitor. 
Every man to his job. You call in an 
architect to design your house, a doctor 
to prescribe in illness, a lawyer to give 
counsel. Just as the modern physician 
tells you how to keep well rather than 
to cure you—and the solicitor tells you 
how to keep out of court rather than to 
get in, the expert advertising man acts as 
guide; he pilots the advertiser in the 
waters of publicity and keeps him off 
the rocks, telling him what to do and 
what not to do, very often advising not 
to advertise at all if he is not prepared 
for it. 

My mission is simplification ; I take a 
mass of ''talk'' and reduce it to a form 
which is clear, concise—and above all, 
readable. I take the facts given to me 
by the manufacturer and present tech- 
nical subjects in a way which the lay 
mind can easily understand. 

If you want a greater volume of busi- 
ness and have an article to exploit which 
is worth what you ask for it and in which 
I can sincerely believe, I would like to 
talk to you. Write me personally at 
50, LUDGATE HILL, LONDON, E.C.4. 
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Breaking Into the British 


Market 


THE ONLY INDEPENDENT ADVERTISING TRADE PAPER PUBLISHED IN GREAT BRITAIN 
NO PRINTER, ADVERTISING AGENT, NEWSPAPER OR ENGRAVER HAS THE 
SMALLEST INTEREST IN ITS PROPRIETARY OR ANY VOICE IN ITS CONTROL 


COMMERCIAL PROPAGANDISM IN THE PRESS 


Srey) N a very interesting and timely leading article 
J| dealing with national commercial propagandism 
The Times points out with perfect truth how 
: ^ 
s) 
Ti 


generally the British Press played into the hands 
of our German trade competitors in the days 
before the war. 


That it did so all unwittingly was more 
creditable to the astuteness of the Hun than to 
the perception of British journalists. 


i / 4 s 
ri £. 
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" The average journalist," says The Times, “ though a past 
master at his own business of getting news, usually knows very little 
of trade and commerce. and even less about modern methods of 
advertising." 


It was a natural consequence that the many German organisa- 
tions which were keenly alive to the importance of national as 
distinct from individual interests were enabled to exploit the 
Press of this country—as well as of most others—to a degree 
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that makes our blindness to their intentions secm amazing as 
we look back upon it. 


In Great Britain the insidiously advertising Huns found an 
invaluable ally in our national passion for self-depreciation. 


Did a German firm chance to secure a contract of any importance 
in compctition with a British rival our newspapers were avid to 
seize the opportunity to laud German efficiency and lament British 
incapacity. 

Just as it has more latterly annihilated the Austro- Hungarian 
armies several times over in print, so did the British Press preach 
continual funeral sermons over the really not at all moribund bodies 
of British industry and trade. 


All this did us immense harm in overseas markets where our 
family habit of abusing each other is not understood, and it pro- 
vided the wily Teuton with preciscly the atmosphere in which his 
ingenious and increasing advertising efforts could flourish to the 
best purpose. 


Verv great care was taken that the British Press was furnished 
with the most up-to-date and complete information concerning 
every notable achievement of German industry and trade; and to 
this inexhaustible flood of propagandist matter the British Press 

eagerly gave full publicity. 


And there was nothing, or next to nothing, forthcoming to 
countcr it. 


The doings of British manufacturers and traders. whose achieve- 
ments, after all, were at least as notable and interesting as anything 
the Germans could show, were unrecorded and unhonoured in the 
news columns of the Press. 


For this the Press cannot fairly be blamed. It was never 
furnished with any service of news of a commercial character. 
British business men are as a class reticent about their operations to 
the point of absurdity. They have been so mortally afraid that a 
rival might possibly get hold of some of their treasured trade secrets 
—usually extremely transparent—that they have been content to 
forgo all the prestige they could obtain by advertising their successes. 
And there was in this country no organisation, cither general or 
belonging toa special industry, which had as one of its concerns 
the '* boosting ” of British trade. 


With a modesty possibly admirable in the abstract. but in the 
concrete circumstances ridiculous, we were all ready to do our work 
in a darkly shaded background, leaving the centre of the stage and 
all the lhimelight to their most dangerous competitors. 


This must never be allowed to happen again. Our journalists 
must become more diseriminating in their editing of trade news 
from abroad. and our business men must become more alert to the 
value of publicity in connection with British industrial and com- 
mercial achievements. 


We trust that the many new industrial and commercial group 
organisations which have lately come into being will place active 
propagandism, more especially through the medium of the Press 
both at home and abroad, among the most vital of their functions. 


mi | X 
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ADVERTISING STAGE ENTERTAINMENTS 


N the interesting expressions of opinion from 
notable advertisers of stage entertainments 
which we are able to publish in this issue, it will 
be noted how much value is placed upon what 
we may call indirect advertising. 


' It is fairly clear that the theatrical adver- 
tiscr is inclined to regard his actual direct adver- 
tising in the Press as relatively unimportant. No 
doubt this is why the Press advertiscments of 

entertainments are usually so poor in quality. The prevailing 
opinion seems to be that it is not worth while to improve them. 


Though it is not expressly stated, we rather imagine that the 
theatrical advertiser issues his advertisements to the Press rather as 
a quid pro quo for ** most favoured nation treatment ” in the editorial. 
columns, than as in themselves an investment of any appreciable 
value. : 


For. his real advertising he rclies upon his Press agent, the word 
of mouth advertising of satisfied patrons and the sub-conscious effect 
of repetition and ubiquity in presenting the name of his production to 
the public. 

Of course, he possesses the great advantage over most other adver- 
tisers that his doings are in a sense news, and claim a place in news- 
papers as such. The fact that most of the theatrical * news " sup- 
plied to the Press is of very little interest except to the purveyors of it, 
is got over by the ingenuities and assiduities of Press agents, who are 
many of them masters of craft—-as well as good fellows of a carefully 
cultivated Fleet Street popularity. The manner in which this or 
that performer or performance is insidiously boomed in the Press is a 
study well worth the attention of the curious. 

In the cases of illustrated papers the Press agent has a particu- 
larly fertile field of publicity to cultivate. The play and the varicty 
entertainment provide good subjects for photographic illustration, 
and players know how to make good pictures. It is indeed no small 
part of their business nowadays. | 

Satisfied patrons, too, will advertise among their friends a play 
that has pleased them much more readily and enthusiastically than 
they would recommend a brand of soap or a speciality in household 
equipment. Once an entertainment has established an initial 
success this form of advertising may be relicd upon to do nearly all 
that is necessary to keep it going. 

Where the Press advertisement might be used much more effec- 
tively than it commonly is at present—though it would always pay 

to make it do everything of which it is capable—is in “ getting a move 
on ” an entertainment which has failed at once to jump into popular 
favour. We can recall many excellent plays and other entertain- 
ments that have been allowed to fizzle out as failures which only 
needed the impetus that a little “live” advertising would have 
supplied to have been transformed into successes. 


The best thing that could happen to direct entertainment adver- 
tising would be for our able editors to become less susceptible to the 
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blandishments of the diplomatie Press agent. If it were rather morc 
difficult for entertainment advertisers to obtain free publicity they 
would be compelled to make that for which they paid more effective. 


And to publishers we may remark that they will never obtain 
the revenue from entertainment to which they are fairly entitled until 
they are not quite so ready to give away the goods they offer for sale. 


ON CAMOUFLAGED ADVERTISING 


"7 AT N 7i] N our August issue we commented, under the 
$T} above heading, on the extreme undesirability of 
advertisements masquerading as editorial mat- 
ter. Our observations were general, but what 
induced them was a very remarkable leaderette 
in a popular week-end paper. It had every 
material characteristic of an advertisement 
except distinctive type or display and a position 
in the advertisement columns. 

We did not mention the names of either the advertiser or the 
newspaper concerned : and should not have done so without making 
particular inquiries. Our reference was, in fact, as general as our 
commentary. i 

It now appears that one particular firm of advertisers assumed 
at once that an editorial dealing with them was in question, and feel 
that our remarks were unfair and damaging to them. 


Our own impression is that they are somewhat over-sensitive ; 
but we are very far from wishing to do any sound advertiser the 
smallest disservice, and have the greatest pleasure in giving publicity 
to a disclaimer on their part—which will be understood by all in any 
way concerned—that they influenced in any way the writing of the 
leaderette in which their ** goods " were lately lauded. 


It was neither an advertisement, paid for as such, we are assured, 
nor was any indirect consideration given for its appearance. This 
being so, nothing remains for us but to congratulate the advertisers 
who benefited on a tribute to their commodity of a very exceptional 
character. 


Editors need very strong justification indeed before they will 
allow anything bordering on commercial advertisement to appear in 
the columns sacred to the oracular utterances of ** We.” 


Journalists are, altogether unreasonably, but quite undeniably, 
practically at one in their attitude of dislike towards advertising. 


With regard to the-article on propaganda work in the U.S.A., in this 
issue, arrangements are being made to extend the scheme. Briefly. 
advertisers are asked to contribute space in American papers for propa- 
ganda purposes. Nearly every advertiser can tell a fine story of his 
contribution in men, material, and effort to the Allied cause. Even 
when markets are closed or exports restricted, this sort of propaganda 
publicity gives opportunities of continuing “ good-will > advertising. 

Full details may be obtained from Mr. Ulric B. Walmsley, 
American Dept., Ministry of Information, Norfolk Street, Strand, W.C. 
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VARIOUS AND SUNDRY 
EEDAN A Me MMM TT 


“The world is so full of a number of things."—Robert Louis Stevenson. 


Industrial Councils. 

The subject of industrial reconstruc- 
tion after the war is happily receiving 
increasing attention, and the report of 
the Industrial Reconstruction Council, 
of which Mr. E. J. P. Benn is chairman, 
bears testimony to the fact. 

The great interest in the question 
taken by the Army is one of the most 
encouraging signs for the future of the 
movement. This shows that the men 
who, after the war, will constitute a 
great part of the Empire's industrial 
fighting force are earnestly considering 
the big problems which will present 
themselves, and the solution 
of which will do so much to 
lessen strife between em- 
ployers and employed. 

It seems a pity therefore 
that there is a tendency among 
employers in certain quarters 
to restrict the function of joint 
bodies to what are known as 
“labour questions," for, as 
the committee say in their 
recent report, “these em- 
ployers in our view fail to 
realise the added strength 
which they could secure by 
co-operation with labour in 
any future discussion as to 
Government activities in con- 
nection with their trade." 
Hardly any trade, I learn 
from the same source, has 
failed to accept the underlying 
principles of the Whitley 
Report. 


M 


A First-class Design. 


The ‘Books Wanted " 
poster, illustrated on this page, 
is a particularly happy effort 
on the part of the designer. 
It is, as may be seen, almost 
as effective in black and white 
as it would be in any one of 
various combinations of 
colours. Reproduced by the 


The notable gd v thats d Eds sed im the duet ida n Aus rue the c8 
by Cha R Fali 


cheapest. possible method, it would not 
be materially damaged cither as a work 
of art or as an advertisement. It makes 
an instant impression and is not easily 
forgotten. 

x 


Unsightly Advertisements. 


I note with pleasure that the Royal 
Automobile Club has actively taken up 
the question of the disfigurement of the 
countryside by the huge, unsightly 
advertisement boards which mar many 
a charming piece of Jandscape or group 
of beautiful old houses. 


FOR OUR MEN 
JIN CAMP AND 
OVER THERE 


TAKE YOUR GIFTS TO 
THE PUBLIC LIBRARY 


tes ees 
ino ay vw of ho tole siet ai thew seri 
for os duration uke ue This hed enya 


AN ADMIRABLE AMERICAN POSTER 


108 


THE ADVERTISING WORLD September, 1918 


In a pamphlet issued to the Asso- 
ciated clubs it is pointed out that the 
present is an excellent time to begin the 
necessary propaganda work, for the rea- 
son that, in consequence of restrictions 


on the use of wood, 
metal, printing, 
and paper, most of 
the offending signs 
have fallen into 
disrepair, so that. 
their complete re- 
moval would cause 
the least amount 
of loss to their 
owners. It is re- 
commended, there- 
fore, that a strong 
effort should be 
made to induce 
local authorities to 
apply for the neces- 
sary powers under 
the Advertisements 
Regulation Act to 
enable them to deal 
with hoardings and signs which are an 
offence to good taste. 

A few years ago a similar campaign 
was sct on foot, and I remember in 
particular that the Michelin Tyre people 
secured excellent advertisement for 
themselves by proclaiming their inten- 
tions to effect reform so far as they 
were concerned. Other companies 
advertising motor-cars, tyres, etc., took 
a similar course—all honour to them. 
But there are still too many unsightly 
advertisement boards of various descrip- 
tions defacing our countryside. 


Xx 
The Other Side. 


The other side of the case is pre- 
sented by the North British Rubber Co. 
in a letter to The Autocar. The writer 
contends that these road signs are not 
erected at beauty spots, but usually 


NOT AT ALL A BAD IDEA 


along the ordinary main roads. The 


most interesting point in the letter is, 
however, the company’s testimony to 
the nature of such advertisements, for 
the writer says: 


“ We would like to 


assert from actual 
experience that we 
have found road- 
side advertisements 
a most successful 
advertising mediuni 
for our tradc. Pro- 
vided that the 
signs are properly 
balanced and are 
of an artistic 
nature it seems to 
us that the proper 
place for such 
advertisements is 
on the roadside 
where motorists 
can see them." 


E i 


A * Brain Wave." 


It was some timc since that in a 
Selfridge advertisement I came across 
the *“ fashion ” illustrations reproduced 
here, and was much struck by the idea 
of which they are the expression ; but 
Jack of space has prevented my calling 
attention to them before. The blanks 
left where a human face is usually 
represented make the illustrations ex- 
ceptionally arresting, and the adver- 
tiscrs’ suggestion, * How would you 
look in this?” was calculated to he 
decidedly stimulating. It is very plea- 
sant to come upon something a little 
out of the ordinary in this class of 
advertising. 


M 


How to Advertise Cars. 


Writing in a recent issue of The Motor, 
* Roveritc”? has some rather severe 
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things to say about the way in which 
a good many motor car makers adver- 
tise their cars. While recognising the 
difficulties in the way of advertising 
ears that cannot be delivered till after 
the war he still thinks that advcrtisers 
might make better use than thev do 
ofthespace. For instance, he observes, 
to say “we are wholly engaged on 
war work but you should enter your 
name on our waiting list ” is no induce- 
ment whatever to a potential purchaser 
to entertain any idea of buying a car 
advertised in that manner. It offers 
no suggestion of what the post-war 
models will be like,” 

‘* Roverite ” very shrewdly adds : 

What the potential purchaser wants above 
everything is something tangible, some proof 
of the excellence of the article he is invited 
to buy. And the public is very much inclined 


to the idea that an article which sells in large 


| DECCA GRAMOPHONE 


quantities is good. If he cannot be 
given details of the post-war car, the 
would-be purchaser is likely to be far 
more interested in anything which tells 
about the car and how it is produced, 
rather than the bald statement that 
* there is a good time coming." We 
all hope there is, but that fact will not 
help us decide which car to buy. 
Finally the critic urges, and 
again I think with. much reason, 
that the price and full particulars 
should be given, however briefly. 
The doing so would save much 
time and trouble, especially for 
potential purchasers overseas. 


E i 


A Satisfying Illustration. 


Many a good idea in adver- 
tisement illustration is spoilt 
because the advertiser docs not 
know where to find the right 
artist to work it out. In the 
“ Decca " showcard reproduced on 
this page the artist who probably 
represents the “best possible " 
for this particular class of sub- 
ject has fortunatcly been com- 
missioned. That the result is much 
more than merely satisfactory my 
readers will perceive for them- 
selves. Iam not in love with the 
Moorish-arch kind of shape which 
has been given to the illustration, 
but it is so good in itself that 
this may be forgiven. 


COME IN AND HEAR IT! 


Engineers’ Advertising. 
» A little discussion has been pro- 
ceeding in the columns of Electrical 
Industries on the subject of advertising 
engineering, and a writer who signs 
himself * Advertiser " has been laying 
down the proposition that “‘ the only 
advertising matter of real value in the 
engineering profession is that written 
by engineers for enginecrs." For this 
misguided utterance he has been very 
properly taken to task by another 
correspondent, Mr. Ernest E. Emberson. 
This gentleman points out that of late 
vears there have appeared in the techni- 
eal journals distinctive and logically 
planned announcements utilising to 
the maximum the value of the spacc 
they occupy. They have been the 
work, he adds, of advertising specialists. 
“It is," says Mr. Emberson, ‘‘ because 


CARRIED AS*EASILYAS 


A NEW SHOWCARD — EXCELLENT 
i PICTORIAL ADVERTISING E 
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he is an expert that he is necessary to "Ware German Cognac! 

successful advertising.” As a design the newspaper full-page 

x advertisement of “Asbach - Uralt " 

German Cognac is deserving of all 

An Analogy. respect—much more respect than, I 


imaginc, would be due to the substitute 


“ Advertiser" fails to appreciate for French brandy which is advertised. 
the fact that the 


publicity expert 
stands in much the 
same position as the 
barrister. Noengineer 
going to law would 
refuse to engage the 
services of a barrister 
in a dispute relating 
to engineering because 
the barrister was not 
an engineer. The 
barrister when pre- 
paring his case, makes 
himself master of the 
purelvtechnical points 
at issue and then his 
knowledge of the law 
enables him to pre- 
. sent them in the best 
manner. So it is with 
the advertisingexpert. 
He makes himself 
master of the points 
he has to present and 
then his knowledge of 
the art of publicity 
enables him to put his 
case in an attractive 


form. Th i s ve 
CEDE cx abn Asbach Zra 
| 


but that fact does ralt 
4 alter deutfcher Cognac 


not enable him to 
write à good adver- 
tisement. 

As Mr. Emberson 
says : *' The specialist 
studies the proposi- 
tion with an open 
mind. He avoids that 
too close perspec- Bestaslofotio fas Oefeirsevd Baci Ronglide Sol - Rpotfete, Bien 1, L. R Borses; 
tive so often evident 
in technical adver- 
tising and sees the | 
problem in its truce proportions, I was rather amused to observe, how- 
applying his expert knowledge and ever, that in placing the name of this 
skill to the production of copy patriotic beverage on a warning buoy 
and design that wil set up the in the illustration, the advertisers have 
proper psychological sequence in the strongly suggested that it is something 
reader's mind." from which the wary will steer clear. 

THOTH. 


Weitere beliebte Marle: Asbad ~Privatbrana* 


Brennerei: Widesheim am When 


A GERMAN “SUBSTITUTE” ADVERTISEMENT 
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BRITISH AMBASSADOR TO AMERICAN 
MI ADVERTISING MEN 13M 


Scientific Publicity as a Front-rank War Service— 


How Commercial Britain Has “Carried On" 


MR. H. VAL FISHER, OF THE ADVERTISING 
WORLD, ON A SPECIAL ‘MISSION IN THE 
U.S.A.—HE HAS MUCH TO TELL AMERICAN 
BUSINESS MEN THAT PROVES INTENSELY 
INTERESTING TO THEM, AND IS VERY 
MUCH IN REQUEST. 


WITHOUT SAYING anything as to the precise nature of Mr. H. Val Fisber's 
mission to the U.S.A., whither he was sent by the Ministry of Information, 
we may state that it is obviously in accordance with his somewhat peculiar 
qualifications. 

For many years, at THE ADVERTISING WoRLD, Mr. Fisher has occupied a 
rare position of vantage as an observer of British commercial activities both at 
home and abroad ; for, whatever else it may be, advertising is an extraordinarily 
sensitive indicator of commercial conditions to those capable of reading its signs. 

Moreover the concerns of THE ADVERTISING WORLD are not confined to any 
one trade or group of trades or to any one market. The information it accumulates 
is therefore as extensive as it is detailed. 

It has always been the most decided policy of THE ADVERTISING WORLD to 
treat advertising as a part of the modern industrial and commercial scheme of 
things and not as an isolated phenomenon. Consequently we have made it our 
business to gather all obtainable information concerning the conditions of pro- 
duction and distribution of commodities as well as their advertising: believing 
that otherwise we could not possibly view the problems of publicity in a true 
perspective. - 

All this information gathered together over a long period and constantly 
brought up to date Mr. Fisher has, of course, had at his disposal—and there 
could hardly be a man better equipped for the important task at present engaging 
. his energies. 

His welcome in America is a tribute first of all to the cause which he is 
privileged in his degree to represent, it is also a tribute to himself; and we are 
proud to know that withal it is a tribute to THE ADVERTISING WORLD. 

When the record of the achievements of British advertising men during 
the war shall come to be written—and they have been great, though not often 
spectacular—THE ADVERTISING WoRLD will, we are indeed glad to think, be 
found to have been not altogether unworthy of the vast business it represents. 


Evidence of the interest which Mr. In the course of this letter Mr. 
Fisher’s visit to the States has aroused O'Shaughnessy said :— 
in the circles to which he has addressed * Mr. Fisher brought us a message from 
himself is to be found in the letter sent MAE od that pend warmed by ra 
a iE. an Increase our enthusiasm an respec 
B mr: Re Butler, of the British for the great work done by Great Britain 
ureau of Information, Ncw York, by in the war during the past four years. 
Mr. J. O'Shaughnessy, secretary of the “ His intimate knowledge of business con- 
Executive Board of the American Asso- ditions in Great Britain, and the experience 


g: JE : of advertisers and manufacturers in London 
e S o a " Y E LI . 
lation of Advertising Agencies, after and (Great. Britain, astold tous by ME 


Mr. Fisher had addressed the Board at Fisher, will be of incalculable value to us 
a lunch given in his honour. and to all advertisers in this country in 
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helping us to know what best to do and 
what not to do. 

“ It was agreed that while we have listened 
to many great addresses by representatives 
of Great Britain, yet we believe because of 
Mr. Fisher’s friendship for and knowledge of 
our people and conditions in this country, 
his address brought a quicker response and 
even greater affection for our ally, Great 
Britain, than any other speaker you have 
sent to this country. 

** Because of this fact, the members of the 
Executive Committee of this Association, 
comprising representatives from Boston, New 
York, Philadelphia, Cleveland, Atlanta, and 
Chicago request that you send Mr. Fisher to 
each one of these cities and other important 
centres to address the Chamber of Commerce 
and business organisations of these cities. 

“ We can assure you of a splendid hearing 
by tbe big business men . 
of each one of these 
cities, and reports in a 
friendly Press that will 
be as beneficial to our 
own people as it will also 
be to Great Britain. 

“To show you what 
we think of the value of 
Mr. Fisher's address, we 
have decided to buy a 
full page in each of the 
leading newspapers of 


New York, Boston, A zi: 
P hiladelphia, Atlanta, GEN A. Hs TTUN Na- 
Detroit, Cleveland, St. Prid A a tor Me 
Louis, Chicago, and $99 080.060 Ier tha ae Nea 


Birmingham, and repro- 
duce Mr. Fisher’s address 
at our own expense." 


Mr. Geoffrey Butler, 
in reply thanked Mr. 
O'Shaughnessy for the 
gcnerous action of his 
Board and for their 
appreciation of Mr. 
Fisher and promised to 
do what might be pos- 


sible to meet their |. Desar s rating of e 
wishes. ; atty a BUE vtier 
Salutations from 


British advertising men 
to their confrércs in the 
States and to business 
men generally were an 


rating bigs ad gea wem Made the supreme sacrifice, the oldsters—the 


WAREHAM SMETN 
Vunndor Me frt Prezbjont of 
Chib, Lont 


Committee 
which organize] and carried 


Messrs. W. H. Smith and Son; Messrs. 
Charles Pool and Co.; Messrs. Odhams, 
Ltd.; Messrs. W. J. Southcombe ; 
Messrs. F. E. Potter, Ltd.; Messrs. 
Saward Baker and Co. ; Messrs. Osborne 
Peacock Co.;. Messrs. Charles F. 
Higham ; Messrs. Mather and Crowther ; 
Messrs. W. L. Erwood ; The West End 
Advertising Agency ; The News of the 
World ; The Amalgamated Press ; The 
Daily Mirror ; Messrs. A. J. Wilson; 
Messrs. Muller, Blatchly and Co. ; The 
Dorland Advertising Agency; The 


Drapers’ Organiser, and Messrs. C. 
Mitchell and Co. 
A recent issue of Printers’ Ink, 


PA 
* 


Áchievements of 
Men in the 


By e 

Over 85% of the men cnyaged in the ad- 
vcrtising business in Great Britain are in 
the fighting forces. thousands of them have 


women—the discharged wounded soldiers 
and sailors—-are “carrying on” splendidly. 


Advertising has played an important part 
im Britain's efforts, it helped to raise an 
arniy of 5 514 million Volunteers (5$ths of 
Britain'Sarmy of 814 million enlisted volun- 
tarily). It helped to raise $44,000,000,000 to 
fnance the war (18,000,000—!4rd—of its 
‘population have invested in war funds.) À 
has helped to raise over $8,000,000 for the 
relicf of the destitute and wounded of our 
Allies. It raised over $10,000,000 for our 


. 0 —— ene ee ene = nme HA — MÀ ee, 
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interesting feature in 
1 
recent issues of the i 
American advertising 2 
papers. Of these we H. WOLPURD n 7 1 DODDS "TIDMN E. BRUCE 
orae RA. Mirertor ef Arhertising uf tho Chairman of the Miy ree- 
reproduce one or two Hii PI ef Su cU NUR p» a ma a ae id n. In oem tion -- Seolttsh i 
` khen Pra Peeption.  OrghnaG Tebutatim far rotginine top S. du. ihe bel K re of | 
examples. The senders A tte Tare Raut’ ++ peN: ts priwe he i; one Uur mort “War Weapons Week" In Boor, 
. dec.rat) by the Ning for sew- — popular men tn ihr "British ad- jam} President General RBU) 
of the greetings were :— ines fn tei voanectiur, verti ing el. uning C». Lid, Kdiabwrgh 


The Times; Messrs. 
Paul E. Derrick; The 
House of Hulton; 


SOME PROMINENT BRITISH ADVERTISING MEN— 


eC e 
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New York, contained a long interview 
with Mr. Fisher concerning business 
conditions in Great Britain. Mr. Fisher 
spoke on that point with well-justificd 
optimism and supported his arguments 
by convincing figures. 

“ There is nothing whatever in British 
experience," said Mr. Fisher, “to justify a 
feeling of apprehension on the part of American 
business men at this or any other stage of the 
war. The business history of the past four 
years proves conclusively that the business 
man who forges ahead with all sails set reaps the 
reward and achieves the success which his 
confidence deserves; while the man who 
hesitates, or retracts, is the one to feel the 
pinch of * war times.’ 

* In spite of everything business ccntinues 


British Advertising | 
World War 


FISHER 


own wounded, blinded and crippled heroes. 
By its aid an army of 5,000,000 splendid 
women were induced to volunteer for 


National work in munition and other fac- veal 


U he 
tories, etc, ings Corn 


Publicity men of America, as vet the 
niajority of vou are out of the range of the 
guns, when vou are called you will, I know, 
go willingly to your duty—meanwhile, you 
can “do your bit" by using your great talents 
and influence in selling the war to your pub- 
lic—in telling then of the efforts of your 
Allies. From your office desk you can fire 
the long range gun on the enemy of 
Democracy and Liberty—load up and do 


GLORGE NAYLuUM C 
Pireet* the advertising and celi Principal of The Derrick Ad 
img of Neita Emulsion in Eng vertiving Agcney, Londen. AJ 
lar — Acbioved g record by pro- vertiting sdviser to the Ns 
dicing 1n 45 hours the lay out*  tionsi  Korvice Department of vf the 
amd copy for “Business Men's the British Government 


raised hy advertising Corte 


. —WHO ARE HELPING TO WIN THE WAR 


CHARLES F. HIGHAM 
Writer o ` 


GEORGE W, KETTLE 
ad of the Dorland Agency. 


Mew 
cessful 


PAUL E DEMUCK —— es Te 


^n^? RUBLETSON 
of staf to Mr. ©. A 
Advertising Manager 
most Important group of 
1 Au- in Great Britain. 
Werk" when $109,5090,060 waa thar of ''How tò Reduee Selling The Jesding British authority 


magazines 


en selling methods 


to hold up amazingly. Retail business through- 
out the country is better than it ever was 
before; and manufacturers, while they are 
under severe handicaps of restriction, do not 
have to worry over selling whatever goods 
can be made. When the Government has had 
its way to the utmost there is still plenty of 
business in sight for the man who has the 
courage to go out after it. 

“ As to advertising, practically every busi- 
ness in England which advertised before the 
war is advertising to-day. It is not a question 
of ' Have we anything to sell to-day ?’ but 


of ' Have we anything to sell after the close 


of the war?’ If so, the advertising goes on." 

The paper shortage, naturally, has hit 
the periodicals and advertisers a severe blow ; 
but while it has hampered, it has not dis- 
couraged them. 

" I find in America," Mr. Fisher declared, 
* an astonishing lack of in- 
formation in regard to what 
Britain has accomplished 
in the war, just as I find 
our own people do not at all 
realise what America has 
done and is doing. 

" In the advertising pro- 
fession, you will find the 
ranks completely stripped 
of able-bodied males of the 
fighting age, which is up to 
fifty-one years. Where 
possible, the places of these 
men who have gone to war 
have been filled by women ; 
but where that was im- 
possible, you will find that 
help is given from the 
outside in a way that 
warms the cockles of your 
heart. For example, if one 
of two rival advertising 
agencies was hard hit, the 
other has often stepped in 
and helped it to ‘ carry on’ 
for the duration of the war." 

To-day there are dozens 
of women who are “ mak- 
ing good" in the most 
emphatic fashion in adver- 
tising work. Mr. Fisher 
told of one advertising 
agency in which women 
act as heads of practically 
every department. This 
agency, in spite of all its 
troubles, doubled its busi- 
ness last year. 

Touching on business in 
general, Mr. Fisher ob- 
served: '" It has been far 
better than anybody ex- 
pected. Among the re- 
tailers throughout the 
nation it has been almost 
unbelievably good, and 
particularly so for those 
who never lost confidence 
but continued at ‘full 
steam ahead’ throughout 
even the darkest days. 


A! departmenta 


Pape the bread 
rchewe which proved 
in England 
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Thus H. Gordon Selfridge, who never for a 
day curtailed his advertising, has seen his 


To the 
British Advertising Men 


A Response 


@ New to the war and not yet acquainted 
with its supreme trials we naturally turn 
with open ears and hearts to expressions 
from you. 


G So much of grit, of confidence, of ready 
understanding are shown in the mes- 
sages of your advertising men to ours 
that no tidings of military gain. have 
given us greater inspiration and just 
optimism. 


€ When you sent those messages vou 
did a great, big. helpful thing. 


AMERICAN ASSOCIATION 
OF ADVERTISING AGENCIES 


Metropolitan Tower NEW YORK 


AMERICA'S REPLY TO BRITAIN 


profits go skyrocketing upward. In 1914-15 . 


they were $578,598. In 1915-16 they were 
$751,000, and in 1916-17 $1,128,685. 


A New Service 


Make your ads more attractive by 
the use of unique war pictures 


——— MÁMM—M MHá—À 


In our stock of thousands of 
war photographs, illustrative 
of every phase of warfare on 
land, sea, in the air, or depict- 
ing every kind of war work 
at home, you will find a pic- 
ture for every purpose at a 
nominal cost. 


You are cordially invited to 
call and choose your subjects 
or send your enquiries by 


post to 


BRITISH INFORMATION 
BUREAU 


Photo Departmerd 


511 FIFTH AVENUE 
NEW YORK 


“ Or, again, here are the combined profits 
for three years of the twelve largest stores 
in London : 


1914-15 $4,593,220 
1915-16 4,246,605 
1916-17 5,574,689 


* Lest you should think this is profiteering, 
I would point out that the profits are justified 
by the turnovers. 

“The Maypole Dairy, operating a chain of 
900 food stores, has seen its profits go from 
$2,800,000 in 1916, to $8,786,245 in 1917. 
And similar experiences might be cited from 
wholesale businesses." 

What is the reason for this surprisingly 
good business record? It is, Mr. Fisher 
believes, due to the fact that wealth is now 
more equitably distributed in Great Britain 
than it has ever been before. The working 
classes, as everyone knows, are enjoying 
unprecedented prosperity. 

One of the curious by-products of the war 
in Great Britain has been a tremendous 
increase in the amount of business done by 
correspondence schools. 

* As a result of the war, advertising has 
been ‘sold’ to Great Britain to an extent 
no one dreamed was possible," Mr. Fisher 
declared. ** Not only is this true of the Govern- 
ment, but many private firms which never 
advertised in pre-war days have been con- 
verted to publicity by seeing what it has done 
to aid in war work. 

" We have raised forty billion dollars, 
chiefly by paid advertising," he stated. '* Over 


If you handle in U. S. A. 
the accounts of one or more 
British firms, I shall be glad 
to hear from you with view 
to increasing the volume of 
business, even though the 
account be dormant at the 
present time. Write me 
in full confidence. 


VAL FISHER 


British Information Buresu 
511 Fifth Ave. - New York 


BRITISH OFFICIAL PROPAGANDA IN U.S.A. 
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There are A few from 


hundreds of 
PHOTOGRAPHS 


^ PICTURES; 
millions — Bem 
of picture-theatre enthusiasts V 
in Britain 


HEIR pet hobby may not be yours. You. 
may not even like the flm. But they do, 
and over 300,000 of them read about it in 


ICTURES 


AND PICTUREGOER[9 


the only weekly devoted entirely to their 2i 
They are keen on ‘‘ PICTURES,” and keep 
it in the home. Film business men and players 
read the paper, but the GENERAL PUBLIC 
buy 96 per cent. of the copies. You cannot 
appeal to these people so strongly through any 
other medium. 


We don't say all out readers are wealthy, but 
they all have money to spend now. Some of 
it will be yours if your goods are rightly 
advertised in “ PICTURES.” 
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We will help put the ( 
* film-touch" in your We " 


copy if you wish it 


Philip Emanuel, | 
Advertisement 

, Manager, 
" PICTURES,” 


92 Long Acre, 
‘London, W.C.2. 


ADVT. RATE 


PER &16 PAGE 
AND PRO RATA, 
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one hundred millions a week are now coming 
in as the result of this work. As the result 
of intensive local campaigns, some astonishing 
results have been obtained." 

The trying period of after-war reconstruction, 
to which some people are looking forward 
with considerable apprehension, will hold 


BROTHERS ! 


" While we and our Allies in Europe aim 
at manufacturing 8s much as possible for 
ourselves, we shall—for some years at all 
events—be compelled to buy a large amount 
of these goods—notably electrical fittings, 
hosiery, gloves, etc.—frtom America. 

“ No matter what may be done in the way 
of embargoes and 
the like, no decent 
Englishman will wil- 
lingly buy German 
or Austrian goods 
for many years to 


P . , 1 come ; and who is so 
An Appeal to the American People by Charles Frederick Higham likely to supplant 
Writer of the British Government's Appesls for Men end Money. our enemies in our 
own market as the 

INTE die Wir 1 have meki to hi d. "ll beve j 
NCE Wa broa | td da bope ote J TAVE ror hn tad dt bo United States ? Our 
pus ee et m NC it Te es on tee trade with Germany 
"e deos M vasi aia TAA ror War, — mostly manu- 


me to addrew s ‘few because | kao How trmal my ccouplamt a 4o your noble factured goods ae 


2 b 
words 1o the Amcncan Public as to the need fo pe acceptare of the dificah things of War 
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gate the conditions 
and lay your plans. 
Britain is in the fifth 
year of war because 
the other man 
planned ahead for 
forty years. The 


AN APPEAL SPECIALLY WRITTEN BY MR. C. F. HIGHAM American manufac- 


no terrors either for Great Britain or for the 
United States, in Mr. Fisher's opinion. 

* I look for big and bigger business after 
the war," he said. *' Both your country and 
ours should enter upon a period of unexampled 
prosperity. And in particular advertising will 
prosper, as I see it, more than it ever has 
before. In Great Britain, for instance, there 
are thousands of ‘controlled’ factories— 
five thousand of them at least. Every one of 
these is larger by anywhere from ten to 
8,000 per cent. than in 1914. When peace 
comes these enlarged facilities must still be 
employed, and will be, in making goods to be 
sold throughout the world, backed where 
necessary by advertising. 


turer who has his 
plans made and 
pigeon-holed ready to start off at the crack of 
the pistol will have an immense advantage 
over his rival. . 

* That is why I believe that the American 
advertiser who retrenches at this time is 
making the mistake of his life. The possi- 
bilities of the future," said Mr. Fisher, in con- 
clusion, * are infinitely greater than the 
realities of the past ; and the rewards will be 
garnered by those who have the courage of 
their convictions and go ahead with faith. 
With British experience as his beacon, it must. 
be a very short-sighted mariner who shortens 
sail at a time when he ought to press on and 
realise to the full the opportunities which the 
future holds out for him.” 
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Now is the time to prepare for the future 


Personal Counsel 
or Full Agency 
Service ....... 


l. The Personal Service of 
Mr. Derrick can be retained, 
at an agreed fee, in a purely 
advisory capacity upon all 
matters relating to the Reduc- 
tion of Selling Cost, without 
the detail of preparing and 
placing of any advertising. 


2. Or with our organisation we 
can go a step further, and prepare 
complete Advertising Campaigns for 
the home market and throughout 
the Empire, and in foreign countries 
—with or without contracting for 
space in the papers, etc. 


3. Or we will organise and exe- 
cute any and every form of- your 
Outdoor Publicity — Bill - posting, 
Railways, Trams, and ‘Buses, etc. 


4. Or we will plan, in every 
detail, your letterpress and colour 
Printing — and, if desired, print 
same on competitive estimate. 

5. Or we will do all these four 
things, working in harmony with 
your own organisation. 


DERRICK 


ADVERTISING ADVERTISING AGENCY L? 


Better. — 


34, NORFOLK ST. STRAND, W.C. 
LONDON. 


PAUL E. DERRICK 
AUTHOR OF 


How to Reduce 
Selling Costs 


2nd EDITION. 

Geo. Newnes, Ltd., Publishers. 
6/- net or 6/6 post paid 
—o: any b whseller.— 

he book deals with 
the principles of co- 
ordinated selling effort. 

By no other means can 

selling costs be kept on a 

level to ensure expansion 

of trade and to meet 
modern competition. 


dvertising is a 

prime factor in 
any effcient selling plan 
—but to be effective 
must be employed with 
full knowledge of its 
established principles. 


Now is the time to 


THINK 
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THE THEATRICAL ADVERTISING 
RUM THAT PAYS mummie 


LEADING LONDON MANAGERS GIVE THEIR VIEWS 


Exceptional Value of Camouflaged Advertising— 


Hypnotising the Public—Importance of Buses and 
“ Tubes ” 


THE THEATRE is an institution that 
cannot. be said to suffer from lack of 
advertisement. A man to-day would 
find it hard to take his walks abroad 
without being reminded of the existence 
of the British drama. It surrounds us 
like an atmosphere. ° 

It is possible that in war-time the 
theatre stands less in need of advertise- 
ment than in the piping days of peace. 
One of the first things the man home 
from the front does is to go to a “ show," 
and at most of the West-End theatres 
at the present time the audience is 
largcly—if not indeed mainly—com- 
posed of soldiers and their friends. 

Nevertheless, even in these theatrc- 
filled days the uscs of advertisement are 
not to be rated too lightly. Many a 
production has failed of its appeal solely 
because it was unable to attract a suffi- 
cient amount of publicity at the outset. 
It lacked the initial impetus which 
might have set it running for months. 


GAUGING THE PvuBsuic TASTE. 


Certain plays there are, it must be 
confessed, which appear to have suc- 
ceeded not so much on their own 
intrinsic merits as on the fact that they 
happened to give the public precisely 
what it wanted at the time. “ A Little 
Bit of Fluff’? was not a classic, but it 
was indisputably a “ catch,” and one 
can recall the almost sensational success 
achieved by such plays as “ Our Boys ” 
and ** The Sign of the Cross." (It might 
be invidious perhaps to allude to con- 
temporary examples.) It is questionable 
whether advertising was largely re- 
sponsible for the popularity of these 
plavs. But their number is strikingly 
small. 

No doubt one of the elements detcr- 
mining the success of a play is the 
choice of a happy title. “ Yes, Uncle ! ” 
for instance, stimulates curiosity. An 


awkward title, on the other hand, may 
succeed in killing a good play. Short 
titles, it seems to me, are preferable to 
long ones. “ Don ” is easily remembered, 
but the average man would require a 
course of instruction in Pelmanism in 
order to retain in his mind for long such 
a title as '* The Indecision of Mr. Kings- 
bury.” 


WHAT CONSTITUTES Success ? 


What constitutes success in adver- 
tising? I have been discussing the 
question during the last few days with 
three well-known theatrical representa- 
tives. Their opinions on the subject I 
set down below. ' 

Mr. Edward Laurillard, who has been 
associated with some of the outstanding 
successes of our time, places most 
emphasis upon newspaper advertising. 

“ The most successful form of adver- 
tising," he said, “is that which may 
be described as ' camouflaged ’ adver- 
tising. It is the advertisement which 
does not appear to be an advertisement 
that yields the best results. 

"A paragraph in the editorial 
columns of a newspaper is worth a 
column of avowed advertisement. 

* In many respects theatrical adver- 
tisers enjoy unique advantages over all 
other classes of advertisers. Newspaper 
cditors, for instancc, are glad to insert 
photographs of pretty actresses in their 
columns, the public are always inter- 
ested in such photographs, and their 
reproduction gives a distinct fillip to 
the success of the play in which they 
are appearing. 

* Posters, of course, are useful— 
though in à minor way. Great care, 
however, should be exercised in the 
sclection of a subject. I cannot imagine 
that a picture of a fat old gentleman 
in the stalls helpless with laughter is 
calculated to assist a play. The play in 
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ANGLO - AMERICAN 
TRADE ENTENTE 
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The “Entente” means reciprocal 
business. To keep your end up it is 
important for you—the British Business 
Man and Manufacturer—to study and 
learn to understand American require- 
ments— American methods—American 
psychology. 


The way to “ Pelmanise " on this is to 
study regularly a few representative 
American Magazines, Periodicals and 
Newspapers. There you will see what 
Americans are doing—how they are 
living—what their requirements are— 
where they differ from us—what they 
learn - from us—what we may learn 
from them. 


Tell us what your business is—and we 


will submit a list of selected American 


publications approximately suitable to 
your particular conditions. 


We can supply any and every publica- 
tion issued in America, largely from 
stock right here in London. 


Our American Reading Room, contain- 
ing current issues of most of the leading 
Magazines, Periodicals and News- 
papers, is always at your service—look 
in and see them any time you are passing. 


Subscribe for a few American Periodicals for 
the benefit of your Staff and Employees. They 
will learn much that will help you. En- 
courage them to study America while at their 
leisure in the Canteen, Rest or Reading Room. 


DORLAND AGENCY Ltd 


Representatives of Leading American 
Magazines and Newspapers 


16 Regent St., London, S.W.1 


STUDY AMERICA 
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A Comedy in Pour Acts by’ 
RC Carton V lustin. Huntly McCarthy 
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AMBASSADORS 
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‘ 
MATHESON LANG 
ia the Great Romantic Comedy 


AMBASSADORS 


WITH HIPPODROME BEAUTY CHORUS 


SOME RECENT EXAMPLES OF THEATRICAL ADVERTISING 


question may be doing first-class busi- 
ness, but the public, who prefer to do 
their own laughing, are always sus- 
picious of advertisements of this kind. 
A well-designed poster, on the other 
hand, is of enormous assistance. 

“ Bus posters are very useful, too— 
they keep a play before the public— 
but they are not enough of themselves." 

* The best form of advertising is a 
good show." That is the considered 
judgment of Mr. Albert de Courville. 
And he, if anyone, ought to know. 

** The advertiser," proceeded Mr. de 
Courville, ‘‘ should remember that he 
has to appeal to many classes of the 
communitv, and must bait his hooks 
accordingly. 

“ The ordinary theatrical advertise- 
ments in the newspapers are useful, 
because they are referred to by most 
newspaper readers as a sort of guide 
to the theatres, but their appeal is solely 
directed to the habitual playgoer. They 
do not attract the people who would 
not otherwise go to the theatre. 

" The bus sign is a valuable agent 


of theatrical propaganda. At the 
present moment we have two hundred 
and fifty bus signs of ‘ Box o' Tricks.’ 
‘Not many,’ you will say. But think. 
There are two hundred and fifty buses 
bearing the sign of ' Box o' Tricks’ 
running about London all day long. A 
man cannot walk a quarter of a mile 
along a bus route without encountering 
one of them. The fact that a revue 
entitled * Box o' Tricks’ is being pro- 
duced at the Hippodrome is bound, 
sooner or later, to sink into his inner 
consciousness. After a time he will 
probably make up his mind to see the 
show from the name of which he finds 
it impossible to escape. There is another 
great advantage which these signs pos- 
sess—they are seen by all sorts of 
people. 

“ Tube-lift advertisements are very 
useful, for the reason that people going 
up or down in lifts are detained in the 
same position for two or three minutes. 
Having nothing else to do, they proceed 
to quiz the advertisements. You must 
have noticed that yourself. 
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Nearly three years ago I made the announcement here reproduced. 
The knowledge and experience 
of this territory I had then has been amplified and confirmed since. 
During this year I have successfully: demonstrated its immense 
possibilities to a national advertiser. 
for harvesting by the first enterprising advertiser in any line 
of business I am not at present handling. The ground has been 


It is my message this month. 


by W. S.Crawford 
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It is prosperous, thickly populated, compact, and, from an advertiser’s 
point of view, amazingly undeveloped. I know the psychology and 
the buying habits of its population. I have obtained splendid results 
on comparatively small appropriations, and I know well the immense 
possibilities it holds. 


There is no territory in the British Isles in which a national advertiser 
or anyone aiming to become a national advertiser may to-day with 
greater certainty of success try out an advertising campaign. With an 


expenditure of {500 to £1,000, covering a period of four months, such. 


results and experience would be gathered as would predetermine the 
definite success of wider and more costly operations. 


This territory and how to work it successfully 
is a piece of specialised knowledge possessed 
only by myself. If you are considering adver- 
tising plans for increasing sales, let me help you 
to prove your case om this fertile ground now 


A (Kanpe. 


tested. The success is assured. 


Be 


The field is still there ripe 


lof, (anvifordle , 


W. S. CRAWFORD Ltd. Advertisers’ Agents and Consultants 


Craven House, Kingsway, W.C. - " Te'ephone: Regent 5069 
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* Streot posters, too, play an impor- 
tant part in theatrical advertising. A 
wise billing manager will always see 
that he secures a good position for his 
posters. The value of posters lies in 
their position. 

“ As a medium of theatrical adver- 
tising I should place the Sunday pic- 
ture paper very high indeed. A good 
picture of a pretty actress is worth 
a page advertisement in the adver- 
tising columns. 

“ It may seem a strange thing to say, 
but it is nevertheless true, that the 
cheaper the publicity the more valuable 
it is, and the most valuable of all is 
free publicity." 

Few men in London are better quali- 
fied to speak on the subject of theatrical 
advertising than Mr. A. Douglas Hamil- 
ton, the experienced Press manager of 
thetheatres controlled bv Sir Alfred Butt. 


THE ART OF ADVERTISING. 


Mr. Hamilton crystallised the situa- 
tion in an epigram. '' The art of adver- 
tising," he said, “‘is the art of hypno- 
tising. 

** I mean," continued Mr. Hamilton, 
“ that it should be the aim of the adver- 
tiser to appeal to the public sub- 
consciousness. A man must be made to 
feel as familiar with the name of a play 
as he is with the name of a patent 
medicine or of a good whisky. 

"* When a man walks into a public- 
house bar and orders a particular 
brand of whisky, is it because he pre- 
fers that brand to all others ? Not at 
all! The request is almost automatic. 
He has become so familiarised with the 
words ' Dewar's Whisky’ or ‘ Johnny 
Walker '—or whatever it may be—that 
whisky and ‘ Dewar’ or whisky and 
* Walker ' have almost got to be synony- 
mous terms in his mind. The success 
of publicity lies in its cumulative effects. 

"So the theatrical advertisement 
must be ubiquitous if it is to succeed. 
It must confront a man every where—in 
his club, in the hotel where he is stay- 
ing, in the public-house bar where he 
goes to have a drink, in the restaurant 
where he dines. Going out into the 
strect he will see it on thc tops of buses, 
or his attention will be drawn to it by 
means of sandwich boards. 

“ What is technically known as the 


‘throwaway’ is not without its uses. 
*Throwaways, I should perhaps ex- 
plain, are the small circulars that are 
occasionally left on the bars of res- 
taurants, railway station buffets, and 
similar places. They are read by all and 
sundry— often with admirable results. 

* In the vestibules of all the theatres 
controlled by Sir Alfred Butt an adver- 
tisement of one of the other theatres 
under the same control is displayed bv 
illuminated signs. That we find very 
helpful. 

" Attractive posters have their uses. 
The daintier the design the more suc- 
cessful is it likely to be. 

" I had the pleasure of introducing 
to my firm Miss Dolly Tree, a youthful 
and talented artist whose work is now 
in great demand. She is now a member 
of Sir Alfred Butt's staff, and evidence 


. of her genius is to be scen in the posters 


and programme covers of the Gaiety, 
Adelphi, Globe, Queen's, Prince of 
Wales’, Palace and Empire Theatres. 
One of her pictures, designed for the 
Gaiety Theatre, and representing Mlle. 
Régine Flory, has been used exten- 
sively for calendars and magazine, 
chocolate and cigarette-box covers. 

“ Our programmes also contain in- 
teresting details of the history of the 


theatre, and the latest anecdotes of the 


artists appearing therein, written by 
" West Minster,” the nom de guerre of 
Mr. Edgcumbe Brighton. 


VALUE OF THE PICTORIAL PRESS. 


“ Finally, in the pictorial Press the 
theatrical managers have to-day their 
most effective ally. The advent of the 
picture paper opened up a new field 
for theatrical advertisers. It would be 
difficult, indeed, to exaggerate its value. 

“ Both manager and artist owe a 
dcep debt of gratitude to such able 
writers of stage gossip as ' The Ram- 
bler, of The Daily Mirror; ‘ Mr. 
Gossip. of The Daily Sketch; and 
* Quex,’ of The Evening News." 

That, after all, “ the play’s the thing" 
cannot be denied. But even a good play 
may suffer from inadequate advertising, 
and a play of indifferent merit may be 
boomed into popularity if the right 
methods are adopted. 

" Ye Gods!” was not a masterpiece 
of dramatic art, but it owed its success 
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| se n quema p “BAIRD, BELFAST." 
h | rELEGR a = E Telephone: 


1951 (Six Lines). 


Rely on these 


7 Big Guns 


To prepare Ulster 
for your 


ADVERTISING 
CAMPAIGN 


Each covers its own field thoroughly 
Collectively they cover Ulster 


POPULATION: 
BELFAST, 386,947. ULSTER, 1,574,467 


London Offices .. 40-43 Fleet Street, E.C.4 
Telegraphic Address: ‘* UNATTACHED, FLEET, LONDON." 
Telephone: 118 Holborn. 
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to the clever way in which it was adver- 
tised, while the success of *' Inside the 
Lines," one of the most breathless spy 
plays of last year, was unquestionably 
aided by Mr. Bernard Hishin’s capable 
and ingenious methods of advertising. 
Novelty is not always easy to achieve, 
but the dovecote which at the present 
moment adorns the front of the Garrick 
Theatre has proved an effective adver- 
tisement to ** By Pigeon Post." 
Theatrical managers themselves are 
beginning to realise more and more the 


tremendous value of Press advertising. 
Mr. Charles B. Cochran may be regarded 
as a pioneer in at least one form of adver- 
tisement. “C. B. Cochran's Courier ” 
is a column that is as familiar to news- 
paper readers to-day as is the always 
interesting column contributed by ** Cal- 
listhenes ” in furtherance of the business 
interests of Mr. Gordon Selfridge. A 
similar column dealing with the weekly 
attractions at the Palladium has also 
made its appearance of late. 
T. MicHaEL POPE. 


A FLAGRANT CRIB 


ONE OF the most flagrant cribs in 
connection with advertising that has 
ever come under our notice is that 
illustrated on this page. 

The upper illustration shows a draw- 
ing made for Duro publicity by Mr. 
Septimus Scott, but for the particular 


THE ORIGINAL AND THE COPY 


advertisement in question it was decided ` 
to use the child with the box and the 
dog separate from the rest of the 
drawing. It was thus printed in Men's 
Wear. Afterwards the drawing ap- 
peared in The Canadian Men's Wear 
Review to advertise the waterproof 
coats of Messrs. 
Samuel Wener & Co., 
of Montreal, as here 
also shown. It might 
be thought the two 
lower illustrations 
were from the same 
original, but thev are 
in fact taken from the 
two papers just men- 
tioned. 

It is indeed a case 
of a perfect crib. 


There is in Kansas a 
law that prohibits the 
advertising of cigarettes 
for sale in the State. 
A paper published in 
Missouri ran an adver- 
tisement for cigarettes, 
and distributed copies 
of the paper to sub- 
scribers in Kansas, às 
well as sold them on 
news stands and by 
boys. The Attorney -Gene- 
ral of Kansas notified 
the publishers he would 
arrest anyone found 
selling or distributing 
copies of the paper, and 
the publishers have 
asked and been granted 
an order of the Federal 
Court restraining the 
Attorney-General from so 
doing. 
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Copy and Camouflage 


F it was a cynic who said that the gift of language 

was given to conceal thought, it must have been a 

writer of advertising " copy " who gave the cynic his 
cue. For there is a large class of advertising which is 
based on camouflage. It arrests the attention by false 
pretences, and it proceeds to beguile the reader up to the 
very last line—when the purpose is suddenly sprung upon 
him in its naked enormity. 


The psychological effect of this procedure is a debatable point. 
There are some who hold that the public is by nature so gullible 
that it likes to be gulled, and the more cleverly it is gulled the 
better it is pleased. Others incline to the view that even the fool 
resents being made a fool of. 


Incidentally, if the public likes to be gulled, why not present to it the simple 
truth? The truth is often so strange, and in advertisements perhaps so 
unexpected, that it may be assumed to take in all the virtues of camouflage in the 
eyes of the suspicious, while to the gullible the disco-ery that it is the truth after 
ali has the charm of the most un-looked for surprise. 


But the plain fact of the matter is that camouflage has no more rightful a place in 
advertising than deceit has in the relations between friends. The intention of 
camouflage is t» deceive the enemy, and is it wise for the advertiser, seeking 
business, to approach his public as he would an enemy—with stealthy steps and 
an armoury of "spoof"? The public, so stalked, is not brcdiposed to 
confidenc:, and confidence is the first step towards business. 


The elements of good copy—the copy that really tells— may be summed up in 
three sentences :— 


(1) Jt goes straight to the point at once. The headline may be the only 
one at is read, and if the point is not there it may never be reached 
at all. 


(2) It states the case simply, clearly, and in the femest possible words. 
We live in a hurry, and to disentangle the thing that matters from a 
labyrinthine conglomeration of superfluous circumlocution is not 
worth while. 


(3) It tells the truth, To do otherwise is to make of every respondent a 
dissatisfied detractor. 


Copy written on these lines may sometim:s fail to “ hit the mark " in professional 
advertising phrase, but it will seldom fail to.bring business. Which is better ? 


Greenly's copy department is at the disposal of all business firms. 
Quotations will be given for any description of written 
matter for business propaganda—Circulars, Booklets, Letters, 
Advertisements. 
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TRAFALGAR SQUARE TRANSFORMED 


A—Camouflaged Hut for Investors, B—Ruined Church concealing Gordon Statue. C—Ruined Mill con- 


cealing West Fountain. 
ing Lamp-Post. 


F—Broken Tree concealing Lamp-Post. 


D— Ruined Farmhouse concealing East Fountain. E—Observation Post conceal- 


G— Entrance to Ingoing Trench for Investors. 


H—Exit from Outgoing Trench for Investors. 


A NEW WAR BOND CAMPAIGN 
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Front Line Trenches 


NEXT MONTH, from October 7th to 
October 12th. Trafalgar Square will be 
transformed to resemble a section of the 
front line, with trenches, dug-outs, big 
guns and ruined buildings, in fact the 
likeness to the real thing will be re- 
markable. 

This is the latest phase of the adver- 
tising enterprise of the National War 
Savings Committee, who are planning 
a great campaign to be held in October 
for the promotion of the sale of war 
certificates and war bonds. The idea 
of transporting, as it were, a section of 
that battle front on which all our hopes 
and thoughts are centred into the 
very heart of London is the latest ef the 
many original and effective selling 
stunts which have emanated from the 
headquarters of the War Savings Com- 
mittee. 

In this War Savings Campaign guns 
will take the place of tanks, and the 
slogan of the campaign is to be ** Feed 
the guns with War Bonds and help to 
end the war." 

The planning of the conversion cf 


in Trafalgar Square 


the Square into a section of the front 
was no easy task, for the fountains and 
the statues were scrious impediments. 
They could hardly be taken away, so 
the designers had to devise means to 
conceal them, and this has been very 
cleverly done. To transform the Nel- 
son monument was an impossible task, 
so the southern side of the Square will 
be left as it is, but the whole of the 
northern portion is to be transfigured. 
The Gordon statue will be covered over 
by a ruined church; a farm-house, 
equally dilapidated, will conceal the 
east fountain, and very real broken 
trees will hidelamp-posts. The Camou- 
flage School at Hyde Park will have an 
excellent opportunity of showing what 
the students can do, for a great part of 
the transformation will be their work ; 
and not the least interesting feature of 
the scheme will be this demonstration 
of what camouflage really can effect. 
The trenches will be built up with 
sandbags, and canvas cleverly disguised 
will be largely used for the rest of the 
work. The enterprise will really be 
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“THE LARGEST SALE 


ONLY ONE MORNING PAPER IN THE NORTH-EAST 
AREA OAN TRUTHFULLY OLAIM THIS PRE-EMINENOE. 
THAT PAPER IS 


3 
(|:GE DAILY NET CIRCULATION. 


[COPY.] 85, Northgate, Darlington, 

Messrs. North Stir Newspaper. Ltd.. 27th August, 1918. 
Darlington. 

Dear Sirs, 

We have ex : mined your Books for the four weeks ending 
24th August, 1918, and certify the average net daily circulation 
of the " NORTH STAR,” after deducting all voucher copies and 
unsold papers at the Head Office and Branch Offices, fo be 

69,785 


(Sixty-nine thousand, seven hundred and eighty-five). 
We also certify that the net circulation on Wednesday, 21st 


August, 1918, was 
69,904 
after deducting all voucher copes and unsold papers. 
Yours faithfully, 
(Signed) W. B. PEAT 8 CO., 


Chartered Accountants, London, Darlington, etc. 


The above Certificate by the eminent firm of Messrs. W. B. Peat & Co., whose reputation 
is world-wide, fully bears out the statement of the“ NORTH STAR” that its sale is from 
8,000 to 10,000 copies more PER DAY than that of the “ Northern Echo." 


That journal has stated its average daily üle at 60,546, and on Wednesday, August 21st 
announced “ Larges: sale of any morning paper published between Leeds and Glasgow." The 
certificate of Messrs. W. B. Peat & Co., shows the actual sale of the ‘NORTH STAR" 
on that date was 


Tne figures for the past twelve months, if tested, would show a similar ja f The 


"NORTH STAR” has offered to agree to an examination of its books by an approved leading 
firm of Accountants experienced in newspaper books and accountancy, if the * Northern Echo ” 
will abandon the objection it has always evinced and submit its books also to such an examination, 
but this offer has not been taken up, though two weeks have passed since it was issued. 
That fact speaks for itself. 


THE “NORTH STAR 


HAS NO RIVAL IN OIROULATION AND IN INFLUENCE OR AS 
AN ADVERTISING MEDIUM IN ITS EXTENSIVE, PROSPEROUS, 
AND DENSELY-POPULATED AREA. 
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extremely instructive. Right along the 
north side of the Square will be 300 ft. 
of appropriate “back-cloth,” painted 
by Mr. Bert Thomas. The other sides 
of the Square will be left open. Further- 
more, it is satisfactory to know that 
the cost will be very small, forthe Army 
will supply practically all the labour and 
the guns, while several private firms 
will help in different ways. The guns 
will have seen service, and will include 
a 92 howitzer and a 3-inch anti- 
aircraft. 

Our illustration gives a general idea 
of the appearance of the Square as 
transformed, and investors in war stock 


will walk through the “trenches,” 
making a tour of the “ front." 

Guns will be the focussing point of 
the whole campaign, which will not be 
confined to London, for it is proposed 
to take big guns through the country 
by road, and as they will be drawn by 
caterpillars it is certain they will at- 
tract attention. In the larger towns it 
is intended to lay out representations 
of the front lines similar to what is to 
be done in Trafalgar Square, and of 
these the guns will be the central 
feature. A big campaign of Press 
publicity with posters will also be 
resorted to for London and the country. 


CORRESPONDENCE 


The Return to Civil Life. 
Editor, THE ADVERTISING WORLD. 


Sin,—As there is no doubt that the 
war has played havoc in the ranks of 
the most promising of the younger 
generation of advertising men, would it 
not be to the interests of advertising 
' as a whole to make some effort to retain 
those of the more fortunate who will 
return, and who desire to come back to 
the profession they adopted before the 
outbreak of the war ? 

There must be a number of young 
fellows who, prior to hostilities, were 
just beginning to make headway, and 
who had been exerting all their energies 


to gain a secure footing in the world of , 


advertising. In all probability they 
were well on the way to success when 
they either abandoned their positions 
to enlist or were temporarily thrown 
out owing to a “closing down." Some 
will no doubt have their positions open 
for them on their return, but others 
are not so fortunatcly placed. 

In my own case, for instance, I had 
been in the advertising profession for 
three years before the war, and was 
beginning to ‘make good," when 
August 4th, 1914, came and put a 
full-stop to my ambitions pro tem. I 
hope in the near future to take up a 
fresh paragraph, but shall have to find 
somewhere to commence, as my last 
employer had to abandon his business. 

There are probably many more men 
similarly placed, and these will need a 
helping hand on returning to civil life. 


Could not THE ADVERTISING WORLD 
step into the breach and have a “ wait- 
ing list" ready for immediate action 
on the Day of Peace?” I know your 
“ Professional Bureau,” but it is mainly 
for present needs, whereas this suggested 
list is available for future use. There is 
certain to be a lively activity in adver- 
tising directly Peace is on us, therefore 
no time should be lost in filling those 
depleted ranks, and putting employers 
in touch with prospective employes. 

THE ADVERTISING WORLD is in a 
unique position to *‘ place" men, or 
put employers on their track after the 
war, or even before the end, and a list 
of men who are at present serving in the 
field, and have no situations to which 
to return, could be obtained through 
THE ADVERTISING WORLD pages. 

Your Bureau was instrumental in 
obtaining me my last position, and I 
hope at no distant date further to 
avail myself of your excellent and ready 
service. I should feel happier with 
some definite prospect to look forward 
to, instead of the knowledge that I 
must make a search for a “ sit " on my 
return to England. 

I would like to add that the arrival 
of THE ADVERTISING WORLD constitutes 
one of my greatest and strongest links 
with home, and each new issue only 
intensifies my longing to get back to 
the “ads.” once more. 

Yours faithfully, 
W. M. WoopnGATE. 
Sapper, R.E., 
Sinai, E.E.F. 
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Quality Sells 


EACE comes nearer every day and with 
it great battles which have to be fought for 
supremacy of British Industry. Formulate your 
plans now, that when the day arrives you 
can execute them with prompt determination. 
Rotary Photographic Reproductions are far 
superior to any others, and sell for higher prices 
because they are worth more—this represents 
a real opportunity to increase your profits— 
to build a larger business — and to please 
. your customers. 


ROTARY 


PHOTOGRAPHIC 
COMPANY (1917) LTD. 


(Directors: A. E. Parke and C. F. S. Rothwell) 


London Office & Showrooms : Head Offce and Factories : 
9 FINSBURY SQUARE, E.C2 WEST DRAYTON, MIDDLESEX 


GUARANTEE OF 
BRITISH EXCELLENCE 


THE ADVERTISING WORLD _ September, 1918 


IN THE PROVINCES 
CSN larU a 


What Advertisers and Advertising Men are doing in 


Provincial Centres—from the Special Correspondents of 
“The Advertising World.” 


Dublin. 


The Council of the Irish Advertising Associa- 
tion met in Dublin early this month to make 
arrangements for the spring session. Satis- 
faction was expressed at the headway already 
made and the interest aroused in Irish adver- 
tising circles. A discussion was initiated as 
to the title for the organisation, and it was 
agreed that the organisation be known as 
The Irish Association of Advertising Men. 
It was decided to inaugurate the Association's 
first session with a soirée, to be held in the 
Gresham Hotel, Dublin, on October 3rd. 
Mr. E. H. Andrews, J.P., President of the 
Dublin Chamber of Commerce, has been 
invited to occupy the chair. It is the desire 
of the committee that the newly formed 
Association should be thoroughly  repre- 
sentative of Irish advertising interests in 
general. 

During the past month a great volume of 
Press and general publicity was placed in 
connection with the Irish Recruiting Campaign. 
An interesting series of quarter double-column 
* reader " displays was a feature of the cam- 
paign. The text matter was snappy and 
smartly phrased, with a complete absence of 
the conventional **appeal" to recruits. A 
number of big-space illustrated advertisements 
were also comprised in the general scheme, 
and related specifically to the Royal Air Force. 
The Irish Press was fully covered. The entire 
eampaign was handled by Messrs. Kenny's 
Advertising Agency. 

Messrs. A. & B. Taxis, Ltd., marked the 
giving up of their garage at Portobello Har- 
bour, Dublin, by 8 special advertising cam- 
paign in the Dublin daily Press. The Irish 
Air Board requisitioned the Company's 
premises, and the moving to & new garage 
and depot was made the occasion of a 
big volume of extra advertising. Quite an 
elaborate display was made. Mr. J. B. 
Wavte, the managing director, has set the 
standard in the Irish Press in the booming 
of public taxi service advertising. Messrs. 
MceConnell's Advertising Service control the 
publicitv arrangements for Messrs. A. & B. 
Taxis, Ltd. 


Glasgow. 


Quite & spate of advertising fell to the 
Glasgow papers during the British Industries 
Fair, which was held in Glasgow last month. 
It was fortunate for the newspapers that 
the paper situation eased somewhat about 
that time, allowing them to accommodate 
many announcements that otherwise would 
have been crushed out. 

Some little criticism was levelled at the 
general sameness of the stalls in the exhibition. 
We believe one of the regulations was that 


the stalls had to be of a uniform style, and 
that the lettering of the holders’ names and 
businesses was also confined within rigid 
limits. The effect was one of sameness. Had 
a little latitude been allowed the holders, 
a more interesting, and certainly more effective, 
display would have resulted. 

The Official advertising of the exhibition 
calls for little or no comment. It was the usual 
public notice, small space, stilted variety, 
with which we are only too well acquainted. 

Mr. D.C. Cuthbertson was on a visit to his old 
haunts lately, and looked up quite a number of 
friends. I understand he has now been claimed 
from the Army for national service with the 
War Savings Committee. 

Messrs. Muir & Sons, jewellers and silver- 
smiths in Glasgow, have come into the adver- 
tising field. They are using single-column 
spaces in the chief morning and evening papers, 
some of the weeklies and monthlies. The copy 
generally occupies 6 in. single column. Par- 
ticular regard has been given to the choice of 
types, borders, and layouts. The preparing 
and placing of the advertisements is in the 
hands of the Howat Advertising Service. 

Another new jewellery advertiser is Mr. 
James Weir, Buchanan Street, Glasgow. This 
firm is using double-column space to advertise 
* The Log Watch " and * The Black Watch." 
The display used is quite striking and should 
be productive of good results. I understand 
a London agency is responsible for the preparing 
of this copy. 

Mr. Bert Thomas has drawn a very striking 
and effective picture of a sailor on board 
ship. The picture is being used by the Veda 
Bread people, and the attention secured is 
remarkable. 

Congratulations are due to Mr. Bryce. 
Morrison, the advertising manager of The 
Bulletin. Mr. Morrison celebrated the thou- 
sandth number of his paper by inserting an 
intimation in the births column of the arrival 
of a son. 


Sheffield. 


The Sheffield Chamber of Commerce and 
Manufactures has just started a monthly 
journal to chronicle its own doings and to 
publish other matter of interest to its members. 
Pride of place in the first issue was given to 
an article on * The Value of Advertising in 
Commerce," by Mr. Walter N. Myers, of The 
Sheffield Telegraph. . i 

The Sheflicld Development Committee are 
displaying considerable activity in their 
efforts to promote the industrial development 
of the district after the war, and with that end 
in view have inserted a four-page supplement 
in The Empire Mail. They invite the asso- 
ciation of local manufacturers in this scheme 
of community advertising. 


Cover of 

* COLOUR," Jan. 1915, 

by Ethel Wright, with other colour-plate 
reproductions by G. F. Kelly, F. D. Wallenn, A. S. Eadie, Frank Potter, 


Cecil King, Rowley Leggett, R. E. Higgins, Verpilleux, H. Brodzky, 
Byam Shaw, and others. 


The Most Fascinating 
Magazine in the World 


15,000 
Monthly 


M onthly 


The Goupil Gallery, 
5 Regent Street, 
S.W. 
December 10, 1917. 


THE EDITOR, 
“ COLOUR.” 


DEAR SIR, 

We feel sure that it will be 
of interest to you to know that the 
reproduction you made of one of 
the works of art exhibited in our 
Gallery has led to our selling the 
original to a provincial client, 

May we send you our best wishes 
for the largest circulation possible 
of “ Colour,” 


Yours faithfully, 
(Signed) 
WILLIAM MARCHANT & CO, 


great termini, and in the windows of the booksellers’ shops, a book 

of irresistible fascination, glorying in a picture-cover that is a 
triumph of artistic production. The name of the book is “COLOUR ” 
Magazine. 

Every month ‘‘Colour’’ is bought and read from beginning to end 
by fifteen thousand readers; and they pass it on to others with the 
certain knowledge that they also will read it from cover to cover. 

Why ? 

And what ts ''Colour '' Magazine ? 

'Colour'' is the creator of an atmosphere; an atmosphere that 
appeals to the sane, sound, educated. discriminating public—to the 
people who have money to spend and who know how to spend it wiselv. 

Each advertisement in '' Colour'' borrows something of the ‘‘Colour’’ 
lure—something of its uniqueness of appeal, of its individual prominence ; 
so that an advertisement in its pages arrests the eye of the prospective 
buyer, captures his imagination. In a word, it lives in his memory 
until the day when the article advertised becomes a necessity to him 
by virtue of the psychological insistence of its appeal. 

'"Colour'' is not a high-brow, futurist journal for the delectation of 
the crank ; nor does it even claim to cater for the fastidious connoisseur. 
It is not a cold and isolated classic, nor is it devoted to any particular 
school. But there is warmth and glow in its pages that satisfies a far 
wider demand, that gives ''Colour'' a place in the homes of thousands 
of the right people; people who welcome the presentation of modern 
artistic achievement in a manner that ignores alike the prejudices of 
the few and the clamour of the multitude. 


F ereat month sees prominently displayed upon the bookstalls of the 


The Most Fascinating < 


' COLOUR” is published the first week of each month, price 1/6 ne 
Neutral Countries. Cloth bound Volumes of *' iiia i ey 
ols. I. to VIL: 


The above picture, by Frank Brangwyn, A.R.A.,in colours, reproduced i » 
17 ins. by 7 ins., on mount size 24 ins. by r5 ins., can be obtained > 
10/6 each, ps 


=", 


Advertisements in 

2, 3 or 4 Colours. 
K dh 
Back Cover - - 30 0 0 
Inside Pages - 25 0 0 
Half Page - - 1310 O0 
Third Page (one d 
Columna) - - 910 0 i 


Quarter Page 
(minimum space) 710 0, 


-.w & a 


for colour fe. 
and white, 20th. No position « 
being at all times given to adve, 
of column is 2] inches; dey 
allowed for making three-col: 
further particulars apply to .:- 


AD VER Lio E MEN 
16 Regent Street > 


Magazine in the World 


et. Can be sent by post to any part of the British Empire and all 
:amiming 6 issues), price from 10/- to £1 each, according to date. 
I]. mow ready. 


Monthly 


Manchester Road, 
Bury. 
Tue EDITOR, Jan. 10, 1918, 
*"CoLoun."' 


DEAR SIR, 

I shall Le glad if you can give 
me the prices, if on sale, and the 
sizes of the following pictures which 
have appeared from time to time 
in *' Colour." 

“The Water Mill" by David 
Muirhead, November, 1917. “ Rho- 
Jodendrons," by Louis Sargent, 
February, 1916. * Crocklehurst 
Lane, Cold Harbour," by Lucien 
Pissarro, June, 1917. *''Pine Tree- 
Cape of Antibes," by Claude Monet, 
April, 1917. 

I should be obliged also if you 
could tell me where the above 
pictures could be seen. 


Yours truly, 
(Signed) P. D 


n the May issue of “‘ COLOUR,” 1915. Proofs of this picture, measuring 
| from the office of ** COLOUR," 16 Regent Street, London, S.W.1., 
post paid. 


Both in the manner and the matter of its production, ''Colour " 
Magazine obviously achieves a permanence of appeal unrivalled by more 
ordinary periodicals whose pages mark no epoch, chronicle no form of 
growth, in the world of art. 

‘“Colour’’ has the strength and charm of artistic sequence, of editoria! 
concentration upon a definite object, which converts the casual purchaser 
into the regular subscriber. 


Advertisements in Black 
and White. 


$. 4. 
Full Page - - A 0 0 And yet, in spite of this connecting link of artistic purpose running 
Half Page - - 10 0 0 through the volumes month by month, each issue is in itself a complete 
Third Page (one art manual, a book that finds a congenial atmosphere in the boudoir or 
ewe Sas x the drawing-room as well as in the study. 
Hau vege: = ee Buyers of ‘‘Colour’’ believe in it, are proud of it, and leave it ‘‘lying 
Eighth Page - 210 0 around." 


Per Single Column 
Inch (3 Column 
to Page) - - 015 O0 


Knowing it to be the only authentic record of modern colour repro- 
duction, subscribers to ‘‘Colour’’ see that their favourite journal is 
kept and bound. 

Hence the indisputable PERMANENCE of its appeal. 

No special effort has been made to ''push'" COLOUR. It has 
literally created a place for itself in modern journalism, a place that 
increases in influence with every month that passes, and widens the 
area of its appeal. 

On the foundation-stone of sheer merit, ‘‘Colour’’ stands to-day— 
a live, representative journal of modern art that affords a unique and 
enduring medium to discriminating advertisers anxious to reach an 
equally discriminating public. 

Twenty pounds spent on a page in ‘‘Colour’’ will be a revelation 
to you in ‘‘quality’’ advertising ; while for twenty-five pounds per page 
your advertisement, in colours, will share the irresistible *' colour ” appeal 
of that magnetic journal, and leave a proportionately accentuated impress 
on the minds of vour readers. 


ages, r5th of month; black 
*an be guaranteed, preference 
"rtisernents in colours. Width 
pth ro inches. Usual time 
ur blocks is ten days. For 


WT MANAGER 
> London, S.W.1 


| Loves Pictures 


The Most Fascinating Publication in the W orld 


By GERALD MOIRA. 


A JULY DAY. 


And as one of the most artistic productions in the world it probably has a 
greater influence upon discriminating people with money to spend on quality 
goods than any other publication. 

From all parts of the United Kingdom and from America the proprietors of 
* Colour " are constantly receiving inquiries in reference to pictures and other 
works of art which have been reproduced in its pages, and numerous sales 


are effected by these means alone every month. The 
The two letters printed inside this folder are representative of scores which fairl, 
may be seen at the offices of ‘‘ Colour.” -frien 


** Colour ” sells other people's goods—it can sell yours. 


MENPES PRESS, E 


WATFORD. 
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BUSINESS GOING OUT 
De NH HK 


Messrs. Richard Haworth & Co., Manchester, 
are now advertising their * Spero" cotton 
goods. "The business is being placed direct. 


Messrs. Mather & Crowther have been 
entrusted with the advertising of a new 
brand of sardines, the ** Obavo,” on behalf of 
the proprictors, Messrs. Field & Co., 40 and 42, 
King William Street, E.C. Both the dailies 
and theillustrated weeklies are being used. 


The Merchant Seamen's League placed 
direct the advertising of their appeal to seamen 
and soldiers to boycott Germany. 


Messrs. Norman Wright, Ltd., are doing 
the advertising for ** The Bective " Shoe. 


The advertising of Flapper Sardines has 
been entrusted to Messrs. Osborne-Peacock. 
The monthly magazines have been largely 
used for this purpose. 

The publicity campaign of the National 
Party urging the return of parliamentary 


candidates pledged to intem enemy aliens 
has been entrusted to the P. C. Burton 
Agency. 

Messrs. William Hollins & Co., Newgate 
Street, E.C., manufacturers of ** Vivella ” 
and * Aza," are placing on the market a new 
material for shirts, blouses, and underwear 
which they call *'Clvdella.," They have 
entrusted the advertising campaign to Messrs. 
Muller, Blatchly & Co. The advertising is 
confined chiefly to the ladies’ and *' home ” 
papers but the dailie$ are being used to a 
small extent. 

The advertising of the issue of new capital 
by the Grand Trunk Railway of Canada was 
placed by Messrs. Geo. Street. 

The King's Fund for Disabled Officers and 
Men has been widely advertised of late in con- 
nection with the appeal for £3,000,000 The 
campaign was entrusted to Messrs. Smith's 
Advertising Agency, 100, Fleet Street. 


The Coal Mines Department of the Board 
of Trade has been taking large spaces in the 
papers to urge the importance 0f economy 
in the consumption of coal and light. The 
advertising was placed through Messrs. S. H. 
Benson. 


A Conference on ** Interim Industrial Recon- 


struction Committees " will be held under the 
auspices of the Industrial Reconstruction 
Council on October 8th, at 6, in the Hall of the 
Institute of Journalists, Tudor Street, E.C. 
The subject will be introduced by Mr. W. 
Henderson Pringle of the Ministry of Recon- 
struction. 


is the paper you read 


—when you can get it! 


eo fees 


On the evidence of your 

^ own eyes its overwhelming - 
. popularity is obvious in 
the Homes—in the Clubs 
— in Hotels — in  'Bus, 
Tram, Tube ! 
When you cannot obtain 
your copy it is because the 
newsagents' rationed supply 
is sold out. 


They a// sell out— we cannot print enough ! Just as we endeavour 
fairly to ration the newsagents so do we try to givea// our advertising 
friends space. As a matter of interest to advertising circles we may mention that 
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OVERSEAS ADVERTISING 
CEDA 


Australia. 

A Sydney correspondent writes : “ It may 
interest you to know that many English 
houses have established large manufactories 
here since the outbreak otf war. Some ten 
million pounds sterling have been expended 
on machinery, sites and buildings, etc. Pub- 
licity campaigns have and will be lct loose 
covering many thousands of pounds sterling, 
and in every instance the whole of these 
appropriations are handled on the spot by 
local agents. : 

.  " A careful analysis of the market goes to 
prove that English and American advertising 
methods do not fit the conditions ruling here. 
The Australian is & very casual sort of being, 
and the appeal must be made in a manner 
entirely different from the overseas methcd. 

“ Advertising rates in the local dailies have 
increased from 25 per cent. to 100 per cent. 
during the past few years. With all due 
respect to the advertising men in the Mother. 
land and to our cousins across the Pacific, the 
writer believes that the advertising man on 
this side is getting a greater punch in his daily 
newspaper advertisements than his English 
or American confière. 

“ This sounds mighty big talk coming from 
this side of the world, but you have only to 
compare local display advertisements with 
those appearing in the London and New York 
dailies to see that my contention is based upon 


fact." 
U.S.A. 


A valuable résumé of the advertising posi- 
tion in the United States in the first half of 


1918 is published in a recent issue of The 
Advertising Age of Chicago. Our contem- 
porary observes that as far as the figures 
supplied by & number of publishers permit 
of an opinion, newspaper advertising in general 
has in the first half of 1918, as compared with 
the same period of 1917, experienced a small 
decline. The Age observes however, ‘ the 
entire showing is another evidence of the 
strong hold our newspapers have on the business 
world, which has learned that newspaper 
advertising is the most rapid and cheapest 
way to address the masses and to sell goods. 
When all the drawbacks to advertising 
activities during the first half of the current 
year are contemplated, the entire showing 
must appear satisfactory, and is far from 
being an indication that newspaper advertising 
has suffered.” 

Heatless days and railroad congestion had 
militated against business, and there were 
other adverse conditions, including an advance 
in advertising rates. 

The Advertising Age is Of opinion that 
" Unless set-backs -unforescen at present 
should take place, newspaper advertising in 
the second half of this year should again 
assume its ascendency as the great factor in 
the economic life of our nation and the rapid 
development of industry and commerce." 

The first half of 1915 was one of the best 
periods for classified advertising, vet a number 
of papers were able to show in the first half of 
1918 appreciable gains over the same period 
of 1915. An adverse effect on the volume of 
classified advertising was the stagnation in the 
real estate business. 


ADVERTISING BEHIND THE LINES 


ONE OF our staff who is now on leave from 
active service in France has been telling us of 
the keen commercial spirit existing in the 
small towns behind the * line," which are the 
nearest source of supply to the troops actively 
engaged in the front line. ‘These small markets 
“carry on" in spite of frequent hostile 
shelling and bombing, and the particular one 
he described has been occupied bv our troops 
since 1914, until recent days when the military 
situation compelled evacuation, 

The average French and Belgian civilian 
has a very keen sense of business, and large 
shops are often controlled by women, or even 
girls, who in the absence of their men-folk en- 
deavour to supply the troops with the various 
gifts, necessities, and luxuries, demanded by 
the officers and men of the Allied armies. 

The question of advertising naturally pre- 
sented itself, and we learnt something of the 
initiative shown in that direction by Sapper 
H. B. Hicks, formerly a member of our staff, 
who at present is with the R.B.’s. He saw 
openings for doing an advertising business, und 
canvassed the shopkeepers, suggesting to 


them rough ideas in French and English, ap- 
pealing to the Allies for their patronage and 
custom. These ideas were eventually executed 
in colours, and orders for more were speedily 
obtained and fulfilled in spare time. 

The question of language was the biggest 
diflieultv, but the provision of a pleasing 
sketch and smart headline with a minimum 
of “straight " copy got over this difficulty. 
The advertisers were well pleased with the 
idcas and goodwill established by the invita- 
tion, suggested in a striking showcard, obvi- 
ously English, drawing attention to the 
quality, style, and service of the goods dis- 
plaved. 

This little sidelight on advertising gives an 
idea of the business acumen evident under 
trving conditions, for olten the sketches, 
copy, and the whole transaction were arranged 
and executed ir the intervals of hostile 
shelling. What was purely an experiment 
proved to be a want supplied, and a sub- 
stantial, paying, spare-time occupation, besides 
being a great. improvement on the crude 
methods employed previouslv. 
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Att the moment 


limited space is available 
in the 


CHRISTMAS NUMBER 
of the 


WINDSOR 


MAGA ZAIN IE 


and succeeding issues; and as 
orders are accepted in strict 
rotation, may we suggest that 
you send us your instructions 
as quickly as possible to prevent 
disappointment ? 


Rate £38 per page and pro rata 


Phone or Write :— Advertisement Manager 
WINDSOR MAGAZINE 
Warwick House, Salisbury Sq. 
City 8650 LONDON, E.C.4 
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SUBSCRIBERS’ ADVERTISING 
GH 


a flat background of different shades, 
a pleasant note of variety being thus 
imparted. The background is cut away 
to show the text matter in white, and 
very pretty lettering it is too. Considerable 
liberties have been taken with the familiar 
nursery rhymes to make them serve their 
purpose, but this they do quite effectively. 
The book is tumed out in first-rate style, 
and will be very popular with the *' kiddies ” 
into whose hands it may fall, while the 
mothers will be attracted bv it too. 


THE ALLIANCE ADVERTISING ASSO- 
CIATION, Cawnpore, send us several 
specimens of advertisements they have 
prepared for the Indian press. The subjects 
cover a wide range—including woollen 
goods, petrol, electric lamps, cotton goods, 
and cigarettes. Considerable variety is 
shown in the lay-out of the advertisements, 
and they present a workmanlike appearance. 
The text matter is informative, and should 
prove of selling value, though perhaps *the 
appeal might be made rather more com- 
pelling. 

THE CHARLES HAINES ADVERTISING 
AGENCY, Wellington, New Zealand, send 

— us a budget of specimens of their work for 

QUITE — BUSINESSLIKE various firms, and we can congratulate them 


THE BRITISH  ZONOPHONE 
CO., Haves. Middlesex, send us 
examples of their recent adver- 
tising which hay been appearing LL 
in the London and provincial MS n - A ^ Nationa’ Nesessiny Te 
newspapers. These advertise- RY DA 5 p 
ments have been = grouped DAR p n - 
together, as our illustrations 
show, and supplied as window 
bills to dealers. The bills are 
printed in black, with borders rca Abr MENSUEL 
and type at head and foot in — A m o tegen - 
red. The composite group is ray 2 TS 
interesting, because it shows the 
great variety of display which 
has been introduced by the 
advertising manager, Mr. II. 
Frederick Keen. It certainly 
makes effective publicity matter. 


GLAXO, 155 Great Portland 
Street, W., forward us a copy of 
their Glaxo Nursery - Rhyme 
Book, pictured by Miss Mabel 
Lucie Attwell. The booklet is 
bound in a cover of pale stone 
blue, with title harmoniously 
printed in two colours, and the 
overlapping cover tucks in 
through a slit in the back. 
Finish is given to this very 
tasteful arrangement bv a 
fastening of gold cord in lieu of 
the more commonplace stitching. 
The illustrations are drawn with 
the artist's accustomed skill 


and charm and are printed on SOME FURTHER SPECIMENS OF 
white paper in colours against : ZONOPHONE ADVERTISING :: 
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have appeared c the Landen and Prowinssal Newepapers 
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COLLAPSIBLE CASE 


A revolutionary. economy in the trans- 


port of goods by 


Business men will quickly realise the advantages of 
the Delecta Collapsible Case over the old, carelessly 
put together “ packing case " which was as a rule, 
used only once. and then scrapped for iréwood. 
With increasing cost and scarcity of timber, owing 
t» National requirements, the use of the wasteful 
"onuce-used" packing case becomes economically 
disastrous. 


Since the inception of the Delecta Collapsible Case 
it has been used with ever-increasing satisfaction to 
all concerned for the transport of foodstuffs to our 
armies in the field; and it has also been adopted by 
the Railways Executive Ccmmittee. 


Its initial expense is more than made good after 
a few weeks’ use; the case is guaranteed to with- 
stand any amount of knocking about irrespective 
of the times it may be handled; and will be found 
souud and serviceable after it has been dispatched 
full of goods and returned empty again and again 


ESTIMATES 
SUPPLIED FOR 
LARGE OR SMALL 
QUANTITIES. 


- 


\ 
1S 
a STANDARD CASE. 


rail, road or sea. 


The weight of the standard Case is thirty pounds, 
Its inside measurements are : Length, 22 in-. ; width. 
l8ius.; cepth. l6j ins. The thickness of the wood 
used for top and bottom is Jin, ; for the ends 1 in. 
The lid and bottom are streugthened by hoop iron 
round the extreme edges ; and there are two bindings 
of annealed wire 3-10 in. thick. 


The depth of the Case when collapsed 1s 6 inches. 
The outside measurement when madc up is 174inches, 
So that seven collapsed cases take up the space ot 
two made-up cases. With larger cases the economy 
of space, when dismantled, is greater. 

A novice can assemble or dismantle a Delecta Casein 20 
secs. Over 3.0. () cases of standard size can bestored ina 
room 20ft. square, thereby conserving warehouse space. 
The Case is British made ot seasoned British timber, 
the best material for the purpose. 


Every section is standardised and therefore inte'- 
changeable with any other case of the same dimensions 
This ensures additional economy. 


THIS PRICE 


FOR. THE 
WEIGHT 30 LBS 


EACH. 


WE ALSO MAKE A LIGHTER CRATE ON SAME 


RETURNED EMPTY. 


LINES, 


FOR FURTHER PARTICULARS AND ILLUSTRATED BOOKLET, WRITE 
THE WATFORD MFG. CO, 


DELECTA SAW MILLS, 
DELECTALAND, WATFORD. 


Telephone: Watford 647-8. 


LTD., 


CAN BE USED 
OVER & OVER 


Telegrams: “ Delecta, Watford.” 
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thereon. All the examples save one were 
designed for use in newspapers, and naturally 
they do not all, in our opinion, come up to 
quite the same high standard, but the 
general level attained is distinctly good. 
In those advertisements which are large 
enough to permit of the use of display 
much taste has been shown in the lay-out 
and also in the very happy choice of type. 
About several of the advertisements there is 
a simplicity in design and a directness of 
statement that please us, and that we 
think would make strong appeal to possible 
buyers. The lay-out man has shown that 
he knows how to make effective use of plain 
rules. It strikes us as a little curious that 
in one good looking advertisement of a 
wrist watch reference is made to the advan- 
tage of the trellis protector, whereas the 
illustration shows the watch without it. 
The text matter in the majority of instances 
seems to us to consist of good selling 
talk. \ 


MESSRS. CLAYTON & CO., Huddersfield, 
makers of the Karrier cars, forward us a 
copy of their Spare Part List. The feature 
of it is that the list is indexed and the 
various sections deal with the different parts 
of the cars, everv illustration being clear and 
accurate as regards technical detail and 
easily recognised. The numbers, together 
with their corresponding descriptions, are 
arranged in column form on pages facing the 
illustrations to which they refer. When 
ordering, all that is necessary is to quote the 
number of the part. Another useful feature 
is the complete numerical index placed at 
the back of the list. The booklet is an 
extremely workmanlike production, turned 
out in the best stvle. 

Another specimen of the advertising 
which comes from Messrs. Clayton is a 
booklet, 114 inches high by 8 wide, a really 
fine piece of printing, with cover in two 
colours and white lettering, printed on a 
brown paper. The line and half tone 
illustrations are alike admirable, the latter 
being effectively set off by the flat colour 
backgrounds. We suggest, however, that 
something in the nature of a heading block 
or title for the first page would have been an 
improvement. As it is the brochure looks 
as if the first page were missing. 

Messrs. Clayton & Co. also send us a very 
well printed leaflet for the use of visitors to 
the Karricr works. 


THE BROADWEST FILMS LTD., 175, 


Wardour Street, send us an attractively 
produced booklet descriptive of the business 
since its establishment just before the out- 
break of war. The story of the development 
of the firm by Messrs. Broadbridge & West. 
is simply told, with an entire absence of all 
* hot air," and is the more convincing on 
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that account. Several illustrations are 
introduced of scenes from successful Broad- 
west films. The booklet, which runs to 
twelve pages, measures 4} inches by 8. It 
would have been an improvement if 
the margins round the type had been 
wider. i 


THE WESTON CO., Chamber of Commerce 


Buildings, Sydney, N.S.W., send us a 
booklet they have issued, entitled ** Confi- 
dence." It is described as “a chapter 
devoted to the creative power of well- 
planned advertising, together with some 
illustrations showing how it has been 
applied,” and it is intended‘ for business 
men who realise the value of specialised 
service.’ The title seems to us very well 
chosen, for a perusal of the brochure will 
certainly inspire in the reader confidence alike 
in the power of advertising and in the ability 
of the Weston Co. to afford them the best 
class of publicity, such publicity in fact as 
will also inspire confidence in the advertisers 
on the part of those who see it. The booklet 
itself is turned out in excellent style. The 
specimens of their advertisements. to which 
it is largely given up, are of a thoroughly 
workmanlike character, and of the best class. 
Some remarks on ‘The Typography of 
Advertising " are eminently sane. 


MESSRS. BARNETT SAMUEL & SONS, 


82-80, Worship Street, E.C., send us a 
capital bit of sales promotion matter which 
they have issued on behalf of the Decca 
gramophone. It takes the form of a neatly 
printed pamphlet—twelve pages with cover 
—and the feature of it is “ The Soldier's 
Story," a brightly and naturally written 
little screed telling how a “ 1 ecca " was an 
absolute boon to soldiers ** fed up " at the 
front. Other tributes to the happiness the 
gramophone has brought are presented. 

Messrs. Barnett Samuel also send us & 
finelv drawn four-colour show card relative 
to the same instrument, representing its 
use in a dug out. It is the work of Michael, 
easily in the very front rank of our war 
illustrators. 


MESSRS. J. ILOTT, Wellington, N.Z., for- 


ward us a series of advertisements which 
they have prepared for Messrs. G. W. 
Wilton Ltd.. proprietors of Sydal, a prepara- 
tion for the hands. Messrs. Ilott were 
limited to four-inch spaces, single column, 
so their opportunities in the matter alike 
of display and text were restricted. The 
scheme of the advertisement in each case is 
substantiallv the same, n drawing in line of 
the * pretty girl" type, quite adeqUately 
done, and a panel of text matter. The 
latter is designed to show the use of Svdal 
under varied conditions. The advertise- 
ments are good looking and effective. 


I must congratulate you on keeping up your magazine to its very high standard 
under no doubt great difficulties. I consider the printing of the paper as excellent, 
and to an advertising man the contents are always interesting._-Mr. T. LIVINGSTONE 
Barty, Advertisement Manager of The Connoisseur. 
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Of ca Bock well 
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EVERY advertising manager, 


sales manager and proprietor 
should secure a copy of this 
interesting informative book just 
off the press. 
Copies will be sent free to those 
occupying executive positions. 


CONTENTS. 


Articles on 
ADVERTISING 
TRADE MARKS 
NAME PLATES 
ADVERTISEMENT 
DESIGNS 
ROLLS OF HONOUR 
PHOTOGRAPHS 
WRITING COPY 
BOOKLETS 
CATALOGUES, ETC. 


TWO” NORFOLK? OFFERS 149 rrtstrations 


n with Four Colour Plates 
Press Advertisement Offer. Name Plate and Trade Mark Offer. ' 
OR Three Guineas we will origi- OR Five Guineas we supply 

F nate the ideas and make pencil a set of pencil sketches of name JA MUN our hundreds of regular 
sketches for a series of about eight plates or trade marks, also finished clients are Three Departments 
advertisements. We will also sug- drawing of the selecced design. of H.M. Government, Blackpool Cor- 
gest headlines and subheadings Our knowledge of the various poration, many of the leading 
wherever necessary. This offer. restrictions in the designing of Engineering Firms, Publishers, News- 
however, does not include finished a trade mark is of particular paper Proprietors, London Stores, Film 
designs. copy, or blocks. These value to an advertiser desirous oduna. aud 2: host of annii bis 


are charged for in accordance of securing a mark that will be A 
witb the amount of work involved. both distinctive and registrable. progressive manufacturers and retailers. 


NORFOLK STUDIO 


Ce HOME of IDEAS for ADVERTISERS 


DESIGNERS & COPYWRITERS 
RACQUET COURT 
FLEET STREET 
LONDON EC.4 
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NOTES ON MEDIA 
ERR 


Tux front page of The Daily Express now pre- 
sents a changed appearance, for the accustomed 
— double column advert- 
isement in the bottom 
right-hand corner has 
been done away with. 
The whole page is, 
therefore, devoted to news. The space given 
up to advertising is now restricted to six col- 
umns per day, and it is intended to keep it at 
this reduced level till opportunity arrives -for 
the extension of the size of the paper. In 
making these announcements, the conductors 
of The Daily Express say :—'* This is the lowest 
advertising space of any London morning 
pr pr the daily picture papers. 

'e regret the inconvenience which we have 
thus been obliged to cause to our advertisers. 
It is impossible to comply with the demand 
for space in The Daily Express even weeks 
ahead, and, although it would be easy to add 
a column or two of advertising, it is our firm 
intention to devote as much room as possible 
to the news of the day." 

a 

Tne extent to which space in Punch is sought 
after by advertisers is demonstrated by some 
information which Mr. 
Roy Somerville is able 
'" PUNCH" to impart. He says 
that on June Ist all 
available advertising 
space in the paper was booked up to January Ist 
next. and even more remarkable is the fact that 
at the present time all the advertising space 
that will probably be available in the regular 
weekly issues has been secured for the whole of 
1919. Clearly advertisers find Punch a singu- 
larly paying medium for their announcements. 


A 


Tue city of Belfast and the province of 
Ulster are enjoying at the present time a 
remarkable measure of 
prosperity, and there 
is no probability that 
this will be diminished 
when the war is over. 
Rather is the reverse likely to be the case. 
It will be scen at once therefore that the 
people of Belfast and of Ulster afford a com- 
munity to whom advertisers may address 
themselves with special prospect of securing 
a very remunerative retum for their outlay, 
and they cannot make their appeal through a 
better medium than The Belfast Telegraph, 
which circulates very widely in the province. 
It has a big field almost to itself, and with it 
are associated under the same ownership a 
group of other useful publications. 

A few figures are of value as showing the 
prosperity of the people who may be thus 
reached. Belfast has multiplied its population 
by over twelve times within a century, and at 
present has nearly 400,000 inhabitants. The 
population of Ulster is rather over a million 


“THE 
DAILY EXPRESS " 


"BELFAST 


TELEGRAPH” 


and a half. The basic industries are the linen 
trade and shipbuilding, over one million linen 
spindles running in the Belfast district alone, 
73,000 people being engaged in linen spinning 
and weaving. The enormous importance of 
the shipping industry is too well known to 
need emphasising, but it may be added that 
the revenue collected at the Port of Belfast 
in 1916 by the Customs authorities amounted 
to £4,436,571, exclusive of income tax and 
stamp duties. In the two great shipyards 
86,000 hands are emploved, and extensions 
of the works are in progress, so that the output 
of the yards will in due course be materially 
extended. 
Ll 


The North Star, Darlington, has responded to 
the assertion of The Northern Echo that it 
(The Echo) has *'the 
largest sale of any 
morning paper pub- 
lished between Leeds 
—— and Glasgow," by pub- 
lishing a chartered accountants?’ certificate 
as to its own net sale. This certificate, pre- 
pared by Messrs. W. B. Peat & Co., shows 
that the average net daily circulation of 
The Norih Star for the four weeks ending 
August 24th was 69,785, this figure being 
arrived at after deducting all voucher copies 
and unsold papers. The accountants also 
certified that the net circulation on August 21st 
was 69,904, also after deducting all voucher 
copies and unsold papers. Thus the claim 
of Mr. Kitchin, manager of The North Star, 
seems to be fully justified when he said that 
his paper had a net daily sale of at least 8,000 
to 10,000 copies in excess of that of any rival 
at any time during the last twelve months. 


e 4$ 

We offer a hearty welcome to Indian Business, 
“a magazine of progress," the first issue of 
which lately appeared. 
It is owned, controlled 
and printed by Mr. 
T. H. Camphell-Howes 
of Calcutta, and judg- 
ing bv the initial number the paper has the 
advantage of a forceful personality behind it. 
Business runs to about a hundred pages and 
is distinctly well turned-out. Its advertise- 
ments, of which there are a very goodlv show, 
present an unusually attractive appearance, 
being designed with a boldness which is 
particularly suited to the antique paper on 
Which the publicition is printed. Business 
is by no means purely a trade paper, but deals 
with the broader aspects of its theme, and is 
designed to help manufacturers with advice 
concerning the market, with its vast possi- 
bilities. for the present is a time when it is 
almost impossible for British firms to send 
out their own representatives. The magazine 
affords matter for carcful consideration. by 
those concerned. 


THE NORTH 
STAR" 


“INDIAN BUSINESS” 
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THE war has been responsible for the starting 
of yet another new paper, The Ex-Service Man, 
described as “ an inde- 
pendent journal for 
those who haveserved.”’ 
The first number ap- 
peared in the middle of 

the month, and contained some eminently 
readable articles from the pens of Lady Haig, 


"THE EX-SERVICE 


MAN" 
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Sir Edward Bethune, Mr. John Galsworthy 
and Mr. Edgar Wallace. These will make 
strong appeal to the great company of gallant 
men for whose welfare the paper is designed 
and as its objects are so good we heartily 
wish it well. The managing editor is Capt. 
H. H. C. Baird, D.S.O., and the offices are at 
1, New Street Square, E.C. 


THE ALDWYCH CLUB 


British Interests in the Pacific. 


" Common Interest in the Pacific" was 
the subject of a very informative address 
given at the Aldwych Club on September 3rd 
by Mr. E. R. Peacock, an Australian gentleman 
now On a visit to this country. Mr. Thomas 
Russell presided. Mr. Peacock, who is in 
the Y.M.C.A. attached to the Australian 
Forces, is himself a publicity man. He urged 
that all Germany's commercial enterprise was 
designed for military world domination and 
for Germany the great issue of the war was 
in the Far East. The problem of the Pacific 
was how those many millions of people bordering 
thereon were to be brought into line with the 
evolution and development of the Western 
world. The British Empire, he urged, should, 
with her Allies, and especially the United 
States, work for the mutual advantage of the 
East with the West, not aiming at the sub- 
jection of the East but seeking to help the 
peoples thereof in their upward movement. 

Responding to a vote of thanks, proposed 
kv Mr. Ulric Walmsley, Mr. Peacock, reminded 


his hearers of the enormous markets that 
would be created in the Far East when those 
hundreds of millions of people had been 
edueated and possessed the Western standard 
of wants. 


Fiscal Freedom. 

A LARGE and very attentive audience 
gathered at the Aldwych Club on September 
17th to hear an address by Mr. Harold Cox 
on ''Fiscal Freedom and Imperial Expan- 
sion." "The chair was taken by Mr. Thomas 
Russell. The essential argument advanced by 
Mr. Cox was that no expansion of the Britisli 
Empire was possible based on preferential 
tariffs, in their turn based on protection. He 
recognised, however, that the safety of the 
Empire must be the first consideration. 

The Hon. F. M. B. Fisher, of New Zealand, 
opposed Mr. Cox's views, expressing a hope 
that the fetish of Frce Trade was dead. Mr. 
Ian Colvyn, of The Morning Post, also spoke. 
The vote of thanks to the speakers was pro- 
posed by Mr. W. H. Beable. 


First of all, we study the market—search for the best method of 


approach. 


Then, if necessary, we originate a Trade Mark and a Name. 
Next, guided by our fifty years' records and our latest filed 
statistics, we advise on media ; and finally, we prepare the lay-outs, 
the sketches, the copy, the blocks; arranging the rotation and the 
dates of issue, passing the proofs, checking the vouchers, paying 


the accounts. 


And as the greater part of this service is absolutely free of cost, 
our clients obtain maximum value from their press advertising. 


Pool's will send a practical advertising man 
to discuss details at any time convenient to you 


CHARLES POOL & CO., LTD. 


180-181 FLEET ST. 


LONDON, E.C.4 


ESTABLISHED 1864. 


'PHONE: CITY 1473-4. 


TELEGRAMS: 


"ADVEXERO, LONDON." 
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ITEMS OF INTEREST 
Gm a e 


Mr. Wareham Smith has been appointed by 
the Minister of Pensions honorary organiser 
to the King’s Fund for the Disabled. 


The estate has been valued at £32.140 of 
the late Mr. Charles P. Wilson, advertising 
contractor, of Kelvinside, Glasgow. 

Mr. W.C. Pelot, who will be well remembered 
by many of our readers, is on his way to Eng- 
land and France. He is now Captain Pelot, 
and is attached as a Special Commissioner 
to the American Red Cross. Any friends 
wishing to get in communication with him 
should write him, c/o The American Red 
Cross Commissioner for France, Paris. 

Mr. Sydney Walton met with a nasty 
accident on August 31st, but happily is much 
better now. He was cycling near Harrow, 
where he lives, and was found lying uncon- 
scious in the road, having fallen from his 
machine. Mr. Walton was taken to a V.A.D. 
hospital and there recovered consciousness. 
A weck elapsed, however, before he was pro- 
nounced out of danger, and he will be unable 
to return to work just yet. 

The death of Mr. W. H. J. Boot, R.I., which 
took place on September 8th, was very widely 
regretted by a large circle of friends. An 
artist of high repute, he was for many years 
engaged in illustrating the publications of 
Messrs. Cassell, and when The Strand Magazine 
was founded, in 1890, Mr. Boot was chosen 
by Sir George Newnes, then Mr. Newnes, as 
the art editor. He resigned the position in 
1910. A regular exhibitor at the Royal 
Academy, he was also a contributor to many 
other galleries. His son, Mr. Ernest Boot, 
who is in the advertisement department of 


Messrs. George Newnes, had been a prisoner . 


of war in Germany since the beginning of the 
fighting, and arrived home just in time to sce 
his father before he died. 


Lance-Corporal A. J. Gray, in times of 

ace a member of the space department of 
the Paul E. Derrick Advertising Agency, was 
seriously wounded in the recent push through 
the Hindenburg Switch Line. Mr. Gray's 
portrait, taken as he lay in bed in a London 
hospital, was published in The Daily Sketch. 
This is the second occasion on which Mr. Gray 
has been wounded. All his friends wish him 
speedy recovery. 

Sergt.-Major Waterhouse, of Baceus Marsh, 
Victoria, is now in this country, having 
received his discharge from the army. The 
sergt.-major is a journalist by profession. 
having been a member of the staffs of The 
Baccus Marsh Express and The Milton Adver- 
tiser, but intends to take up advertising 
instead. He began the I.C.S. course in 
advertising when in Melbourne and finished it in 
London. Sergt.-Major Waterhouse is a member 
of the original Australian Expeditionary 
Force and served in Gallipoli and thenin Egypt. 

In a recent issue of Messrs. Lewis Berger's 
house organ, The Mercury, the editor repro- 


duced the article on “The Possibilities of 
Paint " which we published a short time ago. 
It dealt with Messrs. Berger and their paint. 


The annual general meeting of Messrs. 
George Newnes, Ltd. was held on September 6th, 
when a very satisfactory report was presented. 
Captain Sir Frank Newnes, Bt., who presided, 
said the past year had been one of the best in 
the company’s history. The profits amounted 
to £69,425 as compared with £41,517 for the 
preceding twelve months. The cash balances 
had increased from £65,651 to £115,628. The 
dividend recommended was 10 per cent. The 
company’s various publications were doing 
very well. The report was approved. 


One result of the restrictions on many 
forms of advertising has been to accentuate 
the growing popularity of van posters as an 
advertising medium, and this is shown by the 
fact that all the thousands of spaces on the 
vans of Messrs. Carter Paterson and allied 
services are fully booked up to the end of 
the year. “ Already,” says Mr. J. Weiner, 
the agent therefor, ** the booking of contracts 
for 1919 is more than usually heavy and keen 
advertisers who want blocks of spaces for 
next year's campaign will need to be alert 
in fixing their contracts." The representative 
nature of the advertising carried on the vans 
is shown by the list of propositions which use 
them, for the líst demonstrates to what 
a wide range this form of advertising makes 
appeal. It includes the following : Cadbury's, 
Dutch Cleanser, Glaxo, Ford’s Blotters, 
Thermogene, Phillips Mills’, Nosegay, Cook's 
Farm Eggs, Lendrum's, Nixey & Gipsy Black- 
lead, Zog, and Glosso. 


A pleasant little ceremony took place in the 
Studio of Messrs. A. J. Wilson & Co., at 
154 Clerkenwell Road, on September 16th, 
when the staff assembled to present a hand- 
somely illuminated address to Miss Ethel M. 
Saver. The address was in the following 
terms :—'* On your completion of 21 years’ 
service with Messrs. A. J. Wilson & Company, 
Limited, the staff take the opportunity to 
give expression in a tangible and permanent 
form to their feelings of admiration for the 
conspicuous ability you have displayed during 
your business career. That you should, by 
your strength of character, untiring energy, 
and business acumen, have risen from a 
subordinate position to that of a Director of 
so important a Company fills us all with 
admiration, and sets an example for us to 
emulate, We trust that continued success 
will constantly attend you throughout the 
years to come, and that the pleasant relations 
that exist between us may be strengthened 
and deepened. Your co-Directors, desiring to 
be associated with this manifestation of good- 
will, ask vour acceptance of the accompanying 
bracelet as a souvenir of the occasion. On 
behalf of the Directors (Sgd.) A. J. Wirsow. 
On behalf of the Staff (Sgd.) H. R. McLaATCHIE." 
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| The JOHNSON TAYLOR" 
SUB ALPHANUMERICCARD LEDGER 


The great little 
CROFTBANK 
“Popular” Press 


Which is so simple that a 
child can handle it. It will 
pay for itself in a very few 
weeks, even in the smallest 


firm. 
Pie £5 : 15:0 
Suit ME (With 50 Wires.) 


Surt THe CHIEF 


"Su-Tair !! 


The More 


you Waste 
the better 


it will be for you to invest in one of the 
'" Croftbank '' Waste Material Baling 
Presses. 


TELEPHONE - 
LONDON WALL 
2573 iz ungs 
TELEGR 
SUTALLERS "LONDCN 


BS TALL" CORNER. 
FORE STREELEC2 


A certain amount of waste occurs in 
every business, and the bigger the busi- 
ness the bigger the waste. The bigger 
the waste the greater is the need for a 
'" Croftbank ' Press—and the sooner 
you instal one the sooner will your losses 
grow smaller. Waste material baled in 
one of the '' Croftbank ' Presses occu- 
pies little space, is easily handled and is 
readily saleable at good prices. 


The Croftbank 
* Popular" Press 


is the best available Baling Press to-day 
for firms handling up to 10 cwt. of 
waste weekly. It is made of best 
selected seasoned timber, clamped with 
strong iron bars and fittings, and is 
completely ''Fool proof." It only 
measures 4 ft. 8 in. and occupies the 
small floor space of 25 in. X 22 in. 


i ] 
Price complete $5 : 15:0 


Prompt delivery from Stock. 
Please write for Booklet “ F.” 


| Q ALLAN HANSON&SO 


{A cole ad HANSON) 


CROSS STREET. OLDHAM ' 


- -— —— -—— - — 


Agents panna where not already represented.” ~. 
G/303 . .P.A.S§. 
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The A.W. Professional Bureau 


This Bureau will furnish employers (free of charge) with full particulars of the 
qualifications and experience of suitable men or women for any position they 
have vacant. 


a f Address for Letters : 
The “A.W.” Professional Bureau, Sardinia House, Kingsway, W.C. 2. Telephone: HOLBORN 2269 


| Lady Copywriter and (B. 60) 
. Designer. 

i obs ^ | Practical experience in agency lay-out work. 
Artist and Designer. (B. 62) | Open for such a position. Can write appealing 
Position wanted in managerial capacity. Ex- COpy to the war worker and on the special 
perience in publishers’ offices and studios. needs of the home life of to-day. Salary £200. 
Expert knowledge of process work. ‘Two 
vears in South American agencies as manager. 
Just left Army. Age 33. Salary £600. 


SITUATIONS WANTED 


Artist and Designer. (B. 63) 


With own Studio desires work from agencies 
and others. Expert knowledge of process work, 
and experienced in agency lay-out work. 
Decorative designs for all purposes a speciality. 
Moderate terms. 


"v N fr We hy 


Lady Advertisement Manager “8: 59? 


At present holding that position in one of the 
largest American stores. Wants similar 
position in London. Coming to England end | 
of year, or before if necessary. References on 
application to *' A.W.” office. 


dian QI o Penaga 
Advertisin Sie. 
from Personal 
knowledge of Markets and 60 years’ experience. 
WRITE FOR PARTICULARS. 
D. J. KEYMER & CO. 
8 WHITEFRIARS STREET, LONDON. 
Telephone No.: 5310 Holborn. 


^ 


ADVERTISING 
COUNSEL 


Tue Fourtu EsrATE Spacer. Buyers’ Hanp- 
BOOK. The Fourth Estate, New York, 
one dollar. 


The Fourth Estate, of New York, has just 
issucd a new edition, corrected to April Ist 
last, of this useful handbook. Part I. consists 
-of a directory of the advertising agencies of the 
world, and Part IT. is given up to a directory 
of the newspaper specials and their news- 


papers in the United States and Canada. The- 


book will be very aeceptable to those who buy 
space in the daily newspapers in the United 
States and Canada, for it shows them at a 
glance who represents any such journal, giving 
all in one the name of the representative, his 
address, branches and telephone number. 
Ninety-seven per cent. of all American 
national newspaper advertising is placed 
through advertising agents, so it is of vital 


Thats the kind of "G&X Blocks enable to 
Good Halttones- black, dile @three colour. Gbod Ure Bose- 
black & colour. Good 

Blocks & Artist Work done’ well mean satisfaction to your 
customer and to you. 4 Send us your next order. 


GARRATT & ATKINSON, Blockmakers, EALING ‘Lasdoa¥ 


importance that all who have a part in hand- 
ling the 75 million dollars’ worth of adver- 
tising that is placed yearly in the newspapers 
should keep in touch with the agency end of 
the business. The handbook is produced in 


very convenient form. 


Mr. G. Havinden, managing director of the 
Watford Manufacturing Co., writes us sug- 
gesting that employers should deduct income 
tax from the wages of those of their employés 
who are liable to pay the same,.because that 
would save the tax authorities a great deal of 
time and trouble. It would also, he urges, be 
more convenient to the employés to pay their 
tax in small sums rather than in a lump, and 
the difficulty with regard to abatements could 
be overcome in most cases by the usual return 
being made, and the surveyor certifying the 


amount of duty payable. 
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ADVERTISE ON TRAMS AND ’BUSES and 
YOU CANNOT FAIL TO ATTRACT THE PUBLIC 


The British Electrical Federation Advertising Committee 


Offers Spaces at the following Approximate Rates: 


Sides sec. es 10 ft. $ 2 in. 2 r week 
Ends sa ee 6 ft. in. — m — 2/- E S 
Corners .. 4 ft. x 20 in. - Pp sae 1/- is 
Dashes 2 ft. Gin. x 20 in. Se. As pede 1/- 4 
Hanging Cards. 1 ft. 6 in. x 22 in. - 1/6 ae 
ON THE FOLLOWING SYSTEMS : 
Airdrie Jarrow South Staffs 
— Barnsley Merthyr Taunton 
aX Barrow:in: Furness Middleton Tynemouth 
An NN Birmingham District Oldham I estonicup ai Mars 
^ ANN Dudiey and District Peterborough UDrexham 
| Gateshead Rothesay Wolverhampton 
Gravesend Swansea Yorkshire (Woollens 
Greenock Mumbles Dis'rict) 
For further particulars and terms write to: 71 


k- THE ADVERTISING MANAGER, 
4 The British Electrical Federation, Ltd. | 


1 KINGSWAY, LONDON, W.C.2 


2] Wi H HH HU HI ELI HL UL iE 


3l a 


POSTER 
SIGN ix D 


TICKET WRITING 


Comfortable, permanent Situation 


ADVERTISEMENTS 
AND EARN £5 PER WEEK 


offered to men of ability, with ideas 
and experience in all or any one 
branch of the trade. Send full par- 
ticulars and pencil sketches of styles to 
J. OLDHAM gcAWTBORP*, LTD.) 
FOOT OF YORK ROAD, LEEDS. E. 


Write for particulars to the Secr:tary, Dept. 3 
DIXON INSTITUTE OF ADVERTISING 
195 OXFORD STREET, LONDON, W.1 


LEARN TO WRITE 


z MMMM 


XN A Moathiv + 


* 

1 LONDON TIME- TABLE 

E T 

#. 

q AND RED RAIL-GUIDE (ABC) 

| "P5 FITS THE POCKET IN SIZE AND PRICE °% *** | 

| s The cheapest, best and handiest Railway Guide ever Special Features Steamship: Guide. ‘Bus Services; 
published. The best advertisement medium of its London: Stores,- : Where to Stay " in [oówn- and 
kind extant. Send for copy Country, Leading Health and Holiday Resorts. 


i General Offices: Hampden House, 84 Kingsway, London, W.C.2 
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The A.W. Information Bureau 


This department of The Advertising World exists for the sole 
purpose of assisting subscribers, by giving them disinterested and 
FREE information upon any subject connected with advertising. 


SOME OF THE ENQUIRIES ANSWERED THIS MONTH. 


FROM THREE DIFFERENT LONDON AGENCIES. Enquiries for lists of Government 
Publications, Department Magazines, and Field Service and Camp papers that will ace pt 
advertising. 

FROM A SOUTH WALES ADVERTISING CO. Can you arrange for a supply to us of Presso- 
grams giving war news for exhibition in our windows ? 

FROM AN IRISH ADVERTISER. Can you compile for us a list of manufacturers of ccn- 

.  fectionery in the following towns ; ictus: manufacturers only ? 

FROM A LANCASHIRE SUBSCRIBER. Can you help us in finding a likely source for obtain- 
ing twenty tons of printing paper ? 

FROM A WELL-KNOWN NEWSPAPER DIRECTOR. A friend of mine in Montreal would 
like to have a list of recognised advertising agencies He wants to save the trouble of 
supplying rates and information to irresponsible individuals who are merely parading as 
advertising agents. 

FROM AN ADVERTISING MANAGER. What, in your opinion, would be the prcper territory 
or district in which to secure initial distribution, and in which to advertise any article of 
general utility ? Would you start with the City of London and work it thoroughly from 
beginning to end, or would you start in several large cities simultaneousPy ? 

FROM A LONDON SUBSCRIBER. Enquiry for agents who specialise in placing small.adver- 
tisements in large groups of papers at & combined rate. 


REESE HLMNULEOOE, iM. NUR. A ipli MEL MCCC S 
We have received several enquiries this month from prisoners of war camps for officers in Germany 
and Holland, from Malta, convalescent homes, hospitals, training camps, Ireland and the field, 
and also Australia, all asking general questions about correspondence schools which tcach adver- 
tising, courses of lectures, technical books on advertising, and our opinion as to the best course 
of study on trade organisation, scientific distribution and selling organisation. 


Teaching Our Soldiers. 


Mr. R. McKean Cant, advertising manager 
of the B.F. Goodrich Co., Ltd., has just 
accepted the post of Assistant Sub-Director of 
Education in Salonica. The work is carried 
on by the Universities Committee of the 
Y.M.C.A. at the direct invitation of the 
military authorities, and is being organised to 
embrace every grade of educational activity. 
The idea is to have a body of educationists, 
organisers and teachers, 


BELFAST 


‘DOING IT RIGHT’ 

IN IRELAND 
‘* Standardised '' advertis- 
ing is a gamble in Ireland. $ 
Don't make costly experi- DUBLIN 
mentson '' hitor e 


miss ' schemes; 

our intimate know- 
ledge of advertising 
conditions in Ireland 
ps is at your disposal. 


S Anyhow, we shall appreciate : 
enquiries. 
P CORK 


consult 


MSCONNELLS 


BELFAST 
IS Donegall PI 


Ad CORK 
6 St Andrew St. i I3 Sth Mall 


ADVERTISING SERVICE 


apart from the 
officers in the regular Army, to assist the 
soldiers in carrying on and completing their 
studies as they move from place to place. 

Mr. Cant will have charge of the commercial 
side and will organise the entire work of this 
division. It is proposed to make provision 
for most of the commercial subjects that will 
be wanted by the men in Salonica, from 
shorthand and typewriting to advertising, 
salesmanship, business policy and adminis- 
tration, the creation, development and appli- 
cation of ideas, and economics. 

Mr. Cant has had a practical experience of 
teaching as & lecturer on advertising and 
salesmanship, etc., for the L.C.C. 

He hopes to leave shortly for his new work, 
and will be absent for a year in the first 
instance. 


As is their custom at this time of year, 
Messrs. Bennis & Co., engineers, remind those 
interested that they have a large number of 
slides dealing with the development and 
practice in connection with automatic stokers, 
coal elevators, etc. They will be pleased to 
loan these for lecture purposes. 
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London daily, evening and weekly journals dur 


1ous 


g computation the advertisements were divided into 
ral, trade, financial and prospectus announcements 


included all advertisements set in the classified types of the respective papers. 


must be understood that while we exercise all possible care to ensure the accuracy of these figures we 


For the purpose of the followin 


AN ANALYSIS of the advertising carried by var 
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THE POPULAR WEEKLIES 


(DISPLAY AND CLASSIFIED—PAGES). Insets not ineluded. 


Casseli's . . 

ending | Opinion | TH#+Bits | Saturday |P eekiy | Bull .| Show | Mas 
i (| aid S rae eee a a ee eee ee ee — — QÓ—ÀMÓ o —SOE 
Aug. 10, 3 5b ` 5 | 5 Full Full Full 

17 3 54 | 6à | 5 Ful | Full | Full 

24 3. | 59 6 5 Ful | Full | Full 

31 . 3 5b | 53 . 5 

| 


Full Full Full 


THE ILLUSTRATED WEEKLIES 


(DISPLAY AND CLASSIFIED—PAGES) 


———— ———— — Pe a MER E de Exe 7s ae NT CEBIT LO atl CUIR TI MER a de E OA 
D a & 3 bd 3 | e - E 3 E -Eo k [1 PR 
Week ss | 33 3 3 sS $ t 3 9 i| $$ $ . De 
ending P x E 2 LE | H | s i é | iH 4 H EE 
dcm) a PAO CM Cm eee LEA ee ee le ey 


Aug. 10, 36 12 28 18 | 35 13 12 17 Full | 10% ; 19 18 | 7 
24 344 | 27 28 18 | 16 f2 10 | 16 | Full: io |; 19 18; 8 

7 

5 


344 | 12 28 19 116 11 103: 16 | Full | 19 17 
31 33 12 28 18 164 13 114 | 16 Fui] 9 — | 19 


m—— Se ee |e | — = |_ — 


Total | 138 | 63 E 73 834 49 44 | 65 | 608 40] | 72 27} 


Date | Observer | mes | the World.| Liovd's enn People | Reynolds's] Arone Raer | Man” 
m ee = z a a 
ID Ci D. C. D. C. D. C..D. CID. C/D. CID. C. D. C'p. c 
Aug. 4 18% al 23 33 71 249 #8 l1 2481 - 7b -, Ful 
11, 19} 4 | 23d 4M. 7, S589 è 7} 55133 2408 -18 - | Full 
18: 26} 6 234 4 | becarried | 71. 3:92 : 74 53 13à 21 6 -.8 -| Full 
25 19à 4) 2133 4$" 8 24 OF 1 73 41 128 2} 8 - 74 -j| Full 
j | | 
FERME: SINE: Dueh Sips NBN AE ome A | 
Total | 84 20 | 913 16% 30} 133374 1 31 19} 504 zt o 1 54} - 


te 

Wipen op CotLUMNS : Observer, 2} ins.; sunday [smes, 24 ins.: News of the World, 2j5 ins.; Lloyd's, 2 & 23 ins., 

Dispatch, 275 ins.; People, 2 ine.; Reynolds's, 2} 10s. ; National News, 2a ins. LENGTH or CoLuwNs : Observer, 

22} ins.. Sunday Times. 22 ins.: News of the World. 22+ ins. Linva’s, 104 ins.; Dispatch 22 in&.; People, 18 ips.. 
Reynolds's, 244 ins. ; National News, 18 ins. 


THE POPULAR MONTHLIES—SEPTEMBER. 


(DISPLAY AND CLASSIFIED—PAGES'.  5necial Note—Insets are not inclnded 


Date Strand  Cassell's | Quiver Bev Revie ar | Nash's 2 Home | Pearson's | Windsor | Wide, * 
Sept. 314 323 28 244 14 * 171 13 ' 33i 183 
Date [o n e sd | Royal | Grand ‘Novel Mag.| London Captain) COMME | Lloyds 
Sept. | 48 134 | 12 ^H | 15h | 108 ° 28] 


* Carrying advertisements on cover only. 


THE LONDON EVENING NEWSPAPERS-—\co.umns) 


. i 
Evening re Pall Mall 
News Gasette Gazette 


Evening 


| 
Date Globe Star Standard 


D. C.| D. C. | D. c.l D. CoD. Q.D “CG; 
August | 231] 13$ 1574 524 251 614; 814 34,894 22] 146} - 


WibprH o» CotouNxs : Evening Standard, 32. ins. ; Westminster Gasette, 34 ana 41 ins,: Pall Mall, 
aà and 2}ine.; Globe, 25 ns. ; Star, 21 ins, ; Evening News, 2455, ins. " 


Printed by W. H. SuirH & Son, Tue ARDEN Press, Stamford Street, London, S.E., and published by the 
Preprietcrs, A. W. LiMiTED, at Sardinia House. Kingsway, W.C. 
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JOHN BULL AND HIS WIFE 


HE British public is no doubt as various in its 
elements as any other aggregation of human 
individuals. It includes, probably, almost 
every sort of person but that mythical being 
the average man. 

Admitting this to the fullest possible extent, 

it remains true that the British public as a 

whole has a general character of its own, 

and that its two great divisions—the British 

man and the British woman—considered as entities also each possess 
well-marked corporate peculiarities. 

Now the modern advertiser must of necessity deal with large 
bodies of people in the bulk : only the small shopman is in a position 
to deal with his customers individually. 

Therefore some notes on the characteristics common to the 
majority of British men and British women may be useful to adver- 
tisers unfamiliar with them, who are contemplating operations in 
this market. 

John Bull and his wife have this in common in their attitude 
towards advertising, that they regard it with a deep-rooted 
suspicion. 

Subconsciously they are much influenced by advertisements, and 
respond in a most praiseworthy manner from the advertisers' point 
of view to appeals that i in matter or tone contain nothing to offend 
them. 

As conscious reasoners after their own fashion they are more 
than inclined to conclude that most advertising has in it an element 
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of sharp practice, and that a great deal covers what is practically 
fraud. In any case, they accept it as axiomatic that the cost of 
advertising represents a charge on the commodities advertised 
over and above the price the consumer ought to pay. 


It is, therefore, always just as well for the new advertiser in the 
British markct to assume that he is not only on his trial, but that 
he is somewhat in the position of a prisoner whose guilt is liable to 
be taken as established until he proves himself innocent. 


It is not sufficient for the advertiser to make statements if he 
wishes to obtain with the least delay and in the fullest measure the 
confidence of his potential customers ; he must explain the '* how 
and why " of his ability to justify his claims. 


And it will pay him, if his advertising provides a demonstration 
of commercial publicity in any degree beyond the ordinary, to make 
the public understand that this display is not given at the expense 
of the consumer: otherwise the more effective is his campaign the 
more it may prejudice against him a considerable section of the 
purchasing public. 


Very few people understand how it comes to pass that efficient 
advertising lowers instead of raises the prices of standard commo- 
dities, and very few advertisers make any attempt to enlighten a 
general ignorance so dctrimental to their interests. 


Beyond the ideas concerning advertising which thev hold in 
common, John Bull and his wife have others peculiar to each of 
them as separate individuals. 


Mr. Bull-is more conservative than Mrs. Bull as a purchaser, 
partly because he is as a rule quite certain what he wants and 
perfectly content when he imagines he has got it, and partly because 
the real business of purchasing does not come into his department. 
It is his business to provide the money, and, in the main, Mrs. Bull's 
to see that it is spent to the best advantage. 


He refuscs to be bothered with shopping, in the sense of constantly 
exercising a discriminating choice as to qualities and values. 
Having found an article that suits his purpose, he will continue 
to purchase it with a sublime disregard of the advent of any similar 
article that would suit him better. 


This means that Mr. Bull is a very difficult subject for the 
advertiser to secure ; though there is some compensation in the 
fact that oncc secured he is faithful to the point of foolishness. 


The advertiser will perhaps in most cases be wise to assume that 
Mr. Bull must be caught young, and devote the major part of his 
attention to the generation that is just arriving at man's estate 
rather than to those who have already become fixed in their habits, 
their preferences, and their dislikes. 

And they may remember that a young man is a young man— 
that, on the one hand, he is flattered bv being addressed with the 
seriousness and deference properly only due to his seniors; and, 
on the other, being only a boy, after all, loves even more a gaiety, 
and even flippancy, that older folk would find tiresome. 


Mrs. Bull—and Miss Bull—the advertiser will find much more 
easily approachable than their male belongings. Since they in 
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merely because its circulation is increasing week by 
week, but because it is the only Sunday paper which 

guarantees its advertisements, and because those who 
read it are well able to buy the goods or use the 

services offered in its advertisement columns. 
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the main represent the spending executives of the family organism, 
this may be considered extremely fortunate. 


]t is not, however, fortunate in any freakish fashion; but is a 
perfectly natural phenomenon. 


Mrs. Bull does not look upon shopping or any of its incidents as 
a nuisance. It is an important part of her everyday work. She has 
to do a deal of it, becomes expert in consequence ; and finds the 
expert's pleasure in the exercise of her ability. 


She is ever questing for the article that more exactly answers 
any given need, and untiring in the endeavour to obtain better 
value for money. 


The advertiser who can lay a plausible proposition before her 
will readily win her attention and consideration ; but woe betide him 
if his goods do not justifv his claims upon trial. 


Women are, as a rule, wonderfully critical and sapient judges of 
the hundred and one varieties of commodity which they have to buy 
for the home and family. It is not safe for the advertiser to trust 
to their inability to discover any slight discrepaney between his 
promise and performance—as with men he might do in a very 
large percentage of cases without discovery. 


The advertiser may talk freely to the women he desires to 
interest : he will not bore them. They want to learn all about his 
goods, to know for what reason, if any, they are preferable to others 
of the same kind, to have it explained why it is possible to produce 
them of better quality and sell them at a lower price. 


The salesman, whether in print or in person, is regarded by the 
man as a pest, by the woman as a convenience. "The strategy and 
tactics of advertising to Mr. and to Mrs. Bull respectively must therc- 
fore be entirely different from each other if they are to be successful. 


The observer is able to note, too, that the generality of women, 
though quite ready to give a trial to a promising new commodity, 
do not care to have to go to a strange shop for it. The woman's 
loyalty is rather to her favoured retail establishments than to the 
goods. 

A wide distribution of goods intended to appeal to Mrs. Bull is, 
therefore, a prime essential. 


In advertising either to Mr. or Mrs. Bull it is well to, avoid the 
use of extravagant terms. The general habit of the British people 
is one of a sometimes rather ridiculous reticence. They make a 
virtue of understatement, and it is characteristic that no quality 
of a work of art is more constantly singled out for pfaise than its 

* reserve.’ 


Red-hot enthusiasm and exuberance of speech they view with dis- 
like and distrust. Visible emotion of any excessive character—and 
it need not be very pronounced for him to call it excessive—seems 
almost indecent to the Britisher : and he is extremely shy of it. 


The advertiser who is unaware of this deeply-ingrained national 
characteristic can easily be led in most damaging courses by his 
enthusiasm for his own proposition. Especially is this true of an 
American advertiser, who can use with excellent effect at home a 
style of advertisement copy that would anything but recommend 
him to the consumers in the British market. 
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Advertising Service—as conceived by the Saward- 
Baker Agency—is not comprised by the mere 
preparation and execution of a Publicity Campaign. 


Before the concrete campaign is so much as seriously 
thought about the Saward-Baker Service is working 
in its client's behalf, enquiring into possible difficulties 
ahead, bringing to bear on the proposition such 
initiative and reasoning as to overcome trade obstacles 
—packing, transport, distribution, Government per- 
mits, and in some cases even raw material—and so 
make clear a road for progress and expansion. 


This foundation securely laid, it is but natural that the subsequent 
Publicity Campaign is more than ordinarily successful. This at 
least is the experience of the Proprietors of Glaxo, of Colleen 
Soap and Toilet Preparations, of Ovaltine, of Yorkshire Relish 
and the many other nationally.valued propositions, for the 
advertising of which the Saward-Baker Agency is solely 
responsible. 


If, therefore, as a manufacturer of high-class goods in large 
quantities, you contemplate an expansion of your trade, and 
would care to know something of the possibilities of your own 
particular lines, why not get into touch with Saward-Baker now 
—even if only to perfect your plans for a post-war campaign ? 


American Manufacturers interested in the British Market are 
cordially invited to state their requirements in detail, Please 
address such enquiries to Mr. H. G. Saward in person. \ 
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BREAKING INTO THE BRITISH 
ELI MARKET nme 
By CHARLES FREDERICK HIGHAM 


PERHAPS THE most powcrful force in 
cementing the brotherhood of the Eng- 
lish-speaking races was the entry of the 
United States of America into the War 
and the arrival on this side of the water 
of nearly two million troops. These 
things have made us for ever one people. 

In the other battle which is to follow 
after the war—the battle for Trade— 
which is so essen- — 
tial in order that 
we may find em- 
ployment for all 
our soldiers and 
pay the great 
losses of the war, 
production will be 
of paramount im- 
portance. The 
effect of the great 
Brotherhood, in 
so far as it relates 
to the manufac- 
turers of trade- 
marked articles, 
is of immense 
importance, in 
that the people of 
Great. Britain and 
her Colonies will 
have a keener 
desire to purchase 
the commodities 
of the United 
States, and vice- 
versa. 

It is certain war will bring a better 
understanding of the pcculiarities of 
the peoples of both nations, but there 
will still be a decided difference in the 
methods of appeal to the peoples of 
both countries—one with all the tra- 
ditions of centuries, and the other full 
of the new blood of a ncw people. 

In writing this article for the British 
Market Bulletin of THE ADVERTISING 
Wonrp, I am keen once more on 
drawing thc attention of the American 
manufacturers to some of the essential 
things it is necessary to do to win this 
markct, quite apart from the obvious 


VI 
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“The war will bring to 
each other a better under- 
standing of the peculjar- 
ities of the peoples of The 
United States and Great 


Britain, but there will still 
be a decided difference 
in the methods of appeal 
to the peoples of the two 
countries." | 


i 


merit of their goods, and I am sure the 
friendly suggestions which I offer will 
be taken in the spirit which so animates 
the English-speaking peoples of two 
hemispheres. 

Before the war there came within my 
notice the efforts of American manu- 
facturers to get a hold on this market, 
and their failure to do so, and I account 
for this in many 
ways. | 

First of all it 
was the custom 
to send a repre- 
sentative of an 
American firm— 
usually the sales 
manager—to size 
up the situation. 
He arrived here 
full of enthusiasm 
and faith in his 
product, ^ gained 
from many years 
of success in the 
United — States. 
He quite rightly 
believed he had 
onlv to show his 
goods to the 
English buyer and 
thev would fall 
overthemselves in 
eagerness to pur- 
chase his product. 
But this did not 
always happen. His manner of approach 
was not the right one. His letters of 
introduction wcre not always to the right 
people, and his enthusiasm for his 
product sometimes acted exactly con- 
trary to what he had anticipated. 

I have known admirable products 
brought to this country by represen- 
tatives of American firms who took a 
dislike to London—thought it was the 
last place in which they would like to 
live and bring up their families. They 
came to the conclusion that in the 
event of their reporting favourably on 
the English market they might be sent 


(Continued on page X) 
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that count in the military operations 
of the Allies are— 


Z £^ , 
Vf 9» af a 2f \ 
x M AJ -» 
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With all the scientific machinery now part and parcel of a 
fighting army’s equipment, it is the men that count. It is the 
Allies’ millions of human heroes that will bring victory. 


MUNITIONS 


Even the most supreme heroism unarmed could not stand 
against scientifically equipped barbarism. That is why British 
womanhood is labouring in thousands of munition works to 
arm our men at the front. 


The war has cost, and continues to cost every day, an incon- 
ceivable tale of many millions. It is up to everyone to see 
that subscriptions to the War Bond and War Savings 
Certificates are kept up to the right figure. 


VIII September, 1918 


The Advertising World Special Supplement 


DIG 


that count in the commercial operations 
of the Advertiser are— 4 


An area that supplies much of the material and builds many 
of the ships upon which the industrial and commercial 
prosperity of the Country is mainly dependent. 


SHEFFIELD. SHE 


Covering the whole of the greatest high-grade '' steel” manu- 
facturing centre in the world. Its constituency is one of 
exceptionally highly-skilled and highly-paid craftsmen. 


snc BIRMINGHAM GAZETI 


Read everywhere in the vastly potential Midland manu- 

facturing area of which “Brum” is the centre. No other 

industrial territory has latterly made such enormous advances. 

London Office: 17 Bouverie Street, E.C.4. 'Phone : 5107 City. 
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for two or three years to organise the 
sales staff and generally to attend to the 
distribution of the article. It was my 
privilege on more than one occasion to 
hear managers from the other side of the 
water say that their company could do 
as it liked with the English market, 
but as far as they were concerned they 
would see it damned before the 
would live in this ''fog-bound " hole 
for any length of time. So many 
products which might have made 
another fortune for Ámerican manu- 
facturers have 
never done so. 
My fecling is 
that if an article 


is suitable to our c 


climate and suit- 
able to our people 
they will buy it. 
My suggestions to 


American manu- havelost his good- 
facturers are that : will, to regain it. 

the principal or sell its trade-marked It will Be inter- 
managing director esting, I am sure, 


.of the American 
companies should 
be the person to 
come to this 
country to inves- 
tigate conditions. 
They should get 
in touch with a 
leading English 
advertising 
agency which 
thoroughly under- 
stands the pro- 
blems of marketing in this countrv. Thev 
should find out for themselves that the 
firm with whom they were in touch was 
absolutelv reliable and unbiassed in 
advice, and having arrived at that 
decision they should trust the firm in 
question to the full. By doing so they 
would save an enormous amount of 
time, and possibly a large amount of 
money. Such an ageney should be 
able to put them quicklv in touch with 
the largest buyers of their particular 
kind of commodity. It should be able 
to tell them the methods and means by 
which it could be exploited; the 
minimum cost to accomplish it and to 
show them how to sell it economically. 

No American firm should ever 
attempt to sch its trade-marked pro- 


X 


“No American firm 


should ever attempt to 


products in Great Britain 


with an American sales 


purpose.” 
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ducts in this country with an American 
sales staff imported for the purpose. 
Direct if you like, behind the scenes, 
the sales methods and advertising 
methods, but send English men or 
women out to sell your goods. Don’t 
start in this market until you have got 
sufficient goods over here to satisfy the 
demand. More than one trade-marked 
article has met with failure in this 
country because there was not a suffi- 
cient quantity over here to meet the 
first demands of the retailers. The 
English retailer 
expects his orders 
to be filled when 
he gives them. 
He quickly loses 
his enthusiasm, 
and it is practi- 
cally impossible, 
when once you 


to the readers of 
this section of this 
paper, to know 


staff imported for the that it is not 


necessary tospend 
your advertising 
appropriation in 
this country be- 


Gy fore you have 


stocked your 
goods. I obvious- 
ly cannot explain 
the methods 
through which this is arrived at, for 
the reason that one cannot be ex- 
pected to give away ideas to one’s 
compctitors. But it can be done. 

It takes a little more courage, but no 
more moncy, to win the English market, 
than it does to win the American, but 
above everything else it is necessary 
that your article lives up to the adver- 
tising. I know of no country in the 
world where it is so essential not to 
overstate your case as in Great Britain. 

American phrases and  Amcrican 
mcthods must be rigidly tabooed. Put 
as much strength and energy as you like 
in your sales methods, but. get English 
strength and English encrgv. 

I hope that my readers will not 
misunderstand me when I say these 
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To the Advertiser whose 
object is to reach all 
classes of the Community 


LOYD'S 
PERIODICALS 


make a special appeal, covering, as they 
do, a wide field, and circulating among the 
‘wealthy, the prosperous upper and middle 
classes, and the big wage-earners of the 
industrial centres. 


Coming Fashions 
TENPENCE MONTHLY. 


An invaluable Medium for the 
sale of Dress and Toilet Goods. 


Everyweek 


A Breezy Illustrated Journal 
circulating in Club, Society, and 
Literary Circles. SEVENPENCE. 


Girls! Home Library 


An enormous circulation among 
young women who have money 


to spend. 


For rates, positions available, and other particulars address Advertisement 


Lloyd's Magazine 
PRICE EIGHTPENCE NET. 


In the front rank of Fiction 
Monthlies, and widely read. 


Lloyd's 1/6 Novels 
Cheap Cloth Editions of Big 


Sellers only -— Advertisement 
space limited. 


Lloyd's Home Novels 


Complete Stories in Paper Covers— 
an effective medium for everything 
wanted in the Home. 


Manager, Periodical Department, United Newspapers, Ltd., 
. 12 Salisbury Square, London, E.C.4 
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things. I am not saying this in any 
spirit of antagonism against American 
goods or American methods, but a man 
who wants to market his goods must 
also face the facts. They may seem 
unreasonable—-they may not always 
seem logical—but when they exist take 
them as they are, and so sell your goods. 
The answer is not in the argument but 
in the balance sheet. I believe that it 
will not be long before the war is over, 
and peace will come as suddenly as war 
came. The time to prepare for peace 
is during war. Don’t wait until after 
the war to find out what your 
chances are for selling your goods 
in Great Britain. Make your en- 
quiries now—make your plans—be 
ready ! | 

If you believe that you make more 
. goods than you can sell in the United 
States, and you want to sell them in 
Great Britain, be prepared for the small 
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amount of shipping space you will get 
for many months after peace is declared. 
The problem of supplying food to the 
Allied Nations, and possibly even to the 
enemy when he ceases to be an cnemy, 
will be of paramount importance. 
The necessities of life must take the 
place of the less essential things in the 
first year or two following the war, as 
they have during the war. So get 
ready Now to get your share of shipping 
facilities and orders. 

What I say to you I say to English 
manufacturers with equal candour. If 
thev want to get into the American 
Market they have to apply the same 
principles as I have laid down here. 

I stand ready to be contradicted if I 
am wrong, but I believe it is as essential 
to sell English goods in the American 
Market by American methods as it is to 
sell American goods in the English 
Market by English methods. 


THE STRENGTH OF BRITAIN 


An American Tribute 


The Australian Manufacturers’ Journal 
quotes the following remarkable testi- 
mony to the thoroughness of British 
preparations for a post-war trade cam- 
paign. It is the more striking that it 
comes from an American speaker ad- 
dressing an American Chamber of 
Commerce. 

“The most formidable industrial 
power in the world to-day is Britain. 
A vast new army of operatives, trained 
to the use of automatic machinery, and 
under the rigid system that must 
govern the production of raw material, 
is a phenomenon the world has never 
seen before. The British organisation 
of quantity production is superior now 
to our own. When this tremendous 
organisation is let loose on commercial 
production we shall be faced with a 
competition in the markets of the world 
that will, unless met by special prepara- 
tion, be overwhelming. The organisa- 


** Of course I want THE ADVERTISING WORLD. 


to British Enterprise. 


tion that has worked such wonders with 
the industrial resources will not die 
with the sound of the guns. It will go 
on, to carry British industrialism to a 
victorious finish in the struggle for the 
markets of South America, Asia, África, 
and the Russian territories. By that 
I mean that the British nation is now 
thoroughly organised to carry on any 
sort of struggle, military, commercial, 
industrial. And they are not content 
with the organisation they have 
achieved; committees of the most 
brainy men of the islands are now 
working night and day to discover how 
they may still further improve the 
wonderful organisation they have 
created. American manufacturers must 
co-operate and utterly abolish internal 
rivalry if they are to have the slightest 
chance of contending with this new 
power that has so suddenly sprung into 
existence.” 


I couldn't do business without 


1t." —Mn. Joun C. Curtiss, The Dry Goods Economist. 
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WHAT WAR TRAINING HAS DONE 
SIIFOR BRITISH ADVERTISING MENU! 


THE ANCIENT axiom that it is an ill 
wind that blows no one any good has 
certainly received more striking con- 
firmation during these years of war than 
ever before. . 

The war has been such an ill wind as 
never blew upon the earth before ; but 
even in the midst of the misery, strain, 
and desolation that it has caused, it is 
possible to per- 
ceive „that its 
effects are far 
from being alto- 
gether evil. 

This is not the 
place to speak of 
the great revivi- 
fying impulses 
which have arisen 
among all the free 
peoples of the 
world under the 
extraordinary 
stimuli of war- 
time conditions ; 
or even of the 
larger of its visible 
effects in the 
interior affairs of 
industry and com- 
merce. Here we 
only wish to point 
out that among 
the new standards 
of efficiency which 
have been set up in so many quartcrs 
under the compulsion of a vital need 
none are more notable than those 
attained by the more able among British 
advertising men. 

There might or might not of old 
have been some foundation for the 
opinion of British advertising men often 
expressed by trans-Atlantic critics that 
they were lacking in Vision, initiative and 
impetus. Whatever justification there 
may once have been for such a judg- 
ment there is certainly none whatever 
now. 

During the war-period practically all 
our leading advertising men have been 
engaged in National publicity work of 


XIV 


rage! 


“In no market of the 
world could the adver- 
tiser from outside find 
on the spot more fully 
qualified assistance for 


his operations than is 


at his disposal in Great 


Britain to-day.” 


LIS 


one kind or another ; and most of them 
are still so engaged. 

If they brought to the National 
Service knowledge and ability of a very 
special kind, they will take from it 
many invaluable lessons. 

They have been taught by the 
necessities of their work to cultivate a 
more imaginative and creative habit of 
mind ; to take 
longer and broad- 
er views ; to deal 
with vital inter- 
ests in a big way 
both mentally and 
materially ; and 
to believe that 
the power of well- 
directed adver- 
tising to influence 
public opinion 
and direct public 
action is practi- 
eallv unlimited. 

They have 
raised millions of 
men and millions 
of money and 
have profoundly 
modified deep- 
rooted national 
habits in the 
matter of food 
and clothing. 

Without their 
unremitting labours the moral of the 
population of these islands could hardly 
have bcen maintained at its pitch of 
determination to endurc and to conquer; 
and there is abundance of evidence that 
their operations in enemy countries 
have recently come to be dreaded 
as a most powerful disintegrating 
force. 

In every department of national. 
effort under Government control their 
aid has been found to be indispensable ; 
and the innumerable private movements 
to mect various war-time needs that 
have been instituted, owe their volition 
and achicvement to advertising, and 
almost to advertising alone. 


September, 1918 


SOUTH 
|AMERICAN 
TRADE 


Write to G. W. Kettle 


(DORLAND AGENCY, LTD.) 
for particulars of an 
Original, Effective and 
Penetrative Method 
for the cultivation of 
South American Trade 


Address : 
16 Regent St., London, S.W.1 
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It may be predicted with the fullest 
confidence that men who have found 
themselves responsible for this great 
national function in war-time, and who 
have solved such huge problems of 
publicity at short notice and at high 
speed, in a. successful manner, are not 
at all likely to return to their com- 
mercial avocations when the war is 
over in the same spirit and with the 
same habits as aforetime. 

They have been undergoing a su- 


premely severe training in efficiency: 


\ineriean manufacturers should got busy 
considering he expansior of trade in 
these territories at onee for present and 
allerewar business, Afler the war every- 
one will be crowding in. Theres a time 
liii?! Correspond with us about it Xow. 

Arthur. 5night Company offers. you 
expert advice and specinhsed publicity 
service to secure the vigantie trade that 
india and the Bast promises, Ours is the 
only service thal can fiv you with energetic 
and “© Live roadmen to carry your products 
and sei, them to the Stores and Native 
Bazaars upon agreed terms, or set vour 
stocks placed in the main centres with 
local agents. , 

Advertising matter prepared in the ver- 
nacular of the province where a native 
appeal is necessary. 

Mail us details of vour sale proposition 
for advice free of charge. to 

LIE Indian Department, 
ARTHUR KNIGIIT COMPANY, 
SPECIALISED EASTERN. SERVICE, 
5&6 MARKET. STREET. ST. JAMES. 
LONDON. S.W. ENGLAND. 
Represented at Bombay. 
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which cannot but have a permanent 
effect. 

In particular, it may safely be said 
that any tendency towards pettiness 
in views or methods will have been most 
thoroughly purged out of them. 

What this implies to the American 
advertiser intent upon adventuring jnto 
the British market need, perhaps, 
scarcely be pointed out. 

It most assuredly means this: that 
if he is careful to secure the assistance 
of a British advertising man of standing, 
he will have at his command the most 
expert aid that, so far’ as publicity is 
concerned, can be found in the world 
to-day. 

Even the most deservedly famous 
of practitioners on the other side of the 
Atlantic will not be able to claim an 
equality with those in the front rank of 
British advertising; unless and until 
they go through a similar experience 
and can point—as beyond doubt they 
would be able to do given the circum- 
stances—to similar achievements. 

We hope to be forgiven the more 
readily for rather loudly blowing the 
trumpet on behalf of British advertising 
in that what they have done and what 
they have become, gives them a very 
clearly visible increase of value to 
advertisers of commodities from over- 
seas. Whatever doubts such an adver- 
tiser might once have had—yjustifiably 
or unjustifiably—as to the adequacy 
of the service that could be offered to 
him by British specialists in publicity, 
need certainly no longer be entertained. 

Our advertising men have more than 
proved that they may be entrusted in 
full confidence with interests of any 
magnitude. 


N.B. 


E particularly direct the attention of our American readers to the service 

that can be rendered them by THE ADVERTISING Wor pb Information Bureau. 

They may be assured that whatever advice or information it offers is given by an 
absolutely independent authority, and is not influenced by a regard for any interest 


other than that of the enquirer. 


Everything the advertiser requires to know about the British market and the most 
practically useful methods of operating in it we are in a position to supply to responsible 


applicants. 


AVI 


The A. W. Information Bureau, 
Sardinia House, Kingsway, W.C.2. 
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SIGNS OF VICTORY! 


There are ible signs of victory on every sector. of 
the long battle-line in France. 


This means that peace may well be nearer than most of 
us imagine, and renders it vitally important that we should 
prepare for its problems now—to-day! Delay may 
mean defeat for us in the commercial field. | 


It is time to give a sign that we mean to win in trade às 
we are about to win in war. 


The victory sign in commerce is an Oldham sign. 
Oldham's can give you a sign that no one can fail to 

. notice and approve, and that will be unmistakably yours 
Why ?—because they. are the sign specialists. 


SIGNS TO COVER ALL YOUR NEEDS MADE AND FIXED BY OLDHAM, LEEDS. 
J. OLDHAM (with which is incorporated Gawthorp's, Ltd.), Sign Advertising Specialist, Foot of York Road, LEEDS. — 


India’s 
Millions of eee 
are t each year 
hy thin ipesule of 
Pia on Imports. 
| You want your 
full share of this 
trade ? 
Then write to us 
for our  sugges- GN 
tions. 
We are on the 


dor and know the 
untry. 
Advertising litera- 


ture prepared in all 
Indian languages. 


WANTED ! 
BACK NUMBERS 
OF 


Ghe Advertising 
‘World 


We particularly desire to 

obtain copies of the following | 

issues of “ The Advertising 
orld ” 
JANUARY 


! . 1918 
| Lr you have one For more 
| copies ie the above numbers, 
we shall be glad to erate: 


Alliance Advertising 
Association, Ltd. 
INDIAN. ADVERTISING: SPECIALISTS, 
Head Office: CAWNPORE, INDIA 
Also at CALCUTTA and BOMBAY 


Digitized by Google : 


& youngster Who grows up 
ma city slum doesnt get 
half as good a start tn life as 


Met 


m 


one who has plenty of clean 
fresh arr and sunshine. 


OH NHULL 


fights for both 


Commencing November 2nd all advertisement pages in 
“John Bull” will have four columns to the page, each 
column measuring |] inches deep by 23 inches wide. 
Advertisement Rate £9 per Single Column Inch. 
For particulars of space available apply to 
PHILIP EMANUEL, Advertisement Manager, 
ODHAMS, LTD., 85-94, Long Acre, W.C.2. 


Telephone No. ; Gerrard 9870 (nine lines), 


Publiahed by the Proprietors, A.W.. Limited, Sardinia House, Kingsway, W.C.. and ae vee for them by 
W. H. Smith å Son, The Arden Press, Stamford Street. London, 
Cover Blocks supplied by The Press Etehing Co. 12 Wine Offlee Court, mt Stedt. E.C 


| PRICE 4 


HE most gratifying feature of the 
. pleasing but embarrassing position 
vA “PUNCH "is in to-day -SOLD 
=- OUT FOR FIFTEEN MONTHS IN 
ADVANCE—is that Ninety-Five per 
cent. of this record advance sale of 
advertising space was made to old adver- 
tisers who by years of experience of the 
great value of '*PUNCH'S" advertising 
: pages in selling high-class goods and 
— service had proved for themselves that 
they were economically justified in con- 
tinuing to invest in “ PUNCH " space. 
Is there any doubting high-class advertiser 
who in the light of such evidence can fail to be 
-convinced that ‘‘ PUNCH” PAYS? 
^. Much space is already booked for 1920. 
ROY V. SOMERVILLE: 
Advertisement Manager, "Poach" 


lO Bouverie Street 
London, E.C. 4 


mei 


"nos 


í 


In order. that as many 
advertisers. as possible 
^" may be accommodated 
in the ` Í 


NORTHERN 
^ DAILY 
TELEGRAPH 


space limits. have been 


fixed. 


Advertisers and agents 
will doubtless appreciate 
this step as an alternative 
to the crowding out of 
the advertisements of 
many regular users of 


“ Telegraph ” space. 


H cad Office 
BLACKBURN 


London Office. 
85 FLEET STREET 
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The Craft ofthe Photo Engraver 
NTELLIGENCE 


Intelligence is one of those commonplace 
qualities that are so often taken for 
granted. 

But intelligent craftsmanship in block- 
making is not so easily secured in these 
difficult days as to render it anything but 
a valuable asset to those.whose need is a 
comprehensive block service. 

Restrictions and ever-soaring prices have 
brought lower quality paper into general 
use, with a natural sequence of difficulties 
in printing illustrations. 

It is here that intelligent engraving counts 
in its ability to minimise present- -day 
disadvantages in printing. 

Every Craske block is made with a close 
regard for the paper it is to be printed on 
and the work it is intended to accomplish. 
Not mere blocks, but “ better blocks." 


’Phone for Mr. Craske, Holborn 2529 


and make an appointment for him to call. The more 
difficult the task the more anxious we are to master it. 
Nothing is too small to interest us if it interests you. 


Alfred Craske & Co 
“Makers of Better Blocks” 


at 5 East Harding Street 
Fetter Lane, E.C.4 
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"THE ADVERTISING WORLD" is published by the Proprietors, A. VW. Limited. on or about the fourteenth 
day of each month. 


THE ANNUAL SUBSCRIPTION to “The Advertising World,’ including postage. is 10s. in the British Isles 


and 12s.-to foreign countries; single copies will be sent for ls. 


LITERARY AND ARTISTIC CONTRIBUTIONS, whilst not solicited, will be carefully considered ; but the 
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SITUATIONS WANTED,—We have on the Bureau several good men who are 


looking for positions as Advertising Managers; One or two Copy Writers, and two 
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as Secretary to an Advertising Agent. 


ASSISTANTS WANTED,—An Accountant in Advertising Agency Office.—A 
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m Dutch 


m leanser 


! YOU ARE NOW  !" 
ji TOO LATE 1 


E to book spaces for posters on the vans iil 
Il ^ of Carter-Paterson and allied services for MI 


j sua | 
+t But the booking for 1919 is not yet H 
‘Ill completed. Ii 


i| There are some valuable blocks of _ |! 
Ill ^ spaces still left for next year. i 


il WRITE TO-DAY TO THE SOLE AGENT |! 


IH lil 
I J. WEINER'S i 
h "VAN-AD" Poster Service ii 
L=====: 32 Shaftesbury Avenue PS ===] 


LONDON, W.1 Ill 
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Charles Frederick Higham 


Professional Advertiser. 
AUTHOR 


of 
* Scientific Distribution.” 


[^] 
* Mr. Higham has raised the Art of Advertising to the dignity of a Science " 
LONDON DAILY NEWS. 


ØJ 
Consultation by Appointment. Fees by Arrangement 
ØJ 


ADDRESS 
50 LUDGATE HILL, LONDON, E.C.4 


Telephone : Central 4428, 3 Lines. 
Telegrams or Cablegrams: “ HIGHAMADS,” London. 
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On the Eve of Peace— 
| Advertising by Su ges- 
tion—£5,000, 0 O 
Wanted—An Appeal to 
Employers — Goodwill 

eversion—Club 
Reports 


THE ONLY INDEPENDENT ADVERTISING TRADE PAPER PUBLISHED IN GREAT BRITAIN 
NO PRINTER, ADVERTISING AGENT. NEWSPAPER OR ENGRAVER HAS THE 
SMALLEST INTEREST IN ITS PROPRIETARY OR ANY VOICE IN ITS CONTROL 


ON THE EVE OF PEACE. 


HE immediate future may well hold for us 
many startling surprises, but that the end of 
the war is imminent needs no further demon- 
stration than the events of the past week or 
two have provided. Already the Allies are in 
effect concerning themselves as much with the 
winning of the Peace, the task about to be set 
before them, as with the winning of the war, 
one that may be regarded as all but concluded. 

We have always held it to be almost a certainty that the ending 
of the war would be as sudden as its beginning ; and for that reason 
have been wearisome perhaps in urging advertisers to have their 
preparations for peace-time operations in as advanced a stage of 
completion as cireumstances would possibly permit. 

The extraordinary rapidity with which the world-shaking 
events of the past three months or so have followed each other has 
surely more than justified our warning. At the beginning of that 
period the Allies were faced by enemies flushed with great and newly- 
achieved successes in the field, and confident of victory ; to-day 
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those same enemies are in such a position that they are in desperate 
straits to secure peace at any price short of utter and openly-declarcd 
surrender. 

The time is very closely approaching when those advertisers who 
have prepared themselves for immediate peace-time operations 
at the very first favourable opportunity, will begin to reap the reward 
of their forethought. 

Those who from carelessness, or from a belief that the coming 
of peace would be a process discernible afar off, have neglected to make 
plans and preparations will probably find that it is already too late 
for them altogether to make up for lost time ; but there are still a 
few days of grace remaining to them. 

It may well be that they do not as yet discern exactly how and 


when they will be able to resume operating upon a full-power basis. 


Few of us are able to do so. For the problems attending the world- 
wide retranslation of practically every term of industry and com- 
merce from the language of war into that of peace there are no 
precedents. They will assuredly call for many strange and startling 
solutions and expedients. 

This much may be said, however—that they will in some sort 
be solved or circumvented very speedily, and that from a seeming 
chaos of elements an equilibrium will quickly be established which 
will permit of national and international trading of a comparatively 


. unrestricted and comprehensive character. 


We earnestly advise all those who have not already done so to 


consult their agents with a view to the formulation of an advertising 


and selling poliey for the future and the preparation of all material 
that can be made ready in advance—which in most cases will be 
by far the greater portion of the wholc. 

They will then be in a posture to. take instant advantage of 
every chance and hazard of the transition period between the 
cessation of hostilities and the stabilisation of peace. During such 
a period opportunities are sure to present themselves suddenly in 
unexpected places and at incalculable times. Only those who are 
alert and prepared will be able to profit by them. 


a PRESS AS THE PULPIT. 


EH should be adivertisus in what way 
and to what end docs not really matter—that 
the campaign announced in this issue of THE 
ADVERTISING WORLD deserves, as it will obtain, a 
special place in the history of organised publicity. 
The Anglican Church, which for so long has 
relied upon an inertia, in the form of estab- 
lishment and tradition, for its influence, is about 
to take up its bed and walk; it is about to go out and preach 
the Gospel instead of sitting down and waiting for disciples to 
happen along. 

This is a very notable phenomenon, and if its mere appearance 
is astonishing, its inevitable results must necessarily be still more so. 

Rightly or wrongly—that question must be left to the theologians 
and ecclesiasts who claim to be judges in such causes—the Anglican 


Church, since the Reformation period, has always paid particular ` 
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respect to the pulpit. It has been a Church of preachers—good 
and bad, mostly the latter—rather than of priests. The scrmon 
has been in practiec the principal item in its principal services. 

Now for the first time it seems to have realised that the only 
pulpit for a great preacher is the Press; and is cssaying to reach 
the congregation it professes to believe is its own by means of the 
living printed word of the daily newspaper. The Church, at long 
last and with reluctance, proposés to advertise—i.e., to make known 
the Gospel its earliest representatives were charged by their Divine 
Founder to carry to all people. 

We trust that this departure is as big with developments as it 
would scem to bc, and that the Church, both as a body and through 
its individual accredited voices, will in future speak from the pulpit 
of the Press habitually and with understanding. 

It will have to pay for its pulpit space ; but, for the matter 
of that, it pays pretty heavily for much less commanding pulpits 
in its half-empty churches and chapels as things arc. 

If the Church has the message it declares is entrusted to it— 
one of particular import to the outcast and forlorn—it must go out 
into the highways and byways to find those to whom that message: 
is most emphatically addressed. 

It must use the most effective means available of conveying 
the peculiar invitations and consolations which it has in its charge ; 
that is to say, it must advertise thc Living Word with enterprise and 
intelligence. 

There is nothing irreverent or mean in this idea. An ignorant 
curate making foolish the wisdom of God in a deserted chapel is 
surely a greater offence against all that most of us hold sacred than 
a reverent advertising man bending cultivated skill and wide 
experience to the wider publication of the Sermon on the Mount. 


AN IMMINENT DANGER. 


[C 9— P 9; E may make up our minds that in thc days 
i fe Ww £78! now close upon us the State—not as an expedient 
je GX: d| in exceptional circumstances, but as in the 
*4| discharge of its normal functions—will keep a 
|| lively finger in all industrial and commercial pies. 
>A] It may disguise its interference with what used 
*4|| to be regarded as strictly private business by 
"M operating through channels not immediately 
“recognisable as official ; but it will be there. 

It is not at all likely to refrain from some attempt to regulate 
advertising. It has come to understand something of the enormous 
power of publicity ; and that it will in future allow that power to be 
exercised in a free and irresponsible manner can hardly be expected. 

Since so much may be taken for granted it is for honest adver- 
tisers and advertising men to watch closely lest State regulations 
devised to protect the public from sharpers and quacks do not have 
the effect of impeding and restricting legitimate trade. 

Sound advertisers and advertising men must sce to it that 
their practical experience and advice are called upon and given duc 
weight before departments and officials commence to frame regu- 
lations which may vitally affect their interests. 
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It has hitherto been difficult to get advertisers to realise the 
importance of combining in defence of advertising. Sections of 
them are, of course, strongly organised according to the nature of 
their industrial or commercial businesses ; but as advertisers they 


never have possessed, and do not possess now, any means by which 


they can make their combined influence felt when any question 
affecting them arises for discussion. 

We most strongly recommend them to remedy this dangerous 
state of affairs with all possible dispatch. 

Governments bent on legislation of a restrictive character 
seldom pay much attention to protest or opposition that has not 
some show of power, as well as of reason, on its side. Speaking with 
anything like a united voice, advertisers could compel any Govern- 
ment to treat them with all due consideration, if not with deference ; 
their voices as individuals, however righteously indignant they 
may be, will always be disregarded as the mere isolated outbreaks 
of disgruntled people. 

They must get together soon, or they may quickly find ample 
cause to regret their neglect in failing to organise their forces. 


CONCERNING SLOGANS. 


CURIOUS question came under our notice 
Sore recently concerning an advertiser’s prescriptive 
eu) ^| right to a slogan. 

The slogan was a good one, in that it 
expressed what the advertisers wanted to say 
with the utmost emphasis, point and brevity ; 
and they naturally felt aggrieved when another 
advertiser began to use a slogan which was in 
all essentials identical with their own. 

Unfortunately for the establishment of any sound moral claim 
to an exclusive right to the slogan—there was, it need hardly be said, 
no question of a legal title—the phrase of which it consisted, or some- 
thing very closely similar, was found upon examination to suggest 
itself almost inevitablv to anyone desiring to express its underlving 
idea in a compact and forcible form. 

It had not that touch of the unusual that makes, for instance, 
the adjectives *' grateful and comforting " in’ combination indubit- 
ably the real property of one advertiser alone. 

.]t was really a phrase more or less in everyday use. Now to 
take a slogan from the curreney of conimon speech may be very good 
policy—the use of ** Good morning ! " in connection with Pear’s Soap 
is an example—but it has the drawback that what is already public 
property cannot be made a private preserve. 

Advertisers who propose to usc a slogan—and a good slogan is 
an invaluable advertising engine—will do well to bear this in mind. 

They nced not hastily assume that a phrase must be in a measure 
eccentric, or even mildly out of the ordinary to make an effective 
slogan ; but they may take it that they will not be able to assume full 
possession of a common phrase without advertising it upon some such 
scale as that which enabled the advertisers of Pear's Soap to make 
" Good Morning ! " useless to any of their compctitors—or indeed to 
any other advertisers. 


- n 
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~ ADVERTISING BY SUGGESTION 
ei A 


A notable campaign in which the advertisers rely almost 
solely upon the impression produced by the surface 
quality of their announcements 


IT IS extremely interesting to note 
how the doctrine of “ reason why " in 
advertising—which for a while held 
the ficld—has fallen into comparative 
disfavour of late. 

In part this is, no doubt, a natural 
reaction, but. there may be something 
more in it. It can hardly be only in 


unreasoning accord with a mere pendu- 
lum impulse that so many advertisers 
have to a great extent abandoned direct 
less 


argument for more or subtle 
suggestion. 

It would certainly 
seem that there is in 
advertising practice 
an increasingly full 
realisation of the 
undeniable fact that 
most people are 
much less under the 
direct government of 
their conscious 
reasoning faculties 
than the more en- 6% 
thusiastic advocates 
of ''reason why" 
copy obviously pre- 


erus -SOAP 


We arc very far from understanding 
completely the operations of the human 
mind—we have, indeed, only begun 
to grope our way amid the countless 
obscurities of psychological phenomena 
—but we have at least reached a point 
where we can say that in general the 
advertiser who appeals solely to the 
conscious reason of potential customers 
is making a profound mistake. 

It is not the advertiser who most 
convinces the judgment of consumers, 
but he who best con- ` 
trives to plant an 
idea in their sub-con- 
sciousness who will 
secure the most 
satisfactory results. 
Having come to 
accept this we can 
understand. much 
more easily why a 
great deal of adver- 
tising that of old 
seemed, and was, in 
its essence unreason- 
able had the desired 
effect. 


supposed. If there was no 
i Only recently have Gi eer reason in it here 
the results obtained Ses was much damnable 
by many patient and censure. € iteration—in itself a 


Panes 


scientific students of 
psychology been 
brought into fairly 
general currency. 
Chief among these has been the gradual 
appreciation of the immense influence 
exerted by sub-conscious impulses upon 
human action. It has been proved 
conclusively that the governing factors 
in the activities of most of us are 
fixed ideas, predilections or aversions, 
memories and associations of which 
we are altogether unconscious; and 
not the conscious relating of fact to 
fact and of cause to effect which we 
fondly imagined enabled us in a purely 
rational manner to direct our course. 


A “KIRCHNER” 
USED IN 


wert? 
G^ ten Bow Y .0nDOs W 


FULL COLOUR 


powerful thing, 
affecting even those 
who were annoyed 
by it—and an in- 
stinct for the value of associated ideas, 
which experience has proved sound and 
which science now justifies. 

These reflections have been primarily 
induced by an examination of the 
pictorial Press announcements used by 
the advertisers of Erasmic Soap in the 
extensive campaign they are now 
conducting. 

There is no direct salesmanship in 
these: they depend for their effect 
solely upon the establishment of a 
certain relationship in the minds of 
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TWO OF “RILETTE’S” CHARACTERISTIC INGENUITIES 


those appealed to between the name 
of “ Erasmic " soap and certain pleasant 
and desirable sensations and qualities. 
They rely almost entirely on the 
quality of the drawings used to persuade 


"The Dainty’) SOAP 


Best for the complexion. 


” emasmic™ mors 
i 


"^ii. z mow Gord M "OQN.W. 


A DESIGN BY FLORENCE M. LEICESTER 


possible customers of the quality of 
the soap. The two may seem at first 
sight to have little, if any, natural 
connection: but the connection is 
certainly made by those who see the 
displays, and it is all the more firmly 
welded that it is made by them un- 
wittingly. 

In these circumstances the quality 
of the pictorial matter used is a con- 
sideration of dominating importance ; 
and as such it has clearly been treated 
by the advertisers. 

The representative specimens of 
" Erasmic " advertisements reproduced 
in these pages are various in the subject 
and treatment of the artists! work; 
but they are alike in representing a 
very successful endeavour to secure the 
very best obtainable of their respective 
kinds. 

The delicate charm of Kirchner, the 
arresting ingenuity of “ Rilette,” the 
quaint modishness of Miss Fish, the 
dainty fancy of Miss Gladys Peto, the 
decorative felicity of Miss Florence 
Leicester, who are each represented by 
a series of designs, are in their respective 
highly individual ways of a quality 
hardly approachable by any other 


October, 1918 


THE ADVERTISING WORLD 


157 


artists. Single drawings by Miss Helen 
Dryden, who has made a most attractive 
decorative style her own, and by other 
artists given to a more realistic manner 
of expressing themselves are not less 
notable for their high standard as works 
of art. 

The majority of these ^" Erasmic ”’ 
pictorial advertisements have been 
designed for reproduction in two 
colours, black and red—though a few 
in full colours have been reproduced 


by the three-colour process—and the * 


small replicas of them illustrating these 
notes show how  enormously the 
addition of a Second colour adds to their 
value, both in the matter of attraction 
and in memorability. 

Our own conviction, after a critical 
examination of the whole series, is that 
the two-colour arrangements are even 
more arresting and impressive than 
those in which a full range of colour 
has been used. This is probably owing 
to the fact that the simplicity and 
decorative character of the two-colour 
designs give them a more instant and 


" ^s 
TAIME 
She ‘Dainty Soap 


Gives a sweet freshness to the skin. 


" Erasmic™ 
rs 13t New Bows 2 LONDON. W DEN rs racio 


XERASMIC 
(The Dainty SOAP 


Delightfully Refreshing. 


SMIo 
13° Mew Bond S! Lowpow.W. 


ANOTHER DESIGN BY 
FLORENCE M. LEICESTER 


powerful striking force than the more 
realistic tri-chromatic pictures. 


Sires a sweet freshness to 7 


“CRASMIC”™ Perfumers, Lonvon d Pane. 


FROM A SERIES OF DECORATIVE WHIMSICALITIES BY “ FISH” 
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Only a very notable subject or 
unusually interesting treatment can 
enable a realistic picture tocatchone’scye 
and live in one’s memory with the same 
readiness and certainty as a cleverly 
decorative design. The decoration is 
not only much simpler, but its very 
unlikeness to the commonplace vision 
of its subject renders it unforget- 
table. 

In a decorative treatment of any 
chosen subject it is, too, possible to 
emphasize any desired quality—as, for 
instance, refinement or daintiness— 
much more easily and strongly than 
can be donc in a realistic picture. Such 
decorative designs as the advertisers of 
" Erasmic" soap have mainly used 
may, in fact, bc regarded more as 
picture-writing than as merely pictures. 
They possess not a little of the power 
of lucid expression of definite ideas 


A FULL-COLOUR DRAWING 
BY GEORGE HAZLER 


that is usually supposed to be the 
peculiar property of the written word. 

Anvone brought under the influence 
of these advertisements—and to see 


them is to be influenced by them— 
could not fail to carry in his mind there- 
after a quite clear idea that “ Erasmic ”’ 
is a soap of particularly high quality, 
belonging to the most select company 
among its fellows. He would associate 


A JAPANESQUE BY GLADYS PETO 


it with everything pleasant and refresh- 
ing in the ritual of the toilet, and would 
not question but that it weuld be as 
good to look at as to smell. He would 
be divorced from the idea that it is 
one of those strictly utilitarian disin- 
fectant soaps, no doubt extremely 
hygicnic but not pleasant to use, which 
of itself the name “ Erasmic " would 
probably suggest to his mind—just 
because it has the same termination as 
carbolic, boracic, ctc. 

This is a great deal for the advertiser 
to achieve, and the ease with which it 
can be achieved by pictorial suggestion 
is as remarkable as it is undeniable. 

On their own lines, which obviously 
can carry the advertiser a great way. 
these “ Erasmic " announcements call 
for nothing but admiring approbation, 
except in a few minor details. 

Of these details we may mention two, 
since our illustrations being in them- 
selves very precise and self-evident 
possibly. call for more even in small 
matters than criticism by implication. 
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: Messrs. ODHAMS LIMITED 
: have pleasure in announcing that 
: they have taken over control of : 
: | (ESTABLISHED 1874) : 
: commencing with the issue dated : 
: November 23rd eeeeeereeseeeeeseeeeesseeee | 9 | 8 
To the advertiser of high-grade goods—and none : 

other will be offered space— THE WORLD will : 

now afford the means of reaching the wealthiest and : 

most influential section of the public at a reasonable : 

: cost. lt will be handsomely produced, and excellent : 
: half-tone and colour results can be secured in its : 
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We are most decidedly of opinion 
that the lettering of most of the adver- 
tisements leaves a good deal to be 
desired ; that it is in most cases lacking 
in the delicacy and distinction fitting it 
for companionship with pictorial work 
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“ERASMIC 
EN SOAP. 


“Saas fo SU? vvryon 
Some are delicate v) und others fear M 


Chere are Enis: 
but all are most delighthir 


eR ASM(- 
m4. mere 
IS See Kurs $* LOebON W 


perfumed 


THE MOST PLEASING 


ONE OF 
FULL-COLOUR DISPLAYS 
of such exceptionally high quality, 


and that in the by no means unimportant 
matters of size and placing it has often 
been so used as to d'minish rather than 
increase the effect of the whole display. 

It is not to be supposed that we 
advance these small criticisms because 
of our own personal and arbitrary prc- 
dilections with regard either to lettering 
or placing. The principles of good letter- 
ing are very definitely established and 
the laws of ‘ * placing " are not at all 
accidental. Thev cannot be ignored with 
impunity by the advertisement designer. 

But we admit that these are minor 
blemishes in a generally successful result. 

None the less, our own inelination is 
towards the belief that the advertise- 
ments would have been still stronger 
had the pictorial appeal been asso- 
ciated with verbal ‘ reason-why " and 
suggestion of cqual quality. In the 
large spaces used—the majority of our 


reproductions are from full pages in 
the better-class weekly periodicals— 
there is ample space for something in 
the way of selling talk without any 
prejudice to the pictorial effect. The 
reader will read, and it is a mistake not 
to talk to him in plain words when the 
opportunity occurs ; as in Press adver- 
tising it always docs. The pictorial 
appeal is more instant, but the written 
word can be made more impressive, 
and more potent in its impulse towards 
immediate action. In any case, there 
would seem to be no reason why the 
word and the picture should not be used 
in support of each other. 

If, therefore, wc are disposed to 
consider that a modification of the 
general scheme of the “ Erasmic’ 

ress campaign might make it still 
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"E RASMI( d 
The Dainty SOAP. 


BEST FOR THE COMPLEXION. 


fRASTM CZ 


— D d W 


DISTINCTIVE DECORATION 
BY HELEN DRYDEN 


morc fruitful of result, we at the same 
time have no hesitation in saying that 
as It stands, its plan admitted, it is 
susceptible of small improvement. The 
advertisers were out to get a “ best 
possible " of the kind of advertising 
thev favoured ; and, in general, they 
have undeniably secured it. 
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AST CAPITAL has accumulated during the War in South 
V . American Banks awaiting the first certain signs of Peace to be 
liberated for investment. A Trade boom, probably unparalleled in 
the history of South America, must follow. Latest advices from our 
Buenos Aires branch indicate that already it has commenced. 
Ti} i LR 2 'T Conf Am, 


vou to secure 
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UR BRANCH AT BUENOS AIRES—in conjunction with our 
London and New York Offices—is thoroughly organised for placing 
all classes of advertising in South American Papers. Copy and illustrations 


prepared and matter translated into correct technical Spanish for South 
American press. 


UR LONG AND WIDE EXPERIENCE in general advertising in 


all parts of America and our unique organisation places at your 


disposal a service that can materially assist you in developing big business 
in the South American States. 


MEMBER OF OUR STAFF who thoroughly understands Trade 

conditions prevailing in South America will be pleased to call by 
appointment and furnish full information in respect of most suitable media 
for any particular class of business. 


Write or 'phone us to-day 
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(G. W. Kettle, Principal) 
16 Regent Street, London, S.W.1 366 Fifth Avenue, New York 


"a 


162 THE ADVERTISING WORLD 


October, 1918 


VARIOUS AND SUNDRY 
EO E 


“The world is so full of a number of things.”— Robert Louis Stevenson. 


Architects and Advertising. 


I see the American Institute of 
Architects has removed the ban which 
debarred architects in the United States 
from advertising. The Institute will 
not, however, go so far as to advocate 
the practice. 

In its official organ the Institute 
defines the reasons which have led to 
the change, paying therein a tribute 
to the wider part which advertising 
now plays in our everyday life in “ the 
study of markets, and the analysis of 
business in order to increase sales and 
open new markets." In fact, the In- 
stitute realises that good advertising 
is not such & dreadful thing after all. 
Finally, the journal says: “ Adver- 
tising as a word thus began to stand for 
a varicty of selling forces which could 
scarcely be enumerated. The architect, 
obliged in some manner to make his 
name known, could no more escape 
the utilisation of some form of it than 
he could escape the use of the post for 
carrying his letters.” 

In short, the Institute bows to a 
force it can no longer resist. In a few 
years! time it will wonder why it cver 
tried to. 

E i 


The Government and 
the Press. 

The purchase by Sir Henry Dalzicl 
and his friends of The Daily Chronicle 
and Lloyd’s has directed attention to 
the great number of influential papers 
owned by members of the Government, 
or by gentlemen closely associated with 
it. Sir Henry himself, a great supporter 
of Mr. Lloyd George, has now five 
leading journals under his control ; 
Lord Northcliffe, Chief of the Depart- 
mentof Propaganda in Enemy Countries, 
directs The Times, Daily Mail, Evening 
News and Weekly Dispatch; | Lord 
Rothermere, the first Air Minister, is 
principal proprictor of The Daily Mirror, 
Sunday Pictorial, Leeds Mercury and 


Glasgow Daily Record; Major Waldorf 
Astor, a director of the Government 
food policy, is very largely interested 
in The Observer; Sir George Riddell, 
an intimate friend of the Premier, is 
principal proprietor of T'he News of the 
World: and Lord Beaverbrook, Min- 
ister of Information, is largely interested 
in The Daily Express. In addition to 
all this, the Earl of Derby, formerly 
Secretary for War, and now British 
Ambassador in Paris, was a director 
of the Hulton group of papers. 


M 
Looking Ahead. 


There are many interesting evidences 
of the fact that the great employers of 
labour not only realise the necessity of 
affording the very best training for 
the young men in their works, but are 
giving practical effect to these convic- 
tions. I note with special pleasure that 
the Austin Motor Car Company have 
now at their Longbridge works a com- 
pletely equipped Engineering College, 
staffed by University men. It is claimed 
for this college that it affords a training 
equal to that of any other technical 
college in the kingdom. Tuition is given 
free to all employés under 18, and for 
adults the fees are quite moderate. 
Residential accommodation is provided 
for 75 boys. 

Thus is the Austin Company doing 
their part to enable our workmen to 
hold their own in the great industrial 
battle that lies before us. 
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Disguising the Truth. 

Mr. F. B. Caswell. of Toledo, Ohio, 
has been gently chiding the advertise- 
ment writers of the United States on 
practising the art of camouflage in their 
copy. Mr. Caswell, who is the sales 
manager of the Champion Spark Plug 
Company in that city, says that the 
copv-writers in his country are past 
masters in the art of ** making things 
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DAILY MAIL. 


Increase in Advertisement Rates. 

The Proprietors have to give notice 
that the Advertisement Rates of the 
DAILY MAIL will be increased to 
£4 Os. Od. per single column inch on 
and after 4th November next;  Pro- 
spectuses to £5 Qs. Od. per single 
column inch. 


It should be especially noted that 
this increase does not apply to 
advertisements issued. by Government 
Departments. 


Associated Newspapers Ltd., 
Carmelite House, E.C.4. 
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look like what they ain't," and he 
deprecates the custom, advocating strict 
adherence to the truth. Verily there is 
nothing new under the sun. The 
practice is old, it is only in the name 
applied to it that therc is any novelty. 
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A Strong 
War Poster. 


I reproduce on this page yet another 
of the wonderful series of war posters 


€& KEEP HIM OUT of AMERICA | 


— — — ——— —— 


POINTED AND FORCIBLE 


which have been produced by American 
artists. Our own efforts would, with 
few exceptions, make a poor showing, 
I am afraid, placed alongside a collection 
of these admirable designs, which must 
be seen in their full colours and full 
size for their merits to be fairly appre- 
ciated. The “ W. S. S." poster illus- 
trated is far from being among the 
most ambitious as a picce of decoration, 
but it is undeniably very effective 
as an advertisement. It makes its 
point with the utmost directness and 
force. 
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Incomprehensible. 


The working of the official mind is 
past all understanding. An instance 
of this was given by Mr. C. F. Higham 
at the Savoy Hotel luncheon in aid of 
the Red Cross. ** We wanted to remind 
the public of the appeal that is being 
made." he said, “‘ and approached the 
Coal Controller, asking if we might have 
the spaces now used for the coal econ- 
omy appeal at the side of the 'buses. 
* Certainly,’ the Coal Controller stated, 
‘because wc naturally consider the 
work of the Red Cross to be of national 
importance.’ The 'bus people promptly 
agreed to allow bills to be posted free 
of cost. It was necessary to get per- 
mission from the Public Carriage branch 
of the police. We expected formal per- 
mission at once, but to our amazement 
permission was refused, on the ground 
that the Red Cross was not work of 
national importance! Though such 
a decision was nonsense," he added, 
“ yet we had to put up with this official 
rigmarole.” 


M 


" Advertising and Selling." 

I learn from the columns of The 
Advertising News of New York that its 
owners have purchased Advertising and 
Selling, and the two publications are 
now amalgamated. Contrary, however, 
to the custom in such cases, the pur- 
chasing paper will drop its own name, 
save as a sub-title, and the combined 
publications will be known as Adrer- 
tising and Selling. 'This purchase by a 
paper only two years old of a long- 
established rival is another reversal of 
the usual order of things, for Advertising 
and Selling has been established just 
twenty years. 

I see from an official pronounce- 
ment that the policy of The Advertising 
News will be continued by the combine, 
and that cditorially the paper will 
broaden its policy, particularly in the 
direction of selling. 


M 


After Enemy 
Trade. 

The exclusion of pencils manufactured 
in Germany and Austria from the 
British market has led to a notable 
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Now is the time to prepare for the future 


Personal Counsel 
or Full Agency 


Service ........ 


l. The Personal Service of 
Mr. Derrick can be retained, 
at an agreed fee, in a purely 


advisory capacity upon all 


matters relating to the Reduc- 
. tion of Selling Cost, without 

the detail of preparing and 

placing of any advertising. 


2. Or with our organisation we 
can go a step further, and prepare 
complete Advertising Campaigns for 
the home market and throughout 
the Empire, and in foreign countries 
—with or without contracting for 
space in the papers, etc. 


3. Or we will organise and exe- 
cute any and every form of your 
Outdoor Publicity — Bill - posting, 
Railways, Trams, and ‘Buses, etċ. 


4. Or we will plan, in every 
detail, your letterpress and colour 
Printing — and, if desired, print 
same on competitive estimate. 

5. Or we will do all these four 
things, working in harmony with 
your own organisation. 


DERRICK 


ADVERTISING ADVERTISING AGENCY E? 


Do et Better. — 


34, NORFOLK ST., STRAND, W.C. 
LONDON. 


PAUL E. DERRICK 
AUTHOR OF 


How to- Reduce 
Selling Costs. 


2nd EDITION. 
Geo. Newnes, Ltd., Publishers. 
6/- net or 6/6 post paid 
—oray .— 
he book deals with 
the principles of co- 
ordinated selling effort. 
By no other means can 
selling costs be kept on a 
level to ensure expansion - 
of trade and to meet 
modern competition. 


dvertising is a 
prime factor in 
any effcient selling plan 
—but to be effective 
must be employed with 


full knowledge of its 
established principles. 


Now is the time to 


THINK 
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MADE IN ALL DEGREES 
FOR ALL l'URPOSES 


A Pencil of Uniform Excellence. 


“KANDAHAR Pencils are 
smooth, durable, and a pleasure 
to.use One " Kandahar’ Pencil f 
will outlast a dozen ordinary pencils J 


“KANDAHAR” PENCILS AAEM 
aro British Made by a. N " 


GEORGE ROWNEY & CO. 


o " M*TaAwLIMMELD 1759 
ad. each 3/6 per doz: From all Stauoners oS 


e. : "hus 
A FRONTAL ATTACK ON ENEMY TRADE 


outburst of advertising by British 
pencil manufacturers during the war 
period. I hope the result will be the 
capture of a not unimportant enemy 
industry. The well-known firm of 
Messrs. George Rowney & Co. are 
among the advertisers who are trying 
to profit by the war oppor-, 
tunity, and I suppose their 
" Kandahar" pencil is 
directly intended to sup- 
plant “ Koh-i-Noor.” If it 
is to achieve the popularity 
it doubtless deserves, how- 
ever, the advertisers must 
contrive to improve on the 
kind of display represented 
by the Press announcement 
here reproduced. 


M 


Great Art and 
Sound Advertising. 
Even in these days when 
art and advertising so com- 
monly walk hand in hand 
I do not often happen upon 
a pictorial Press advertise- 
ment of such outstandingly 
high quality as that of 
" Fairbanks - Morse Farm 9% 
Machinery." His subject MSPS 
has here inspired that | | | 
| 
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brilliant artist and crafts- ' 
man. Mr. Franklin Booth, ; 
to one of his most notable 

achievements. The mastery 
he displays of the most 
difficult method he has 
made his own makes the 
efforts of his many imitators 
seem indeed pitiful. The 
individuality and distinc- 


." 
, 


i 
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tion of his work renders it ONE 
MOST ADMIRABLE ACHIEVEMENTS 


exceptionally valuable to `- 


the advertiser. Only an artist can, 
perhaps, appraise it at its true worth ; 
but the least cultured could not fail to 
be interested arid pleased bv it. 


M 
Spreading Sheffield’s 


Fame. 

I note with pleasure that the Sheffield 
City Council and the Chamber of Com- 
merce, working together, have resolved 
on a scheme for the advertising of the 
city. For this purpose they intend, 
among other agencies, to utilise the 
cinema. Films will be taken to illus- 
trate the great industries of the city. 
and its municipal, manufacturing and 
commercial interests. The film will 
then be shown in about 85 of the chief 
cities of the world. Undoubtedly this 
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ec0999*9060000€909656000906€090099599* 99259202026 


e - 
IDEAS FOR'ADVERTISEMENT.— 
A Hi $h-class Product Six original pencil suggestions for 
series of Trade Paper or Daily Paper 
Advertisements (up to 7 Ins. d.c ), in. 


` needs a Distinctive cluding headlines, &c., showing the 


advertisements as they will appear, 


Style of Illustration. “°c "7": 


FOLDERS AND CIRCULARS.— 
Rough colour sucgestion for Folder 
or Circular, including idea p ue 


We specialise in this headings. illustrations, &c. . £ 


Five ditto .. we i .. 414 6 


e 
0606€09*0€06€00060004*95909*024009 99099 € €€099*56000v90909099"709199* 990.599 


] f k d As above, complete with copy 9 19 6 
ciass O wor 9 an POSTER STAMPS.—One original 


rough co'our painting of Poster Stamp, 
h l t including idea .. e .. £015 6 

can eip you O  sixdito.. —. e e 330 
TRADE MARK DESIGNS.—*eries 


present your propo- of twelve original suggestions, inclu- 


ding finished lipe drawing of selected 
design  .. us us .. £310 0 


sition in the MOSE  sorveER ‘DESIGNS.—Three origi 


nal suggestions for Border, designed 
to secure prominence in crowded 


telling style. advertisement page..  .. £111 6 


e€,0909900»70960€0900606€09€40»5:]5950009*9005090069002090 


696,090» LIAERE AKTAY 


f > Telephone: Regent, 3661 
, Telegrams: Greenlyad Phone 
| London 
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37-38 STRAND, W.C.2. 
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will do a great deal to spread abroad 
the fame of Sheffield and its industries. 

I believe there is hardly a city in 
Great Britain which has made such 
preparations as Sheffield has done for 
development after the war. Its leaders 
are men of tremendous energy and 
enterprise. 


Ej 
A Generous Offer. 


The advertisement reproduced on 
this page is one that has “ given me 
furiously to think." It ap- 
peared in a daily circulating 
among hundreds of thou- 
sands of the general public ; 
and the offer to send a 
sample sheet on application 
—presumably to all antl 
sundry—seems on the face of 
it astonishing. So far from 
there being a question of 
anything in the nature of a 
deposit, it will be observed 
that the advertisers state 
they pre-pay carriage. It 
seems to me that they stand 
a grave risk of being heavily 
victimised if they adhere to 
their offer. I wonder whether 
the explanation of the mys- 
tcry is that * trade " copy 
has found its way into the 
general Press? It rather 
looks like it. 
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L.C.C. Tram 
Advertising. 


The advertising of the 
L.C.C. trams in the London 
daily Press has come in for 
severe criticism by onc of the 
members of the County 
Council, for at a recent meeting of that 
body Mr. J. E. D. Gilbert, M.P., des- 
cribed one announcement as “ drivel- 
ling," and inquired if it were not 
possible to stop such expenditure. 
Mr. G. H. Hume, Chairman of the 
Highways Committee, in defending 
its action, referred. to the large 
increase in the number of passengers 
during the eleven weeks ended on 
October 2nd, no less than 8,750,000, 
as compared with the same period last 
year. 


I am inclined to think the advertising 
might be better done, but it seems to 
have been effective, even though the 
whole of the increase in the number of 
passengers cannot be attributed to that 
cause. . 


X 
The A.A.C. War Message. 


Characteristically vigorous was ''the 
War Message " adopted by the adver- 
tising men at the San Francisco Con- 
vention, a copy of which has now 


“ SPERO” MAKE on Selsedge 


is your pretection and our guarantee of quality. 


CONVINCE YOURSELF 
OF ITS MERIT. 


BUY THE 


HAWORTH SHEET 


e 


SUPER-STANDARDISED QUALITY 
IN COTTON GOODS. 
“The Bes ia the Werld” 


PERMANENT LINEN FINISH. 


SAMPLE SHEET SENT ON APPLICATION. 


Please state whether hem-stitched er p'aia hem. 
WE PRE-PAY CARRIAGE, 


RICHARD HAWORTH AND COMPANY, LIMITED, 


85, DALE STREET. MANCHESTER. 


MILLS ON MANCHESTER SHIP CANAL. 


SPORTING, BUT SOMEWHAT RISKY 


reached me. Designed to visualise the 
purposes of the association at the present 
time, and pledging the members to 
support the war, it set forth in no 
uncertain terms the part which adver- 
tising can play in promoting the welfare 
of the country. Very significant is 
this remark: *'* The banker has come 
to realise that the manufacturer of an 
adequately advertised product is sup- 
plying a consistently growing market, 
and he considers that manufacturer a 
reliable credit." THOTH. 
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THE SOCIETY OF MOTOR ADVER- 
nmm TISING MANAGERS llc 


Mr. S. F. Edge on “Post-War Motor Advertising " 


AT THE opening meeting for the session of 
this societv, held on October 10th at the 
Trocadero Restaurant, Mr. S. F. Edge gave 
an address or “ Post-War Motor Adver- 
tising."^ The new president, Mr. E. W. 
Delacour, was in the chair. 

Mr. Edge said the first effect of post-war 
conditions would be a volume of advertising 
from the motor and allied trades such as had 
never before been seen. The Press would 
reap a harvest under post-war conditions as 
had not been generally appreciated, and that 
activity would continue for some years. 
Competition would be very keen. 

Trade papers were not parasites as some 
people seemed to imagine. There was no 
return so certain as advertisements in trade 
papers if boldly inserted and continued. The 
character and size of the advertisements 
helped people to make up their minds; thev 
were led to buy the article that was best 
advertised. When people were not wanting 
an article they never saw the advertisement, 
and for that reason he thought the technical 
Press was the first essentia] Press in which to 
advertise. But the goods must recommend 
themselves. 


The question might be asked: “If the 


factory 
models to him the firm should reconsider their 


number of advertisers were so numerous as 
to swell the papers to unwieldy bulk, would 
not the individual firms be swamped ? " The 
publie soon found merit, and it was the 
proud and satisfied customers who made 
advertising pay. There was no royal road to 
success in advertising ; publicity for his goods 
must be the manager's hobby. Then it would 
not be a matter of sitting down and racking 
his brains for ideas, but merely taking from 
his brain cells the best of the many ideas that 
kept crowding im. The success of individual 
firms under post-war conditions would depend 
more on the right advertising manager in each 
firm, he thought, than on anyone else, for the 
reason that there would be more motor-cars, 
accessories, and component parts well made 
than there would be customers ready to buy 
them. Further the ideal advertising manager 
would criticise the showrooms, the salesmen, 
the repair department, and even the factory 
design. The advertising manager should be 
a private user of the firm's goods. If the 
could not justify its methods and 


methods. The advertising manager must have 
enthusiasm, rapidity of thought, idealism, 
and true faith in his programme and policy. 
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sthe paper you read 


‘when you can get it! 


On the evidence of your 
own eyes its overwhelming 
popularity is obvious in 
— in Hotels—in ‘Bus, 
Tram, Tube ! 

When you cannot obtain 
your copy it is because the 
newsagents rationed supply 
is sold out. 


They a// sell out—we cannot print enough ! Just as we endeavour , 
fairly to ration the newsagents so do we try to give 2// our advertising 
friends space. 4s a matter of interest to advertising circles we may mention that 
QFanda à 

WLAC rd d daily sales are 300,00 J CO] pies 


E. HULTON & CO., LTD., 46 SHOE LANE, FE.C.4 
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ae Morning Paper 


Its readers :uclude the middle 
and wealthy classes who are 
WELL ABLE TO BUY 
GOODS OF QUALITY 


THE PEOPLE WHO COUNT ~ 
in the wealthy West Riding read 
“The Yorkshire. Observer." 


To reach them, advertisers 


MUST USE ITS COLUMNS 


“The Yorkshire Observer" London Office: 
172 FLEET STREET. (Tel. 1107 Holborn) 


DULUTH 
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Home Paper of 
BRADFORD 
and District 

The “Telegraph” enters the 


majority of homes in the city 
and district every evening 


It reaches the buying public of 
a rich and populous district 
just when they have leisure to 
read and are most susceptible 
to the influence of advertisers’ 
announcements. 


“ Bradford Daily Telegraph” London Office: 
62 LUDGAIE HILL. (Tel. 3578 City) 
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WANTED—£5,000,000 
ELTE 


The Church of England enters upon a great Advertising, 
Campaign for Funds. l 


THE CHURCH OF ENGLAND, feeling 
very strongly the call upon her to 
develop and‘ extend her work and to 
fulfil her mission to the nation, stands 


in need of a sum of £5,000,000 for this 


e 
e 


HE CHURCH OF ENGLAND ie the Church of 

the Nation. The King is the Defender of the 
Faith. But its moet important activities are financed 
by spasmodic effort, directed by official and unofficial 
Committees, by societies for sectional work, and by 
local collectione for local purposes. The Church is 
des'itute of any Central! Fund for carrying out the 


work of vital Importance to National Reconstruction 
a devolve upon it after the war. a 


HE need of such a Fund | 


for the regular work of 


the Church has for sone. 


years been recognised. When 
the Diocesan Boards of 


Fintice were formed, the: 


demand was already simn- 
mering. The new duties 
soon to devolve on the 
Church on matters of «ital 
National importance have 
raised the demand to boiling 
point. It is no longer a 
Church need only. Jt iw a 
National need. 
o © 


Why the Church of England 
must have a Central Fuad. 


The great National task for which tbe 
Nation wil! look to tbe Chu-ch after the 
war—the work of Spiritual Kaconstruce 
tion -oannot be dene with the funde 
which only too inadequately support 
Church work now Those funds are 
insuffinent for their normal purposes. 
The Church must be pi&ond in poasrasion 
ef a Central Fund if it is w save the 
nation's su) amidst the matertaliso 
influences of industrial and commercial 
peoonstruction. Tbe emalleet sum which 
will enable the Churoh to bring the 
funde fur ita normal work up to an 
efficient figure, extend ite religious acti Yie 
tirs. as y require Vo be extended, 
and provide for the emergency work of 
Preconstruction, 19 

> è 


Five Millon Pounds. 


For inch of a Central Fand, the phil. 
AAtÈr oe activities of the Church. no 
aljerisLive agencics, and Ite socia! wurk, 
are etarved, Devoted men and women 
glaliy give their services: bot they work 
with immadejuste equipment, in ill- 
wdapte! tuidings and for totally inoi. 
cent ealaries Clargy and Chnreb workers 
do pot revive a living wage. Hamp-red 
and sometimes almost literally e'arv-rd 
they etruggic on. The work, and nat 
the pay, ts their support. If the Church 
in the nineteenth. century hel no 
ebarge! hersclf with the duty of National 
education, the men and womeu vf to-day 
would be unfatted for the battle of life — 
to say notbing of the batten of Europe. 
The tdealiem of the Church *oboo! is at 
the rout of National character T4 
Church fehool sims to produce gaal 
“brietians and in the effort produors 
god tiens 


A DOUBLE-COLUMN 


School Maintenance. 


The Churob wiehea to maintain ber 
schools, that by being able to satisfy the 
demand for continsed education, she 
inaj yite the nation continuation ac hoole 
from which religion is not excluded. 
The Church af Boglard Aside that odu: 
cetim without a defgile reciproco s bane 
u n» edorotum at all. But the Church 
must have a Central Fund to carry out 
thie ideal. That tbe Church may haeo 
euch honle, the Charoh mast bave 

hers, The Central Pund is in part 
fond to provide them 


There ie need of support also for other 
activities of traly datiooal beneficenos, 
Fiom the point of view of social 
efficiency, è pereon ie chreper than s 
policeman, & Sunday School cheaper 
thau a Reformatory. The problem should 
tie, not bow little the work can be made 
to cost, but bow much money cao bo 
effectively wood Lacking a Central 
Fuad, tbe Church cannot approach the 
problem in thie spirit, Many of the 
elergy are oversork~t, underpaid, and 
Qupens ned The Nunday Scheol [s ill- 
equipped. the Church remote from tbe 
outre of popoletion. in handreds of 

laces all over the land. More men must 

selcoted and trained [or the ministry 
more lay workers must be enlisted and 
recompenerd. more ehurohes most de 
built, af the whole of the organised 
activities of the Charoh are to keep pace 
with mulern needs 
hg 


In helping the Church with your gifte 
yun etl! be fartbering a great National 
caves. The Chorb Central Fund will 
enable the Church to undertake tho task 
of Spiritual Reconstruction. More clergy, 
more lay workers, more teachers are 
require! , and there i» no Ceatral Fand 
Jet w supply them 


The Church of Bngiaad will do 
that work. It hes sever failed 
in ite duty to the Nation, ead 
n wilt not feil Tbe Church 
ravet be provided with œe 
Centre) Fuod NOW, while 
there ie time to use it 


ft a the buciness nf every good citizen 
ta put the Church in a poution to do 
what the Nation expecte of her 

The Church of Englaod Central Fond 
fa the moat profitable ioveetment that 
the Nation through ita citisens—- whether 
Churches of not—can make Phe 
dividends will be paid in the cure of 
eain! mis hifa, the growth of better 
and more cfüciept citisenship, the birth 
of lx Uer kirala, the stabilising of socia" 
upder 


APPEAL 


(Beneath the appeal as here shown is a Subscription Form) 


purpose. Her financial advisers, there- 
fore, have decided to engage in a great 
advertising campaign as a means of 
raising the money. They feel, rightly, 
that so vast a sum can only be obtained 
by such a means. Individual appeals 
cannot suffice. 

This is a very great step in a progres- 
sive direction for so conservative a 
body as the Church, and the result of 
the effort will be watched with the 
keenest interest by advertising men. 

The Church of England is not, as 
many people wrongly suppose, a wealthy 
body — far from it; and the fact 
that her endowments and other 
sources of income are for the most 
part allocated to individual dioceses, 
cathedrals, or parishes, means that 
she has no great central fund on 
which to draw for the extension of her 
work and the taking up of new depart- 
ments of it. The result has been that 
the Church has never been able, owing to 
lack of funds, to undertake as a body 
those enterprises for the good of the 


people that she would wish to carry 


through. A great deal of what is 
commonly called the failure of the 
Church has arisen from this and from 
the lack of a central organisation. 
In addition, the Church of England has 
fallen very far behind in the provision 
of the necessary machinery to mect the 
needs of the increasing population. 
The Church has been unable to cope with 
the situation. Convocation has passed 
resolutions, but there. was no one to 
give effect to them. Now there is an 
even bigger work of: extension and 
reconstruction to be done, for there 
are huge problems to be faced. 


Some five years ago a Central Board 
of Finance of the Church of England 
was brought into being to think out 
a solution of the difficulties. The 
Board is composed of very repre- 
sentative clergy and laity. After four 
vears’ consideration that body appointed 
an Organisation Committce, the moving 
spirits of which] were Earl Brassey 


October, 1918 THE ADVERTISING WORLD 173 


A Monthly Message 
by W. S.Crawford 


No. 6. | November, 1918. 


OT all the terms of peace, not all the after-the-war con- 
ditions, will be settled by the diplomatic and military 
representatives at the Peace Conference. 


No convention can force an Englishman to shake the hand 
of a German; no international agreement can compe/ a 
British woman to buy the products of a nation of criminals. 
Trade after the war will be governed as much by sentiment, 
by deep-rooted prejudice, as by any economic arrangement 
decided at a Peace Conference. 


British manufacturers will be at an advantage. But they 
must strike while the iron is hot, while the prejudice is in 
their favour. They must tell the story of their goods 
quickly, they should prepare their plans now. ‘The end of 
the war is sufficiently in sight to justify definite advertising 
preparations for the future being made at once. 


There is plenty of foundation work to be done before 
advertising is commenced ; before selling plans are matured. 
One of the distinctive features of this Agency is prepara- 
tion and planning ahead. 


We plan the advertising for our clients months before the 
first advertisement appears. That means more thought, 
well-laid plans, better advertising and more profitable 
results. We are already discussing after-the-war advertis- 
ing and selling problems with many enterprising firms. 


Are you ready for the future? 


W. S. CRAWFORD Led. 


Advertisers! Agents and Consultants JA 
_ Craven House Kingsway. W C. z $ 


Te.ephone : , Regent 5069 
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and Sir Trustram Eve, with Canon 
Partridge as secretary, who set to work 
to raise the money needed. 

The Finance Sub-Committee of the 
Organisation Committee laid it down 
as essential that in the propaganda 
there should be explained to church 
people what are the needs to be met. 
When this was translated into terms of 
cost it was found it would require 
£1,000,000 a year. To raise that addi- 
tional sum annually was felt to be 
impossible, so it was resolved to try to 
collect a lump sum of £5,000,000, to 
be a nucleus for the annual expenditure. 

That, very briefly put, is the history 
of the movement which led to this 
big advertising scheme for the necessary 
funds. 

The advertising campaign will be 
confined mainly to two forms of pub- 
licity, advertisements in the press and 
appeals sent through the post. 

The carrying through of the complete 
campaign has been entrusted to Mr. 
Arthur Chadwick of the Reliable Adver- 
tising and Addressing Agency, Ltd., and 
Chadwick’s Service Ltd., and the 
copy has been written by Mr. Thomas 
Russel. The advertisements will 
appear in all the principal London 


“The Daily Chronicle." 


THE ANNOUNCEMENT that Sir Henry 
Dalzicl, acting for himself and other gentlemen 
associated with him, had purchased outright 
. the business of the United Newspapers was a 
source of intense interest to all newspaper men. 
This means that Sir Henry, in addition to the 
ownership of Th: Pall Mall Gazette, The 
Sunday Ew ning Telegram, and Reynolds’s, now 
controls Th. Daily Chronicle, Llceyt’s Weekly, 
and a number of smaller papers issued from 
the same offices. The fact that Sir Henry is a 
strong supporter of Mr. Llovd George gives 
added interest and significance to the trans- 
action. Also it means that he is now one of 
the principal newspaper owners in the country. 
The purehase price is said to be £1,600,000, for 
in addition to the papers the buyers acquire 
also blocks of freehold property in Fleet. Street 
and Salisbury Square. 

It is officially stated that the policy of The 
Chronicle will not be changed, but Mr. Robert 
Donald, who had heen managing director of 
the United Newspapers and editor of The 
Chronicle and Lloyds, at once resigned his 
post. The new board of directors of The 
Chronicle will consist of Sir Henry Dalziel 
(chairman and managing director), Sir Howard 
Spicer (nephew of Sir Albert Spicer, M.P.), and 
Sir Charles Sykes. Mr. E. A. Perris has been 
appointed managing editor. 


and provincial daily and evening 
papers, the principal provincial weekly 
papers, in the Church papers, and in 
some of the London illustrated and 
other weeklies, but these last-named will 
not be employed to a large extent. 
Altogether about 500 papers will be 
used and the advertisements will 
appear eight times in the dailies 
and five times in the weeklies. The 
spaces will depend very largely on the 
amount which each individual publica- 
tion can allot, for in many cases it 
has been very, difficult to get the 
desired room. In most papers the 
spaces will run to a column, in a few 
totwocolumns. Anything much, there- 
forc, in the way of display is clearly 
impossible. The matter will be confined 
to text. 

In addition to the appeals through 
the post some half a million admirably 
written pamphlets, leaflets, ete., will be 
sent out. These state the case very 
effectively. This is the work of the 
Propaganda Committee, of which the 
Rev. J. H. Ellison is chairman. After 
the November campaign it is proposed 
to conduct another in February. 

For the present, at any rate, posters 
will not be used. 


Business Going Out. 


The Press campaign for Signal Eggs is 
being conducted exclusively by Messrs. Pool’s 
Advertising Service. Other new clients of 
this agency include Messrs. Maxson, Messrs. 
Skeflington (publishers), the London Hole- 
proof Hosiery Company, Bathoids, and the 
Patent Coal Mantle. 


The advertising of the reader advertise- 
ments of saccharin are being placed by Messrs. 
Osborne-Peacock. 


The advertising of the prospectus of the 
Newcastle-upon-Tyne Electric Supply Com- 
pany was placed by Messrs. Street & Co., 
Cornhill. 


The Central News Agency were entrusted 
with the advertising of the loan for the Govern- 
ment of the Province of Saskatchewan. 


The Brandes-Davis Agency has taken over 
the whole of the advertising of Messrs. Finlay 
& Sons, Manchester. 


The advertising of the Chinese Government 
8 per cent. Bonds was placed by Messrs. J. W. 
Vickers & Co. 


Mr. Chas. F. Higham has presented to 
Islington a war shrine, a replica in stone 
of that erected in Hyde Park. ^ It was 


dedicated on Oct. 26th. 
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"Whitby Gazette " Office, 
Whitby, Yorkshire, 


Oct., 1918. 
TO THE READERS OF ** THE ADVERTISING WORLD,’ 


Dear Sirs, 


You will be interested to note that Whitby 
holds absolutely the pre-eminent position in the 
country for contributions to War Bonds--the total 
investments since the inception of the War Bonds 
campaign last October to the 20th July this year 


being 
| OVER £133 PER HEAD, 


and on the weekly quota basis averages 61s, per 
head of the population, the next best town having 
an average of only 56s. 


The Chancellor of: the Exchequer wrote :—'' The people of Whitby may well 
be proud of their' record "' ; and the Controller of the National War Savings 
Committee says:—*' We feel that otr vocabulary of congratulation has almost 
been exhausted by the many previous occasions when we have endeavoured 
to convey our appreciation of Whitby's response.'' 


No better evidence could be forthcoming in 
War time to demonstrate that Whitby is the centre 
of a really thriving and prosperous district, and 
that it will pay advertisers to use the "Whitby 
Gazette." 


We shall be pleased to hear from you, 
and are, 
Yours faithfully, 


THERE 18 NO DAILY PAPER IN WHITBY. THE ONLY WEEKLY -THE " WHITBY GAZETTE." 
Cover- the district between Scarbcrourh aid Middlesbrouch over 50 miles apart 


DAILIES versus PROVINCIAL WEEKLIES. 


l Seay to the ceo raphica: pecultarities cf North East Yorkshire, the position occupied by tbe " Whitby Gavetre ` 
orique, and oat would be worth while MAKING AN EXCEPTION of it an. any advertsine§ scheme which 

Anersise excluded werkly parir No overlapping wouid be inyi dyed by sueb exception, for, in its circalagon ares 
2* 24 square miles, itos read oy thousands who never see a daily paper, and eldom any other The © Whitby 


is 4 boo fü e ya Whit bv paper; it covers unpertant Manufacturing, Shipping, Aecicuitural, Mining and 
. smt a dvstrie: 
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APPEAL TO EMPLOYERS 


CT 
* Don't Pity a Disabled Man: Find Him a Job." 


TO ITS many and varied activities on 
behalf of our fighting men the Y.M.C.A. 
some time since added a department in 
the interests of the discharged soldiers 
and sailors who are seeking | work. 


FIND HIM 
A JOB 


A POSTER APPEAL FOR THE DISABLED SERVICE MEN 


This branch of its operations is known 
as the Y.M.C.A. Employment Bureau 
for ex-Service Men, and it has its hcad- 
quarters at 102, Dean Street, W. In 
order to bring the claims of the men 
prominently under the notice of the 


public in general, and of employers in 
particular, the Bureau is during Novem- 
ber engaging in an active publicity 
campaign. From what we have seen 
of Y.M.C.A. advertising since the out- 
break of the war we 
may fecl certain that 
the campaign, though on 
a far more modest scale 
than the appeals for 
huts, will be thoroughly 
well donc. 

It is a very strong 
case which the Y.M.C.A. 
is presenting on behalf 
of the discharged service 
men. “Don’t pity a 
disabled man ; find him a 
job." That is the key- 
note of the appeal. "The 
men don't want a lot of 
sickly sentiment, they 
want work, and they 
have a right. to ask that 
those for whom they 
have fought shall pro- 
vide it for them. We 
owe a tremendous debt 
of gratitude to these 
men, who have suffered 
so much for us and who 
have saved our land from 


Pr. one 


REGENT ; : 

4030 § invasion and our homes 
THE RED | from ruin. It is the duty 
wow E ofthe people who have 
BUREAU stayed at home and 
Ex-service lived in safety, thanks 
102 DEANS! to our soldiers and 

rar sailors, to do all they 
Epployment can for the men who 


now need their help. | 

This, then, is the pur- 
port of the appeal which 
by means of the publicity 
campaign under noticc is being addressed 
to the people of England. "There is 
another aspect of the ease that is being 
urged. It is that employers should 
show svmpathy for the ex-service men 
whom they emplov, especially at the 
(Continued on page 178.) 
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IN PRINT 


What we should expect to find “Truth” if it became 


SO endowed with a human personality. 33 


A CHARACTER 


EVERY PERIODICAL, unless from to “ spot ” 


time to time violently wrenched out 
of the line of its natural development, 
comes to possess a personality of its 
own that seems almost independent of 
the human personalities which go to its 
making. 

A tradition is established by which 
every individual working for the paper 
is insensibly affected. This does not 
mean the retarding of healthy growth 
if the paper is a vigorously living 
organism, but merely the determining 
of the direction of that growth. In 
the case of a weakling it may certainly 
be in itself both cause and effect of a 
fatal creeping paralysis; but we are 
here concerned with one of the most 
robust of periodicals. 

It is safe to say that no dailv. weekly, 
or monthly published in this country 
possesses a more emphatically distinc- 
tive personality than T'ruth. Its readers 
regard the opinions and judgments of 
Truth precisely as they would those of 
an unusually well-informed human in- 
dividual. It is not, be it noted, any 
one human being connected with it— 
not even the dominant personality of 
its founder—that has given Truth its 
essential individuality. That personality 
is not a reflection but a creation, the 
work of countless small influences 
that have only become visible in their 
result. 

Now what sort of a person would 
most of us expect to meet if Truth 
indeed put on the very habit of a man ? 

We should expect, I think, a man of 
the world; of a certain age, perhaps, 
but with all the keen alertness of youth. 
He would be of the rare type that has 
had much and intimate experience of 
life in many: phases, and is not em- 
bittered thereby ; but only made wisely 
tolerant of the small peccadilloes of 
harmless fools, and exceedingly quick 


STUDY BY SIDNEY ALLNUTT 


to “spot " and discomfit a mischievous 
knave. 

He would be eminently a good fellow, 
appreciative of the good things of life, 
and the mortal enemy of Puritanical 
interference with harmless pleasures. 
I conceive him to speak with delibera- 
tion, and with something of a judicial 
precision, and to be a patient and 
attentive listener. 

That he would be very well-dressed, 
without any excess, I am perfectly 
certain; and I know that his taste in 
smokeables and drinkables might safely 
be a guide for the most eritical. 

I find that I am unable to envisage 
him as anything but a bachelor. This 
must be because he is so eatholic and 
profound an admirer of the other sex 
that he has been unable to fix his 
attention upon one sole member of it. 
But he has his domestic side, and I 
am sure a host of kiddies find him a 
delightful uncle. 

Above all, it need not be questioned 
that he would be one of those choice 
spirits who make friends among decent. - 
fellows wherever they go; and whom 
shady characters instinctively avoid. 

His friendship would be strong and 
enduring, and the greater as its object 
had more need of it. On the other 
hand, his indignation once roused would 
be deep and tenacious rather than noisy ; 
he would be a very awkward and uncom- 
promising adversary to anyone whom 
he had once found out to be mean, a 
liar, or a cad. 

Now the question that amongst others 
occurs to me is this—would not this 
Mr. Truth be an ideal salesman for any 
trader's commodities ?. Very many 
advertisers have, for the matter of that, 
proved him to be so. 


Published by T. P. Co., Ltd., West- 
minster, S.W. 
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start, because in many cases these men 
are taking up work which is new to 
them.“ If they were able to follow 
their old callings there would be no need 
for them to seek help; skilled craftsmen 
can readily find work now. But by 
reason of the loss of an arm or leg or 
other injuries they are unable to follow 
their old occupation and have had to 
learn a new one. That is hard in itself 
and it is doubly hard on men who have 
been out of regular work, in the 
industrial sense of the word, for a long 
time and have often spent montbs in 
hospitals or convalescent homes. Many 
of them, too, have had their nerves 
temporarily shattered from the horrors 
of the battlefield. 

One otber aspect still of the case is 
being presented in this campaign. It 
is that in their own interests it is far 
better for masters, even at some 
sacrifice, to employ the men than to 
have them marching through the streets 
in discontented processions of unem- 
ployed. That point needs no elabora- 
tion. 

And now as to the means by which 
the publicity campaign is to be carried 
through. They are many, and one of 
the chief methods is to use adhesive 
seals bearing the slogan of the cam- 
paign: “Don’t pity the disabled 
man ; find him & job." Messrs. Lyons 
have kindly undertaken to attach 
70,000 of these to the menu cards 
in their establishments, and Messrs. 
Lipton, the’ A.B.C. and other restau- 
rant keepers will assist in like manner. 
Messrs. Lilley & Skinner will use 20,000 
seals, and Messrs. Major Drapkin 
10,000. Mr. Herman Darewski will 
give up his hoarding space at the 
G.P.O. to an appeal for the cause, and 
advertise it on his programmes. The 
Great Eastern Hotel will print the slogan 


Presentation to Mr. George Wetton. 


"THE MEMBERS of the Aldwych Club have 
resolved to make a presentation to Mr. George 
Wetton in recognition of his very valuable 
services as hon. treasurer of the club, Mr. 
Wetton having now bcen compelled on account 
of ill-health to resign the post he has filled 
with such conspicuous ability. As the pro- 
motors of the testimonial say, ** His tact and 
untiring energy have contributed in no small 
decree to the club’s acknowledged success.” 

A committee, consisting of Messrs. J. C. H. 
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on their menus. Mr. A. W. Knight, 
director of Messrs. S. H. Benson, has 
rendered much voluntary service in 
connection with the advertising side 
of the campaign. 

Then about 15,000 telling five-colour 
posters suitable for usc on the hoardings 
and vans will be issued, Messrs Lyons 
again greatly assisting by taking 1,400 
for this purpose. Messrs. Lipton will 
also exhibit the posters on their vans. 
Adhesive stamps for memoranda, 
envelopes, etc., are also to be used. By 
the Underground Railways of London 
much valued help has been afforded by 
permission to put up, free of charge, 
double crown posters in the stations, 
while the managers of the L.C.C. 
tramways and the United Trams have 
given permission for the use of smaller 
bills on their cars. 

The managers of the cinema houses 
have very generously responded to the 
appeal made to them, and will show 
pictures enforcing the claims of the 
discharged men, while Mr. Oswald 
Stoll will, through the programmes, 
allow the appeal to be made in the 
amusement houses under his control. 
The managers of the amusement houses 
in general are rendering valuable help, 
while among the houses of business 
which will aid by the display of the 
posters and in other ways, Messrs. 
Swan & Edgar and Messrs. Campbell 
(of Tottenham Court Road) may be 
particularly mentioned. In all these 
varieties of advertising the slogan will 
be the chief feature. For the fast- 
moving street traffic the posters dis- 
played thereon will be specially adapted 
so as easily to catch the eye. In the 
distribution of the posters the main 
line railway stations will not be for- 
gotten, the Railway Executive ren- 
dering great help in this direction. 


Macbeth, W. Bridge Collyns and V. J. Reveley, 
has been appointed to make the necessary 
arrangements, and Mr. Reveley is acting n« hon. 
treasurer, The presentation will be made to 
Mr. Wetton at a dinner at the Aldwych Club 
on November 7th. 


Private Charles Cornell, formerly messenger 
boy at Messrs. C. F. Higham's, has been 
awarded the Military Medal for good service 
in France after only a few months at the 
Front. 
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Mr, Norman Maclean, of the Maclean 
Advertising Agency, Edinburgh. 


HERE are more genial climates 

for living in than that of Edin- 
burgh. Robert Louis Steven- 
son said that it was ''raw and 
boisterous in winter, shifty and 
unscnial in the summer." He 
called it * an unhomely 
harassing place of residence." James Payn, 
who was forced to live there for some years for 
business reasons, had a story of a four-wheeled 
eab being blown over in the streets of Edin- 
burgh (Payn was by profession a novelist or 
purvevor of fiction). 

Yet the Scottish capital has manv attrac- 
tions. It is crowded with picturesque relies 
of its historic past; it possesses the most 
beautiful street in the British Isles, if nct in 
all Europe: it is tle centre of Scotland's 
finance and of some branches of its commerce. 

Scotsmen are said to be shy of returning to 
their own country, once they have left it, but 
there are exceptions. Norman Maclean is one 
of these. After a thorough experience of the 
adv rtising field in Fondon, he set his face 
towards Edinburgh, two and a half vears ago, 
to found a service agency there, and he has 
never regretted it. 

One of the defects of the modern agency 
svstem is that. it tends to be focussed too much 
in the metropolis. Advertising agents are 
consequently morc plentiful than blackberries 
—in London. 

There is much good work to be done in the 
other big cities. The leading firms of a centre 
like Edinburgh require the best of service, on 
the most modern lines, and they want it 
served up “hot,” as it were, on the spot. 


SCOTTISH AGENCY 


They have nothing to learn from London ir. 
keenness and enterprise. Londeners may not 
be altegether willing to admit this. But a 
thing that everybody is willing to admit is not 
worth saying ! 

Though but a voung concern and of war- 
time growth, the Maclean Advertising Agency 
is conducting the publicity campaigns of quite 
a number of the best-known Scottish adver- 
tisers. These include the firms of Greensmith 
Downes & Son, whose * Alba " Knit Coats are 
worn throughout the world; Wm. Anderson 
& Sors, Ltd., the leading military outfitters 
north of the Tweed ; Thornton & Co., Ltd., 
waterproof manufneturers ; Alexander Wilkic, 
maker of famed ** Wylkedin” tweed costumes 
and coats; J. D. Blair & Sons, most enter- 
prising of Edinburgh drapers; and Donald 
Fisher, Ltd., proprieters ol Ben  Lawer's 
Whisky, which, though growing scarce, is still 
as good as ever. The Maclean Agency also 
handles all the Scottish advertising of Pullais, 
of Perth, whose “ regeneration " was recently 
deseribed in these pages. 

Most of the service is rendered on the fee 
principle. Mr. Maclean considers that it 
makes for that confidence between adveitiser 
and agent which is so desirable, more com- 
pletely than the old-fashioned method ct 
payment bv commission alone ; and it costs 
the advertiser nc more. The office is at 59 
George Street, in the centre of the city, and 
the telegraphic address is *' Publicity, Edin- 
burgh.” The Agency’s motto is “ ‘Efficient 
service for the advertiser." The words *' cffi- 
ciency " and “service” are both in some 
danger of breakdown from being overworked in 
recent vears, but in the present case the aim 
has been rather accurate description than 
novelty of phrase. 

Scottish advertisers appreciate sound and 
reliable service. The Maclean Agency can 
claim that it has not vet lost a client, nor ever 
had to be asked twice for payment of an 
account, believive that courteous and con- 
siderate treatment of the press is one of the 
essentials of agency business. 

These brief notes show that there are no 
kicks coming from Norman Maclean against 
Edinburgh as a field for the progressive 
advertising man. It may lack some of the 
excitements of London life. Thus, the Scot- 
tish capital has only experienced one hostile 
air-raid. It possesses no Aldwych Club. The 
Rotary Club movement, however, which is 
advancing so rapidly and knitting the interests 
of business men together everywhere, goes very 
strong in Scotland, and as honorary sceretary 
of-the Edinburgh Rotary Club Mr. Maclean 
finds his spare time fully occupied. 

Hc believes strongly in the future, when we 
shall all need. our best wits and energies to 
cope with after-war problems. It will be a 
case of a strong pull and a pull all together to 
drive the ship of British commerce full speed 
ahead, under new conditions of opportunity, 
into wide and olten uncharted seas. 
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STIMULATING REMINDER ADVER- 


TISING FOR MUNITION 


WORKERS 


Ee]: THE TERDUM TE. PATE HEAT EET AE 


THERE ARE no war-workers to whom 
this country owes more than to those 
who in their tens and hundreds of 
thousands labour unceasingly in the 
munition factories which in an endless 
variety are now scattered thickly ovcr 
the whole of 
Great Britain. 

They arc 
drawn from all 
classes, and 
many of them 
were altogether 
unaccustomed to 
arduous and con- 
tinuous work 
before they 
answered the 
call to this vital 
national service. 

With the best 
will in the world 
they are liable 
to become stale 
and workweary, 
if the real signi- 
ficance of what 
they are doing 
is not kept cver 
before them. 

As one means 
of reminding 
them of their 
importance, a 
number of 
double - crown 
posters, gene- 
rally similar in 
character to 
that here repro- 
duced, have becn 
issued to the 
works; and have 
fully justified 
themselves. 

They convey 
their message to 
whoever may 
give them even 
a fleeting glance, 
and provide a 


. EVERY TANK © 


Í TURNED OUTAT THESE. 
E! WORKS SAVES THE LIVES — 
B OF OUR BRITISH SOLDIERS © 

J| —MAYBE YOUR PALS. 

THEY ARE HOP 
MORE TANKS AT TH 


constant tonic to workers who might 
without them begin to forget the aim of 
their endeavours in the strain of their 
daily occupations. 

The issuing of these posters is yet ano- 
ther of Mr. C. F. Higham’s happy ideas. 


p 


DOUBLE-CROWN POSTER FOR TANK-MANUFACTURING WORKS 
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RE you formulating plans for post-war ex- 
tension now ? It is mot too early, if our visions 
oi new industry and commerce are to be realised. A 
moment's reflection will enable you to visualise 
some of the great advantages which high-class photo- 
graphic reproductions can offer, if intelligently used 
in your business, whatever that may be. We are 
building to improve an organisation which is 
already the largest and most complete of its kind 
outside enemy territory and influence. 
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IN THE PROVINCES 
GATOT E 


What Advertisers and Advertising Men are doing in 
Provincial Centres—from the Special Correspondents of 


“The Advertising World." 


Bristol. 


i offer congratulations to the Bristol Tram- 
ways and Carriage Co.. who control the adver- 
tisements on their svstem, on the enterprise 
they are showing in equipping their advertising 
department for handling a tramcar advertising 
campaign. The Department are prepared. to 
give advice as to the sclection of routes appro- 
priate to any commodity to be brought before 
the notice of a particular section of the 
community, and will plan colour schemes and 
make and supply enamelled plates. In fact, 
their ** Service " embraces everything neces- 
sary to ensure a successful outdoor publicity 
scheme on an extensive tramway system in a 
large industrial centre. 

As the restrictions prohibiting large posters 
have seriously interfered with the bold an- 
nouncements which manufacturers were wont 
to place before the notice of the general public, 
a well-designed enamelled plate advertisement, 
measuring 16 ft. 7 in. by 2 ft. 23 in., fixed on 
cars continually passing through the streets 
of a populous city like Bristol, becomes a 
valuable asset to any publicity campaign. 
When preparing new schemes of advertising, 
therefore, firms are invited by the Advertising 
Department of the Bristol Tramways and 
Carriage Co. to ask for full information. 


Dublin. 


The newly founded Trish Association of 
Advertising Men has been launched under most 
auspicious conditions and has received a 
measure of patronage not always extended to 
business organisations in Ireland. The pro- 
moters of the Association are to be heartily 
commended on the results of their uphill work 
in getting together such a representative 
gathering of Irish advertising men. Previous 
efforts to bring about an amalgamation of 
those who are concerned in advertising in 
Ireland did not succeed. The Association's 
programme of constructive educational work 
is certainly bold and vigorous. The idea of “a 
working alliance " with the Dublin Chamber 
of Commerce is excellent. The organisation has 
been framed on all-Ireland lines and Belfast 
has rallied magnificently to the slogan call sent 
forth from the city of Dublin. An account of 
the inaugural mecting will be found cn page 
190. 

New advertising business given out during 
the past month has included a long series of 
illustrated advertisements for White's Magnesia 
(proprietors, Messrs. Boileau & Boyd, Lid.) 
through Messrs. McConnell’s Advertising Ser- 
vice, and a revival of the campaign on behalf 
of the magnesia of Sir James Murray & Son, 
Dublin, the latter business being placed direct. 

In suecession to Mr. H. B. Buchanan, who 
Messrs. 


is now engaged on war work, 
MeConneli's. Advertising Service have ap- 


pointed Miss A. B. Lowe as their resident 
Belfast representative and as general agent 
for the province of Ulster. Miss Lowe is onc of 


Ireland's leading fashion artists and has 
executed some fine line work of the ultra- 
modern school for Press advertising. Her 


appointment on the staff of a service agency 
marks an entirely new departure in the Irish 
advertising ficld. . 

The Executive Committee of the Irish 
Newspaper Owners’ Association have drawn 
up a graded seale of advertisement rates for 
trade announcements only, so that some kind 
of uniformity may be achieved throughout the 
provincial press of Ireland. It is the earnest 
desire of the Association to eliminate the 
rates of 2d.. 3d.. and 4d. per single-column 
inch! The following are the respective scries 
rites. recommended for the grades specific d 
(members have the option of selecting their 
own group) :— l 


Grade. Insertion. 20r3. 4to 12. 130rover. 

A .. 8 2/9 2 /- 1/6 

B .. 2/6 2 [3 1/9 1/3 

C 6. 2E 1/6 1/3 1 

D .. 1/6 1/3 1/- - 10 
Newark. 


The members of the Newark Urban District 
Council, laudably anxious to devclop their 
town by advertising sites for building pur- 
poses, seem to be confronted by the awkward 
fact that there are no sites for the purpose. 
This is certainly a rather novel kind of diffi- 
culty. It presented itself at a recent meeting 
when the council considercd a proposal by 
the advertising agent of the Great Northern 
Railway Company suggesting that twenty 
photographic stretchers for exhibition in the 
company's Office windows in large centres 
should be provided at a cost of about 30s. 
each, the council providing the negatives, 
cach stretcher to contain a photograph of the 
town and a plan of available sites in the 
neighbourheed. Also he proposed that. two 
pages in the guide book, entitled * Industrial 
Progress," should be taken for three vears 
at six guineas a year per page, the total cost 
to be about £22 12s. à vear for three. years, 
and that posters for exhibition on the stations 
and parecel vans should. be provided. A 
representative from Messrs. Burrow, of Chel- 
tenham, also. attended, and the Advertising 
Committee recommended that official sanction 
be given to this firm to jssue a guide to Newark 
without liability to the council, and to include 
in it a list of the available sites. 

The proposal was quite sympathetically 
reccived, but the deputy-mayor stated. that 
the difficulty was to get sites, and, when got, 
the prices were prohibitive. It was resolved 
that the question should stand over in order 
to try to find sites at reasonable prices. 


October. 1918 


THE ADVERTISING WORLD 


N 


O one need consult ‘Carlton’ unless 
fired with the ambition to make his 
advertising better, in every particu- 


lar—infinitely stronger in character, more 
striking in design, more convincing in 
argument—than any of his rivals. 


The Carlton claim 
to carry out business 
propaganda with an 
altogether unique 
degree of quality and 
distinction is known 
to be no idle boast. 
It is simply the in- 
evitable result of the 


Where else are over 
seventy expert artists 
and writers — not 
‘hacks? but Aca- 
demy-exhibitors on 
the one hand and 
known journalistson 
the other—working 
under one roof ex- 


natureof the Carlton 
organisation. 


clusively in the in- 
terests of commerce? 


To call on * Carlton x Is to commit yourself 
to nothing except to a more intimate know- 
ledge of Carlton work and Carlton methods 


> 
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CARLTON STUDIO & 
CARLTON AUXILIARY 


CARLTON HOUSE - 29-30 - BEDFORD 
STREET - STRAND - LONDON - W.C.z 
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| OVERSEAS ADVERTISING 
ENa 


Canada. 


WRITING TO a correspondent in Great 
Britain, the manager of The Canadian Dru 
Goods Review sends the following striking 
tribute to the prosperity of the Dominion and 
to the enterprise of British merchants : ** The 
business situation in Canada promises well 
for six months at least. Crops in Ontario, 


Quebec and the Maritime Provinces have been . 


exceptionally good this year, perhaps never 
better. Munition work is much more plentiful 
now than it was six months ago, wages are 
higher and increasing dailv. The public has 
money to spend, and is paving the high prices 
for everything without a murmur.  Jobbers 
and manufacturers in Canada cannot begin 
to fill all the orders thev get. Labour and 
materials are scarce. Imports from USS. 
have diminished this vear. The U.S. exporter, 
finding it easy to get all the business he wants 
at home, pays little attention to this market. 
The U.S. exporter is not rising to the big 
chance he has had to get into the Canadian 
market strong. Jobbers who handle British 
goods are full of admiration at the magnificent 
way the British exporter has stuck to his guns 
since the war began, and has helped this 
market at what must have been a great 


temporary disadvantage to himself. "This 
will help him greatly when peace comes. We 


shall have another billion dollar erop in 
- Canada this vear. You can tell your prospects 
that Canadians ure eager to get goods from 
them, and will welcome the complete resump- 
tion shipments when war is over." 

Messrs. Smith, Denne & Moore, of Toronto 
and Montreal, published in a recent issue of 
Printers Ink, New York, a double-page 
advertisement of a scheme by which Canada 
might be *" blanketted " from coast to coast. 
The scheme should prove of considerable 
interest to advertisers on this side of the water 
also because it provides them with a plan 
for covering the entire country, providing a 
circulation of one million at a cost of just 
under a dollar and a quarter per line. In the 
nine provinces into which Canada is divided 
twenty-three papers are used, and the circu- 
lation of each is given. 

Regulations have been. prepared by the 
Canadian Paper Controller which, if adopted, 
will have the effect of preventing any morning 


In view of the great success of the first two 
numbers of Canada in Khaki, Lord Beaver- 
brook and the Canadian War Records have 
decided to publish a third issue. Mr. Gilbert A. 
Godley has again accepted the position of 


honorary advertisement manager. The main 
object of the publication is to provide a fund 
for a permanent memorial to the brave 
Canadians who have been killed in the war, 
A lready they number over 50,000. 


or evening papers being started in Canada 
during the war. The matter is now being 
considered bv the Dominion Government. 
This course is desiuned to restrict the con- 
sumption of paper, and it is thought to he al- 
most certain that the size of Canadian news- 
papers will be reduced. 


U.S.A. 


The Iatter Day Saints, commonly known 
as the Mormons, are engaying in a Lig adver- 
tising campaign in fne States, the amount 
of the appropriation for the purpose of 
the present campaign bheing about £20,000. 
The object of thc advertisements is to 
acquaint the public with the beliefs and 
teachings of Mormonism, "They are given out 
some months in advance of the date of inser- 
tion, and the publishers of the papers are at 
liberty to bluc-peacil them if thev choose, 
provided that they give notice of their intcn- 
tion so to do. Only newspancrs are being 
used at present, but it is expected that later 
the advertisements will be inserted in the 
magazines also. In fact, sucH a list has al- 
ready becn prepared. This is the first nation- 
wide newspaper advertising campaign to he 
conducted by the Mormon Church, which has 
hitherto confined its publicity efforts to book- 
lets and pamphlets. 

A department has been established by the 
Associated Advertising Clubs of the World, 
and placed in charge of Mr. Carl Hunt as direc- 
tor of the Extension Division, which is pre- 
putred to give dchnite aid te local business men 
who intercst themselves in the organisation of 
advertising clubs. 


New Zealand. 

The report for 1917 of H.M. Trade Com- 
missioner in New Zealand bears testimony to 
the great prosperity of the country, to its 
great possibilities, and to the great buving 
power of the people. Touching on preparation 
for after-war trade, the Commissioner said 
the main [ault in our trading with the 
Dominion was lack of proper organisation, 
and of careful investigation preceding the 
establishment of trading relations. Many 
British firms were unwise in their handling of 
agents. Amcrican firms seemed to under- 
stand that handling much better than did the 
British. 


An interesting presentation took place at 
the head offices in Perth of Messrs. Pullar, 
cleaners and dvers, on October llth. Miss 
Jane A. Gibson, Mr. Peter Scotland, and Mr. 
Thomas Chirrey, each having. completed fifty 
vears in the service of the company, were 
called to the board-room, and Mr. Frank 
Eastman, the managing director, congratu- 
lated them on their long association with the 
company, and presented each of them with a 
sum of money and a letter of appreciation. 
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IN YOUR WAR-TIME ADVERTISING 
ONE OF THE GREATEST FEATURES OF TRAM 
SPACE 
TISEMENT CONSTANTLY BEFORE THE EYES 
OF THOUSANDS OF POTENTIAL BUYERS—THE 
MAXIMUM OF PUBLICITY AT A MODERATE COST. 
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THE BRISTOL TRAMWAYS & CARRIAGE CO. LTD. 
CLARE STREET HOUSE. BRISTOL. 


ADVERTISING DEPARTMENT. 
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THE METROPOLIS OF THE WEST. 
A POPULATION OF NEARLY 400,000 


BRISTOL 7 


WITH MANY AND VARIED INDUSTRIES 


TRADE DEPRESSIONS. 


WE CO NOT MERELY PESFRYVE SP.CE—OUR SERVICES ARE 

AVAILABLE FOR LARGE OR SMALL FUBLICITY CAMPAIGNS, 

INCLUDI*.G THE Sr LECTION, OF APFROCTRIZTE mRHOUTE- FOR 

CPECIAL COMMOPIT E5, PLANNING AR RANG? MENT OF 

YORD NG COLOUR THEMES, AND MAKING ANT SUPPLYING 
".°MELLED PLATES. 
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DROP A LINE FOR 
ILLUSTRATED BOOKLET AND RATES. 


SCHEMES 


IS THE ABILITY TO KEEP AN ADVER- 
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ITEMS OF 


INTEREST 


N UPDATED LUELLA Le AEE 


Mr. Amold Bennett has Leen appointed by 
Lord Beaverbrcok Director of Propaganda in 
place of Sir Rodcrick Jones. 


It is with regret we record the death of 
Mr. Horace Cox, who for fifty years was asso- 
ciated with the publication of The Field, The 
Qucen and The Law Times. He died at East- 
bourne on October 10th. 


Mr. Sydney Walton has been staying for 
two or three wecks at Grangc-over-Sands, 


Lancashire, regaining health and strength | 


after his recent accident. 


It will be of interest to the many friends of 
Mr. Marcus Smith, who is now in the United 
States, to learn that he is working in the War 
Department at Washington, and expects to be 
in the army soon. Under the new law he is 
liable for service, and Government employés 
in the States are not exempt. 


Mr. E. C. Fisher, formerly connected with 
the group of papers under the control of Sir 
Charles Starmcr, having returned from the 
Egyptian Expeditionary Force after two 
years’ service, is now a second lieutenant. in 
the Royal Air Foree. He has heen appointed 
to a position at the Air Ministry. . 

Mr. George Bethune has severed his con- 
nection with Mr. F. G. Pay of Cape Town, 
and has been appointed advertisement manager 
of the Central News Agency, Cape Town. 


News has lately been received that one of 
Sir Hedley Le Bas's nephews, Second Licut. 
O. L. Desages, Wiltshire Regt., is wounded 
and a prisoner of war in Germany. He was 
reported missing in May. One of the young 
officers brothers was killed in action last 
March, and the other has been discharged 
from the Army. 

Mr. W. F. C. Flahey has been appointed 
to a post on the War Savings Committee at 
the Salisbury Hotel. For over five years Mr. 
Flahey designed and wrote the publicity for 
Messrs. H. Fitzpatrick (mail-order cycle 
house), Burnley, and acted as adviser on 
postal selling and general subjects. He was 
also for several years connected with Messrs. 
Black’s Advertising Agency as their sole 
Northern representative. 


At the annual general meeting of the Sales 
Managers’ Association, Mr. Wm. Hy. Beable, 
chairman, and the other officers and committee 
were re-clected. 


To the list of British newspapers, advertising 
agents and others who sent greetings to the 
United States advertising men, as mentioned 
in our last issue, must now be added the mame 
of Messrs. T. B. Browne. 


In eclehration of the jubilee of The York- 
shire Observer as a daily paper, to which refer- 
ence is made in a special article in another 
part of this issuc, the proprietor, Sir James 
Hill, distributed £1,500 among the staff and 
employés. 


In a letter to The Newspaper World, Mr. W. 
J. Ennever states that he is now and has becn 
since he founded the Pelman Institute respon- 
sible for its poliey and activities. Mr. Ennever 
adds that Mr. Sharper Knowl«on occupies the 
position of Director of Instruction at the 
Pelman Institute. He is not concerned with 
the propaganda side of the Institute. * 


The photo-engraving business of Messrs. 
A. E. Dent & Co. has been acquired by the 
Dalziel Foundrv, and will be carried on under 
the direction of Mr. A. E. Dent at 21-25 Earl 
Strect, Finsbury, E.C. 


At a mecting of the Tunbridge Wells Adver- 
tising Association Committee on October Sth the 
chairman, Councillor A. Dennis, reported with 
regard to the Sunny South advertising scheme 
that it was intended to advertise in several 
high-class weekly papers during the coming 
months, and it was estimated that a sum of 
£578 would be available for ** after the war” 
publicity. 


The Greek Delegates, who are on a tour of 
business and industrial centres in this country 
under the auspices of the Federation of Dritish 
Industrics, visited the Carron Works on 
October 9th. The guests were entertaincd to 
lunch by the company, under tlc chairman- 
ship of the manager, Mr. Geo. Pate, and then 
procecded to the works and were conducted 
through the various departments by Mr. Pate 
and a few of the officials. Tea was served in 
the company's canteen at Mungal Foundry. 
An attractively prepared and illustrated 
booklet was issued for the occasion. 


A provisional agreement for amalgamation 
has been entered into between the Eagle, Star 
and British Dominions Insurance Co. and the 
Inglish and Scottish Law Life Assurance 
Association. The progressive and striking 
record of the ** British Dominions " under the 
direction of Sir Edward Mortimer Mountain 
is one of the outstanding features in the world 
of insurance. The completion of the agree- 
ment with the * English and Scottish " will 
make the seventh company absorbed by the 
“ British Dominions "—viz., the “ United 
Dominions,” the * North Western," the 
“ Eagle," the “ Star," the * Sceptre,” and the 
* British Crown.” 


With the October number of the Red Rail- 
Guide the publishers issued a new feature in 
the form of a ** Commercial Register,” and we 
understand that the results already obtained 
have exceeded expectations. Such a feature 
in this up-to-dete railway guide should be of 
great value to the business world. 


Health Promotion, Ltd., 19-21 Ludgate Hill, 
E.C., have issued a little bock cntitled * Win- 


ning Success ” (1s. Gd. net), by Mr. Eric Wood. 


The title clearly indicates the subject, and what 
Mr. Wood has to say is very useful to all men 
young enough to leam. 
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MESSRS. ED. BENNIS & CO., Little Hulton, 
Bolton, and Victoria Street, S.W., send us a 
copy of a booklet they have issued con- 
cerning their truck tipplers. As befits the 
subject, the brochure is produced in a 
severely businesslike form, and with an 
entire absence of “frills.” It consists of 
twenty pages and covers, the former of good 
white glazed paper, and the latter rough 
surfaced and stone grey, and as severe as 
the rest of the production. The booklet 
measures 7} by 9} inches, and the text 
matter is set in a 1]4-point type closely 
resembling Caslon old face. "The writer at 
once plunges straight into the theme. 
Ample margins and good printing give to 
the booklet a fresh and very pleasant 
appearance. Altogether it is dignified and 
thoroughly businesslike. but in our opinion 
it would have been much better to have put 
the full-page illustrations on right-hand 
pages. Thus the balance would be much 
better maintained. 

THE SOUTH AFRICAN ADVERTISING 
CONTRACTORS, LTD., send us, through 
Mr. S. G. Stickells, the Natal manager, 
several examples of advertising placed bv 
him in the newspapers of Durban and other 
towns. Two of the articles advertiscd— the 
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“ Orient Magaliesburg Tobacco " and the 
* 1914 Eau de Cologne "—4are South 
African products. The third, the “ Davis 
O.K. Baking Powder," comes from the 
United States. Of these three groups of 
advertisements we certainlv like best those 
designed for the tobacco, and this largely 
because the illustrations are drawn with so 
much more firmness of touch than marks 
those for the other themes. The sketch of 
the old farmer is a capital bit of work. The 
text matter is very brief in all three sets of 
advertisements, but to the point, and as the 
spaces are for the most part small there is 
not scope for much persuasion. From this 
point of view the best text matter for the 
tobacco is, we think, that of the first of the 
series—we get there more “reason why ” 
argument, which is not conspicuous in the 
others. In the case of the Eau de Cologne 
advertisements we suggest it would have 
paid to have had rather better illustrations. 
The theme demands something very dainty 
and full of charm. A little text advertise. 
ment, written sympathetically and touching 
thé human chord, might have been a useful 
feature in this series, the more so that the 
illustrations take up rather an undue pro- 
portion of the space. 
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TO PREPARE ULSTER FOR YOUR 
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Each covers its own field thoroughly. 


Collectively they cover ULSTER 


Population: BELFAST, 386,947. ULSTER, 1,574,407 
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Telegraphic Address: 


40-43 FLEET STREET, E.C.4 
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Telephone: 118 HOLBORN. 
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“The Bradford Telegraph” and “ Yorkshire Observer " : 
Jubilee as Dailies 


THE JUBILEE in one year of two papers 
issued from the same office is a unique event, 
and is a legitimate occasion for pride when 
those celebrations synchronise with unpre- 
cedented prosperity. Such an event has taken 
place in Bradford newspaperdom during the 
past few months, The Bradford Daily Telegraph 
reaching its 50th birthday on Julv 16th, and 
The Yorkshire Observer attaining its jubilee as 


MR. RAYMOND DERWENT 


& daily paper on October 5th. Both journals 
have had important and honourable careers, 
and it was regarded as a happy event when 
both properties came under thc control of Sir 
James Hill, Bt., M.P. These papers, together 
with their allied weeklies, now form one of the 
most important newspaper combinations in the 
provinces. 

Much of their commercial success is due to 
the initiative and cnterprise of Mr. W. Ray- 
mond Derwent, the advertisement manager of 
The Yorkshire Observer, The Bradford Daily 
Telegraph and allied weckly newspapers. Mr. 


Flight Commander (Captain) Colin C. 
Brown, elder son of Mr. J. D. Brown, London 
Manager of The Glasgow Citizen, has just been 
awarded the Distinguished Flying Cross. 
Captain Brown joined the Royal Naval Air 


Service on January 29th, 1917, when just 
eighteen years of age. He qualified as a pilot, 
and was appointed Flight Sub-Lieutenant in 
less than five months from the date of entry. 


century with the brightest of prospects. 
i A 


Raymond Derwent joincd the staff of The 
Bradford Telegraph twelve vears ago as adver- 
tisement manager, and in 1915 took on the 
additional responsihilitv of the advertising 
department of The Yorkshire Observer. From 
the first he demonstrated his ability bv the 
introduction of new advertising fcatures, such 
as the monthly dveware pages, which are 
unique, and the development of textile and 
engineering advertising, as well as ordinary 
trade business. "This ability had its reward. 
Young and virile, with an engaging per- 
sonality, Mr. Raymond Derwent is persona 
grata with both national and Yorkshire 
advertisers. An enthusiast as to the adver- 
tising possibilities of the West Riding in general, 
and of Bradford in particular, it is evident 
from a glance at the columns of his papers that 
Mr. Derwent has convineed advertisers of the 
fertility of the advertising field the Bradford 
journals cover. The city is not only the hub 
of the worsted industry for the manufacture of 
fabrics, but is also the wool centre of the world 


.and a most important merchanting centre for 


both wool and cotton goods. All this trade 
brings immense wealth into the city and 
district, and the workpeople of Bradford are 
amongst the highest paid of any industrial area 
in the country. 

Naturallv, both The Yorkshire Observer and 
The Bradford Daily Telegraph are inseparably 
associated with the woollen and worsted 
textile industries, and the former has come to 
be regarded as the * Wool Man's Bible.” In 
this connection an interesting story was told 
recently by Sir William Raynor, of Hudders- 
field. Many years ago he visited Southern 
Russia with a friend for the purpose of buying 
wool. The transaction was not easy, for there 
was some suspicion on the part of the English- 
men as to the methods of the Russian merchant. 
The latter, however, said he would prove that 
he was the best informed man in Russia on 
the wool trade, and, going to his safe, trium- 
phantly produced a copy of The Yorkshire 
Observer. ‘That was indced a tribute to the 
authority of the paper. i 

Both The Ohserver and its evening companion 
The Telegraph step out into their second half- 


B. K. 


He was posted for service overseas in August, 
1917, and early won official commendation 
as a fearless pilot. On the establishment of 
the Royal Air Force last April he was pro- 
moted to the rank of Lieutenant, and was 
gazetted as Captain on August 19th. After 
one of the gallant exploits which secured 
for Captain Brown the honour in question it 
was found that there were fifty-nine bullet 
holes in his machine. 
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The appeal of the ‘ Pall Mall 


EE Tr r — Gazette ’’ has always been to the 


Lonca i among newspaper readers. 


better-educatedand more cultured 


€» ru EEan To the advertiser this means that 
fates & È XD in addition to a wide and ever- 

à increasing general circulation the 

* Pall Mall" is the organ of a 

class of high social and financial standing. 
No publication could provide advertisers of the best class of com- 
modities with a constituency of greater potential value to them. 
It is the woman who purchases for all household needs, and for 
most of the personal requirements of the family ; and it is in the 


that she must be approached. 


The ** Pall Mall Gazette " catches the evening train for Home. 


ADVERTISERS SHOULD WRITE FOR Tk. Tar 


FURTHER INFORMATION AND RATES TO AUL 
H W. MORRIS-PUGH, ADVERTISEMENT “Round Pan 
MANAGER, 8 TEMPLE AVENUE, E.C.4 pna è 


SIGNS 
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i KJANQALYA BULL LEGS 
—in such a manner that everybody who sees it will 
know that it zs yours, and will be unable to forget it. 
We can do so because we have behind us years of 
experience in practical signology. All our attention 
has been devoted to learning how signs can be made 
most effective for the business man's purposes, and what 
we have learnt has been tested by constant practice. Let 
us provide you with a sign specially devised to suit you 
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TO COVER ALL YOUR NEEDS MADE AND FIXED BY OLDHAM, LEEDS. 
J. OLDHAM (t ith which is incorporated Gau thorp’s, Ltd.), Sign Adve tising Specialist, Fort of York Roai, LEEDS. 
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Wr. Chairman and Gentlemen! 
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The Aldwych Club. 


MISS ANNIE S. SWAN (Mrs. Burnett Smith), 
the popular novelist, spoke at the Ald- 
wych Club on October Ist on “ A Woman's 
Impressions of America at War," these im- 
pressions having been gained in a recent trip 
to the States, where she spent four and a half 
months carly this ycar, on behalf of the 
Ministry of Information. Mr. H. Thomson 
Clark presided. Mrs. Burnett Smith gave a 
charming address. She said British propa- 
ganda in America had been so bad—it could 
hardly be worse—and it had opened the door 
for much doubt as to our aims and accomplish- 
ments. The British people carried their 
national reserve to ridiculous lengths, and it 
was time to throw it aside. That reserve was 
quite foreign to the American temperament., 
She fully endorsed the remark made to her 
by a distinguished American soldier that 
really the Americans were a nation of idcalists. 
The thanks of the meeting were conveved to 
the speaker on the proposition of Mr. A. 
Richardson, seconded by Mr. Edwin Unwin. 
Mrs. Burnett Smith returned to the States on 
October 24th. ` 


Mr. Havelock Wilson and the 
Boycott of Germany. 
MR. HAVELOCK WILSON, C.B.E., was the 
guest of the Aldwych Club on October 11th, 
when he spoke very effectively in support of 
his campaign for a boycott of Germany after 
the war. 

Sir Albert Stanley, president of the Club, 
who had promised to preside, having heen 
called to Manchester on Government business, 
the chair was taken bv Sir Hedley Le Bas. 
With the uuest. of the day were the following 
officials of the Merchant Seamen’s League :— 
the Rev. Father Hopkins, O.B.E., trustee 


Mr. Fdmurd Catherv, general secretary, and 
Mr. Thomas Chambers, treasurer. Others 
present at the lunch included Sir G. Rowland 
Blades, Sir Wm. Bull, M.P., Sir Woodman 
Burbidge, Major Alan Burgoyne, M.P., and 
Mr. Godfrey Isaacs. The muster was very 
Sette and many ladies occupied seats in the 
allerv. 

Sir Hedley Le Bas paid a finc tribute to the 
conduct of the British scamen during the war 
and to Mr. Wilson's work on their behalf. 

Mr. Havclock Wilson, who was very cor- 
dially received and heartily applauded during 
his address, expresscd himself satisfied that 
British public opinion was on the side of the 
sailors. 


A £100,000,000 War Memorial. 


A VAST scheme for a triumphal roadway to 
be erected at an estimated cost of £100,000,000, 
in memory of the Allied forces killed and 
wounded in the war, was expounded at thc 
Alivweh Club on October 15th, by Mr. R. G. 
Knowles, the actor. The roadway, according 
to Mr. Knowles, the originator of the scheme, 
would start near Liege, proceed through the 
great battieficlds on the Western Front to 
Verdun, and terminate at the Are de Triomphe, 
Paris. Mr. Henry Ainley had suggested as its 
name * The Road Everlasting.” It would be 
tined with the trees characteristic of the Allicd 
countries, and would be adorned by triumphal 
arches, temples and masterpieces of sculpture 
commemorating the great. deeds of the Allicd 
Forces. One of its features would Le a pyramid 
larger even than those in Egypt. At the 
meeting when the scheme was propounded the 
chair was taken by Mr. H. C. Paterson, and 
the vote of thanks was moved by Mr. G. J. 
Orange. 


IRISH ASSOCIATION OF ADVERTISING MEN 


Inaugural! Dinner in Dublin. 


ON OCTOBER 3npn the inauguration dinner 
of the Irish Association of Advertising Men 
took place in the Gresham Hotel, Dublin, and 
was an unqualified success. Mr. E. H. Andrews 
(President of the Dublin Chamber of Com- 
merce), presided over an assembly thoroughly 
representative of all sections of advertising 
and newspaper activities in Ireland. 

A letter was read from Sir Thomas Robinson, 
accepting the position of a vicc-president of 
the Association. and Mr. T. P. Gill (Secretary 
of the Department of Agriculture and Technical 
Instruction. for Ireland) wrote: * There’ is 
no reason why publicity should not be intro- 
duced as one of the subjects in our commercial 
courses. 1 would welcome a carefully con- 
sidered advance in this direction." 

The chairman said advertising was the 
source Of all success when carried out on a 


scientifie basis, and he believed there was a 
great future before the Association. It 
would be able, by scientific methods of adver- 
tising, to bring Ireland before the world, 
verv much to the benefit of the country. 
Women were certain to play a big part in the 
business in the future. Bad advertising should 
not be “advertised.” In future monev 
would be spent freely in advertising if people 
onlv lcarnt the best way so to do it to secure 
results. The Association was urgently needed. 
and the Chamber of Commerce would do every- 
thing possible to encourage the organisation. 

On tlic motion of Mr. W. E. MacGill, 
seconded by Mr. Dalzell, and supported by 
Mr. L. J. Humphrey (Publicity Section, 
Department of Agriculture), a resolution was 
passed formally constituting the Irish Associa- 
tion of Advertising Men. 
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Memorandum 


N view of the prospect of a largely increased dema d for 
Advertising Spaces in the event of an early and Victorious 
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D. . ; : Airdri 
Peace, the Advertising Committee of the British Electrical Barnatey 
Federation are prepared to reserve a limited number of Barrow 
such spaces on the various Tramway Systems which they Birmingham 
: Dudley and 
control for Post- War advertisements. District 
In making this offer the Committee would emphasise the Gateshead 
growing value of the Advertising Spaces on the cars and ipid ig 
‘buses operating on their various systems. Jarrow 
— The marked advance in the general rates of wages through- Merthyr 
out tbe country, of which a large proportion is spent in in- ao dieion 
creased loca! travelling, must of necessity enhance the value Peterborough 
of spaces which are continually in view of a public with Rothesay 
more money to spend than heretofore. Swansea 
Mum bles 
The rates for spaces have not, up to the present, been pro- South Staffs 
portionately increased, but wi! in the near future be ad- Taunton 
vanced to meet the altered conditions. LAm 
As the applications for spaces from new clients will be dealt Wrexham 
with in the order in which they arrive, an early application Wolverhampton 
Yorkshire 


will be necessary to secure a share in this valuable medium 
for publicity at the current rates. 


THE ADVERTISING MANAGER, 


For further particulars and terms write to: 


The British Electrical Federation, Ltd. 


1 KINGSWAY, LONDON, W.C.2 


Your Advertisement Rations 


q EE rationing of advertisers is an accom- 
plished fact. Big spaces are to-day 
unprocurable m many papers. The advertiser 
whose policy has always been to take small 
spaces is therefore in a better position than 
ever to make his presence felt. 


COPY IS NOW, EVEN MORE THAN 
FORMERLY, THE DECISIVE FACTOR 


Ask us to prepare for you—without obligation—a series of 
small-sbace advertisements, and a Selling Scheme sui'able for 
thc present situation. 


CHARLES POOL & CO., LTD. 


The Personal Service Agency with over 50 Years’ Experience 


180-181 FLEET ST., LONDON, E.C.4 


Established 1864. Telegrams: 


' Telephones : , 
Geo. Murray, Managing Director. * Advexero, London.’ 


City 1473 4. 
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Mr. E. H. Andrews was elected first president 
of the Association, and the following gentlemen 
were appointed as vice-presidents :—Messrs. 
R. Benson, Thos. E. Booth, R. Clyde, John 
Good, C. J. Murphy, Lieut. J. C. Percy, 
R.N.V.R., Sir Thos. Robinson, and Messrs. 
A. H. Tyler, and E. H. Walpole. 

The council of the Association was chosen 
as follows :—Messrs. R. A. Bolton, Wm. 
Cassidy, W. C. Connett, J. Dalzell, T. A. 
Grehon, V. D. Hughes, L. J. Humphrey, 


K. J. Kenny, W. Lewin, W. E. Magill, 
J. Magrath, R. Valkenburg, E. D. Watson, 
V. Salter, and G. H. O. Strick; with Mr. 
V. C. E. McConnell as treasurer, and Mr. 
A. J. Corrigan, as hon. secretary. 

On the occasion of his joining the Army his 
colleagues on the committee presented a 
wristlet watch to Mr. R. Valkenburg, as a 
tribute to his hearty co-operation in the 


NOTES ON MEDIA 


A NEW scale of advertisement charges has 
. been adopted by the proprietors of The Irish 
Independent group of 
papers, and comes into 
effect on November Ist. 
They announce that 
all ** till counter- 
manded ” orders will cease after October 31st, 
unless amended instructions are received, and 
all orders in hand for definite series at the old 
rates will be cancelled at the end of December. 
The proprietors say they cannot insert more 
than 75 per, cent. of the advertisements 
offered them. 


“THE IRISH 
INDEPENDENT " 


# 


Messrs Opiams have added to their already 
very considerable stable by taking over 
control of The World, 
and we may be sure 
that in the hands of 
this very enterprising 
firm their latest acqui- 
sition will have a long career of prosperity. 
The World is a paper which has had a very 
marked individuality, and from the start, in 
1874, became famous under the editorship of 
Mr. Edmund Yates, its founder, a power in 
contemporary journalism. The paper speedily 
became a force by reason of its unspoken 
comments and its excellent sources of in- 
formation. Many distinguished men have 


"THE WORLD" 


work of founding the Association. Mr. 
Valkenburg suitably replied. 
.eontributed to its pages. Mr. Labouchere 


was associated with it at the start, before he 
left it to establish Truth, and Mr. Bernard 
Shaw, Sir Henrv Lucv, and Mr. Robert 
Hichens have written for it. The World is 
read bv well-to-do people, and Messrs. Odhams 
mean to produce it in the best possible manner 
and bring it thoroughly up to date so that it 
shall appeal to a much wider circle, while 
maintaining the high traditions which its 
founder won for it. 


s 


The Performer has heen taking its readers into 
its confidence on the subject of the increased 
cost. of production and 
its effect upon the 
paper. The charge for 
a copy of The Per- 
former has been in- 
creased from a penny to fourpence, and ap- 
parently its readers are rather inclined to 
grumble. But the conductors of the paper 
say that a copy, for which they actually 
receive 3d., really costs them 9d. to produce, 
and so rather than increase the price of the 
paper to 6d. they nave resolved further to 
increase the advertising rates. They have 
taken this course, they explain, in the in- 
terests of the advertiser, tor it is essential to 
him that the circulation should be maintained. 


“THE PERFORMER” 


THE “ADVERTISING WORLD” LAW REPORTS 


. Poster Restriction Order. 


A CASE of very considerable interest to bill- 
posters, as an important point was raised, 
was heard at Blackpool last month, when the 
magistrates had before them thirty-six sum- 
monses for breaches of the Paper Restriction 
Order, the defendants being advertising 
managers for places of entertainment, general 
advertising agents, and others. The cases 
had been adjourned to obtain a ruling from 
the Board of Trade, the defendants claiming 
that, though they were not allowed to put up 
a poster exceeding 2.400 square inches, they 
could display on one hoarding several different 
posters of which the combined area exceeded 
that limit. The rulingwas against them,and fines 
varying between 40s. and 20s. were imposed on 
those who ordered the posters to be put up. 


Illegal Advertising 
Circulars. 


The Inclusive Finance and Preduce Com- 
pany, Ltd., of Fenchurch Street, were sum- 
moned at the Mansion House for issuing udver- 
tising circulars relating to option dealing in 
stocks and shares, in contravention of the 
Paper Restriction (Posters and Circulars) 
Order. Albert Culliford wes summoned for 
aiding and abetting, and Peter Celis for dis- | 
patching the cireulars. 

Mr. Vickery, Assistant City Solicitor, who 
proseeutcd, said the circulars, putting it 
shortly, were the usual ** bucket-shop "" circu- 
lars. 

The Lord Mayor fined the company £30 and 
£5 costs, Culliford £20 and £5 costs, and Celis 
£25 and £5 eosts. 


EN 
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The great little 
“CROFTBANK” 
“Popular” Press 


Which is so simple that a 
child can handle it. It will 
pay for itself in a very few 
weeks, even in the smallest 


Price £5: 15 : 0 


(With 50 Wires.) 


You can HELP to 
FEED the GUNS 


and make money at the same time. 
Money for nothing — but waste 
material—and munitions for our 
soldiers as well. 


All waste fetches high prices now-a-days, 
because it plays an important part in the 
manufacture of the Munitions that are neces- 
sary to speedy victory. Therefore, you should 
conserve every ounce that comes your way. 

Well-haled waste fetches the highest prices 
—it is more easily handled and weighed, 
minimises fire risks, and occupies but little 


The “ Croftbank”’ 
Baling Presses 


are the best available Baling Presses on the 
market to-day. There are three models, 
hand and power operated—the “ Popular '' 
(illustrated), the Hand Power and the 
Power —and there is one to suit YOUR 
requirements be they large or small. 


Prompt delivery from Stock. 
Please write for Booklet “ F.” 


J. ALLAN HANSON& SONS 


ME CROSS STREET. OLDHAM [iE 


Agents wanted where not already represented. 
G/303 P.A.S. 


N 
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HOME and OVERSEAS 


ADVERTISING 


ANUFACTURERS 
who have recognised, 
during the past four years, 
the- immense power of well- 
directed ADVERTISING, and 
intend to apply its selling force to 
their own business, are invited to 
get into touch with 
STEELE'S 
ADVERTISING 
SERVICE, Ltd. 
Norfolk House, Norfolk Street 
LONDON, W.C.2. 
Steele's have maintained a full 
service of strong and effective 


advertising for some of the largest 
business houses in the Kingdom— 


their contracts covering the Press 


at home and that of Australasia, 
India, South Africa, etc. 


An opportunity of discussing 
with you your advertising plans 
for now or later would be es: 
teemed. ‘Phone City 3875, or 
address us as above. 


HOME and OVERSEAS. 
Doy AAi —— 
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The A.W. Professional Bureau 


This Bureau will furnish employers (free of charge) with full particulars of the 
qualifications and experience of suitable men or women for any position they 
have vacant. 


Address for Letters : 
The “ A.W.” Professional Bureau, Sardinia House, Kingsway, W.C. 2. Telephone: HOLBORN 2269. 


| 
See p. 148 for Bureau. | Advertising Clerk 
for the Advertising Department of a large 


l , London firm, wanted a Book-keeper with 
Advertising Manager | previous experience in an th oui. office. 
ro me hi ; . i ly b ter, stating particulars of age, 
seeks bigger opening. Can do excellent work | ned EHE en experten c to A. C, 1 eo 
in popularising a good enamel, in developing | Dixon's. 195 Oxford Street, London, W.1 
ironmonger trade, industrial business, etc. | Enron, TON 
Production of all advertisements, editorials, 
catalogues, booklets, circularising schemes, fol- 
low-up systems, ete.—Address Box * Enamel,” 
ADVERTISING  Wonrp, Sardinia House, 
Kingsway, W.C.2. 


DRAPERY AND STORE ADVERTISING 


REQUIRED, A COPYWRITER 


who can write good descriptive 
matter and can lay out advts. 
artistically. Good post for 
a speedy and good worker. 
Please state age, experience 
and salary required to — 


Box “Drapery,” c/o Advertising World, 
Sardinia House, Kingsway, W.C. 


| 
| 
| 
| 
| 


Expert Advice 
from Fezscnal 
knowledge cf Ma-ketz and 60 years’ experience. 
WRITS FOR PARTICULARS. 
D. J. KEYMER & CO, 
8 WHITEFRIARS STREET, LONDON. 
Telephone No.: 5310 Holborn. s 


ADVERTISING 
COUNSEL | 


i EDITOR & PUBLISHER{ 


Thee Ot blico amd Acrertomers bo a t 


TETS LIS é 


LEARN TO WRITE 


ADVERTISEMENTS . 
AND EARN £5 PER WEEK 


ETLETLELLLELELELELLELLELLETEETLETLITE 


Leading trade journal of the advertising 
Ĝ newspaper pub ishing fie'ds in America 


Progressive, Independent, Mainta ns 
Correspondents in London, Paris and 


Rome, and all parts of the World. 
Weekly 40 to 52 pages. 
Foreign subscriptions 17|- per year. 


W ite for part culars to the Secretary, Dept. 3 
DIXON INSTITUTE OF ADVERTISING 
195 OXFORD STREET, LONDON, W.1 


1117 - WORLD BUILDING - NEW YORK 
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The A.W. Information Bureau 
This department of The Advertising World exists for the sole 


purpose of assisting subscribers, by giving them disinterested and 
FREE information upon any subject connected with advertising. 


SOME OF THE ENQUIRIES ANSWERED THIS MONTH. 

FROM AN OLD-ESTABLISHED FIRM OF COAL EXPORTERS.—-We specialise in shipping 
cargoes of coal of about 1,000 tons, principally to France and Norway. We should like 
vour advice about advertising on the Continent in such a manner as to keep our name 
constantly before our customers. 

FROM A BRITISH MANUFACTURER.—We have started a business during the war for 
manufacturing a speciality of which the Government has taken nearly all our production. 
Will you advise us as to the amount of money required for a publicity advertising cam- 
paign directly the war is over, or perhaps before that period, in order to introduce our 
goods to the public? Can you recommend an advertising agency who would prepare 
us 8 scheme ? 

FROM THE EXPORT SERVICE DEPARTMENT OF A WELL-KNOWN CHICAGO 
AGENCY.—We are again going to bother you for some information relative to publi- 
cations in the British Isles. We are in receipt from one of our clients of a request for 
a complete list of implement trade papers published in the British Isles, suitable for 
advertising cream separators, mechanical milkers, gasoline engines, varnish separators, 
and other machinery. 

FROM A FIRM OF MANUFACTURING OPTICIANS —We are anxious to obtain some really 
first-class pictures or posters, with a view to giving publicity to our well-known sighting 
devices for machine-guns on aeroplanes. Any assistance you may be able to accord 
us to this end will be greatly appreciated. 

FROM A WHOLESALE EXPORT CLOTHIER.—Can you give us any information regarding 
The British review as an advertising medium for shipping trade ? 

FROM AN ADVERTISING AGENCY.—A client is anxious to open up business with foreign 
and colonial markets as soon as normal shipping conditions prevail. We should esteem 
it a favour if you could advise us of the best means or medium to approach the wholesale 


or large buyers of their goods, together with any advice regarding the appeal that we 
should make in the advertising. 


[] 
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WHY. NOT PARTICIPATE 


in the unprecedented prosperity of 


BELFAST 
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ULSTER 


(population 1,574,467)? 
Tue BELFAST TELEGRAPH 


predominates in City and Province 


Telephone: 118 HOLBORN 
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VERY advertisine manager, 

sales manager and proprietor 
should secmre a copy . of this 
interesting informative book just 
off the prese. 


$' 


Bloore ms 


7 Daépdodaá ~ 1 a A 
kosher ae | Copies will be sent free to those 
à rr retro occupying executive positione. 


CONTENTS. 


Articles on 
ADVERTISING 
TRADE MARKS 
NAME PLATES 
ADVERTISEMENT 
DESIGNS 
ROLLS OF HONOUR 
PHOTOGRAPHS 
WRITING COPY 
BOOKLETS 
CATALOGUES, ETC. 
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Press Advertisement Offer. 


FOR Three Guineas we will origi- 
nate the ideas and make pencil 
sketches for a series of about eight 
advertisements. We will also sug- 
gest headlines and subheadings 
wherever necessary, This offer, 
however, d»es not include finished 
designs. copy. or blocks. These 
are charged for in accordance 
with th» amount of work involved. 


C/5e HOM 


Name Plate and Trade Mark Offer with Four Colour Plates. E 


te. 
aagana 


OR Five Guineas we snpply 
a set of pencil sketches of name AMONGSI our hundreds of regular 
plates or trade marks, also finished clients are Three Departments 
drawing of the selec:ed design. of H.M. Government, Blackpool Cor- 
Our knowledge of the various poration, many of the leading 
Aaa aaa me eae Engineering Firms, Publishers, News- 
value to an advertiser desir us P@Per Proprietors, London Stores, Film 
of securing a mark that will be Producers, and a host of small but 


both distinctive and registrable. progressive manufacturers and retailers. 


NORFOLK STUDIO 


E of IDEAS for ADVERTISERS 


DESIGNERS & COPYWRITERS 
RACQUET COURT 


FLEET STREET 
LONDON E.C.4 
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THE POPULAR WEEKLIES 


(DISPLAY AND CLASSIFIED—PAGES). Insets not included. 


Week Londo 22. | Casseli's 'p h Passi í 
ending Opinion |TitBits| Saturday Preen? Dar | eeu | Landon 
Sept. 7. 3 i 33 6 5 Full Full | Full 
14 3 ! 54 6 5 Full Ful | Full 
21 3 5: 5i | 5 Full | Ful ' Full 
28 3 5i 5b |; 5 Full '^ Ful , Full 
Oct. 5 3 5b 61 5 | Full | Full Full - 
Total . 253 2833 25 274 462 | 412 


ES ILLUSTRATED WEEKLIES 


(DISPLAY AND CLASSIFIED—PAGES) 


= 


THE SUNDAY NEWSPAPERS-<(coLumns) 


Date | Observer pred parem Lloyd's | Disbatch | People ond M eii Same | Naliona! 
|D. C| D. C.! D. c|D c|p. C D.C D. CD. CD. € 

Sept. 1' 26} 6} 244 " 2 i7 24 9) 73 51124 34 8 - 7} - | Ful 
8| 264 5 | 294 a 2 | 7h 24 i 9 #7 4314 348 -|7 - Full 
15200 443i 4 2 [74 249. A7 cbisp xS - | 73 - Ful 
22126 5 334 2 |7à 2389 49h 3f 154 28 8 -18 -] Ful 

29 263 54 33 u 2 |7 289 47} 514 3 8 -8 - | Full 


—————— r—— Ro — ee ee, 


PM) eae eee ee 


Total m 264154} 234 10 373 123454 1 40) 213 71} 164.40 383 - | 673 - 


es 

Wiper op COLUMNS : Udserver, 2; 108.; Sunday Times, 24 ins.: News of the World, 2% ins ; Lioyd's, 2 & 23 ins., 

M m 2f5 ins. ; People, 2 ins. ; , Reynolds $, 2à lus. ; National News, 22 ins. LENGTH OP CoLuMNs: Observer, 

223 ins.: Sunday ‘Times. 22 ins.: News or the World. 22) ins. Liovd's, 19h ins.; Dispatch 22 ins. ; People. 18 ips.; 
Reynelds’s, 24% ins. National News, 18 ins. 


THE POPULAR MONTHLIES—OCTOBER. 


(DISPLAY AND CLASSIFIED—PAGES!. Special Note—Insets are not inclnded 


Date | Strand | Cassell s Quiver | MT | i eed | Nashs Bi mn Pearson's! Windsor | Wide, 
Uu z See ee 
* i » 

AT Wr wo gy 9 DOMO] OR rec) MEO 1-7 94 qo 
Date Connoisseur ' ark. Ral | Royal | Grand Ne Mag.) London [apran ne Lloyds 

— ise pet . 

| ; 
Oct. 56 | 358 | 26 i13 | ok 10d (5, 124| 34 | 28} 


* Carrying advertisements on cover only. 


THE LONDON EVENING NEWSPAPERS-covumns) 


owe Egiz "aia "aaah Globe | Star | Amin 
3 v D D. D. C.| D. C. | D. C.| D. C. 
Sept. 2198 134 1724 E 277} 793| 89à 39 | 1964 34 | 153} 124 


WiprH op CoLoMNS | Evening Standard, 22. ins. ; Westminster Gazette, 3à ana 42 ins, :. Pall Me", 
ak and 2} Ins.: € Globe, 2$ ins. ; Star, 2) ins, ; Evening News, 255 ins. 


Printed by W. H. SutrTR & Son, THE ARDEN Press, Stamford Street, London, S.E.. and published by the 
Proprietors, A. W. LiMITED, at Sardinia House. Kingsway. W.C. 
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FURNITURE 


zin Stock 
NT M Mahogany and 
Oak Sanitary. Leg 
Pedestal Tables, 
as illustrated, with 

No. 1714 ©. solid tops. Two 
deep with three shallow drawers. 


We hold the largest and finest stock of 
New and Secondhand Office Furniture in 
London, and can give immediate delivery. 


Please call and see us, or write for Price Lists. 


MK i 
DANT gA D 


m Fore St:, London, E.C. 
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In Praise of Advertising. 
THE FOLLOWING lines have reached us 
from Mr. John Bethell, a member of the staff 
of The Northern Echo. Mr. Bethell is not 
connected with the publicity side of his paper. 
Nothing pays like Advertising, 
Only try it in your trade, 
Results that will be surprising 
Thereby you will find are made. 
Have the courage now to test it, 
Enterprise will yield you gain ; 
Rich reward will then attest it, 
Nor need say *twas done in vain. 
Enterprise, to trade essential, 
Causes men success to win. 
Hearken to advice prudential, 
Order adverts promptly in. 


Retail merchants and others interested in 
advertising may have for the asking a booklet 
recentlv issued bv the National Educational 
Committee of the Associated Advertising 
Clubs of the World. It is entitled “ The 
Foot Rule of Successful Retail Advertising." 
This booklet has been used as the basis for 
study courses in local advertising clubs. Re- 
quests may be addressed to Mr. Noble T. 
Praigg, secretary of the committee, Merchants’ 
Bank Building, Indianapolis, Ind. 


DUTTON S nòün fe 


ONLY G RULES AND 29 CHARACTERS 
Why not give half an hour ber evening at your own fireside to 
the study of this simplest of all systems of Shorthand ? 
COMPLETE THEORY LEARNED IN 24 HOURS. 
-end 2d. stamps for specimen lesson to— 
DUTTON'S COLLEGE (Desk D.1.) SKEGNESs. 
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| Thats the kind of “G&A Blocks enable you to get. ` 
Good Halftones - black, dile & three colour. Good Lowe Boom 
black & colour. Good Designs. | 
Blocks & Artist Work done’ well mean satisfaction to your 
customer and to you. , Send us your next order. | 


| GARRATT & ATKINSON, Blockmakers, EALING: * | 
Digitized by Suy: = 
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Who will decide where you shall attack ? 


Who will plan your sales campaign? Who will appoint the specialists 
to advise you on your advertising —the artillery for your effort ? 


Who will be in supreme command ? 
YOU—of course. 


And as a successful commander you will appoint specialists. You 
will obtain the best counsel, placing and using your artillery in such 
a manner as collective thought and collective experience determine 


will produce the biggest results. 


Let us co-operate with you. You'll find us able and experienced 
counsellors, and it is only from accumulated knowledge and collective 
skill that you'l obtain the kind of advertising sales service we 


offer—and you require. 


SIVITER SMITH SERVICE 
Siviter House, BIRMINGHAM 


1868 LONDON - - - 25-28, Fleet Street, E.C.4 
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A READY-MADE OPPORTUNITY 


HE war has taught a far greater number of both 
men and women than ever had the chance 
of being educated before how stupidly 
wasteful a thing it is to try to do without the 
best mechanical aids in every kind of work. 

During wartime the vital necessities of 
the situation have compelled capitalists and 
craftsmen of every grade to subordinate every 


other consideration to that of securing the 


greatest possible output in the shortest possible time. 

They have in consequence been forced to discover and adopt 
a thousand devices both in the way of specialised mechanism and of 
specialised organisation that it would probably have taken them 
untold years of peacetime to recognise and accept. 

The lessons they have thus been constrained by relentless 
circumstance to master cannot do other than bear remarkable fruit 
in the future. Our whole scheme of industrial and commercial 
organisation has been subject to an intensive development that 
has profoundly affected it in almost, every particular. 

Of the larger effects of this development—larger in the sense 
that they directly affect great industrial organisms—we do not 
propose here to speak. Our concern is for the moment with what 
it has done for the vast number of individual men and women who 
have come under its influence. 

Many, probably the majority, of these before they became engaged 
in war-work knew nothing of the real meaning of such terms as 
efficiency, economy, and organisation. To see, and to realise 
in a practical way, what can be done in saving labour and increasing 
production by the understanding use of ingenious appliances 
and systematised effort has been a revelation to them. 

The prediction that when they return to the more normal 
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activities of peacetime they will not be content with the wasteful 
and laborious methods of working that would once have satisfied 
them calls for no exceptional gift of prophecy. Knowing how 
to expend their labour to the best possible purpose they will be 
decidedly unwilling to tire themselves out by unnecessary and 
unproductive effort. 

Having learnt that labour-saving devices do indeed save labour 


they will regard them with the favour born of their new knowledge 


and experience, and not with the old aversion and distrust. 

There will be a great re-equipping of offices after the war. Many 
a business man who did not realise it before has come to know that 
he cannot afford to do without the best tools and appliances obtain- 
able if he is to get the best possible result from his own labour or 
that of his assistants. He has seen for himself that it pays to 
scrap less efficient for more efficient machinery and methods. j 

And it is perhaps still more important that so many women 
have passed through the same experience and been led to the same 
conclusions. 

Is it to be supposed that the vast number of women who 
answered the call for munition workers, impelled by no financial 
pressure, and without the smallest intention of continuing in factory 
work except as war volunteers, will returp to their homes with the 
same ideas that they left them ? 

Is it likely that when, whether as wives or daughters, they 
once more take up the domestic duties awaiting them they will be 
content to muddle along as they might have done had they not 
learnt what the proper use of labour-saving devices and methods 
meant in intelligent practice ? 

Again, will the thousands of women who have been engaged 
in office work of one kind or another in the great Government 
departments, with every useful convenience ready to their hands and 
with a definite system to make their labour easy, readily return to 
whatever work may await them without insisting upon tools and 
methods that will minimise mere mental and manual drudgery ? 

Those who imagine they will do so can have but a small idea 
of the revolution that conditions of wartime have really brought 
about in this country. While our soldiers have been fighting 
overseas a new world has been created for them at home. The 
ideas of the majority of our men and women have, for the most 
part unsuspected by them during the process, become subjected 
to a new orientation. 

The common attitude towards work—and more especially 
regarding the way to do it—has undergone a profound change. 

The significance of all this to a great many manufacturers and 
merchants is sufficiently obvious. 

The British market represents soil that is already prepared 
for cultivation by advertisers of every really useful labour-saving 
device. From fountain-pens to vacuum cleaners, from garden 
sprayers to filing cabinets, all the thousand and one aids to efficiency 
and quick work in every department of workshop, office and home 
will find a ready welcome and eager purchasers. 

We are well aware over here that we shall have to speed up very 
considerably in production if we are to hold our own in the years 
that are to come ; and we do not want to work any harder if we can 
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National Mews 


The INDEPENDENT Sunday Newspaper 


has shown phenomenal growth not merely in 
circulation but also in prestige and power. 
At £2 per inch single column, its advertisement space 
is an excellent investment for advertisers whose 
goods are sought by the well-to-do classes. 
PHILIP EMANUEL, ADVERTISEMENT MANAGER 
ODHAMS LIMITED, 85-93 LONG ACRE, W.C.2 
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possibly help doing so. This is not at all because as a people we are 
of a lazy habit, but because we are well aware that our work has 


" always occupied even more than a reasonable proportion of our 


time and energy. What we mean to avoid in future is the expen- 
diture of strength and time wastefully. 

For our increased production we do not rely upon harder work, 
but upon better directed work carried out with the best possible 
mechanical assistance. 

We mean to be, as perforce we must be, more efficient in 
all our working methods, “ business " and domestic, in the coming 
days than we have ever been before ; and we look to lahour-saving 
aids of every description to enable us to fulfil our intention. 

.It will pay everyone who has a device that will lighten the labour 
of human brains and hands to let us know all about it with the least 
possible delay. 


AFTER-WAR OPENINGS 


A Chat with an American Editor 


The Advertising World 


MR. F. W. KELLOGG 


ON THE eve of the return 
of the first party of American 
editors to the States, after 
their tour in England and on 
the Western Front, Mr. F. W. 
Kellogg, of The San Francisco 
Call, and vice-president of 
the Associated Advertising 
Clubs of the World, kindly 
gave a representative of THE 
ADVERTISING WORLD a few 
of his impressions. 


" There will certainly be 


very great opportunities for 


trade after the war," said 
Mr. Kellogg, “‘ but the situa- 
tion at present is so difficult 
owing to war conditions that 
it is impossible to speak de- 
finitely. After the war it 
will be a big task for us to 
supply our own needs for 
some time. There will be a 
tremendous demand for 
manufactured goods, for the 
supply of the whole world 
is used up. I am not sure 
what will be the effect on 
advertising of all this. Take, 
for instance, automobiles. 
Our factories have ceased to 
make them, and instead are 
making munitions of war. 
Therefore automobile adver- 
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MHE SKETCH was the first publication of its kind 
aS to be issued in Great Britain. [t remains first in the 
quality of its contents, literary and pictorial, in the 
excellence of its technical production, in reputation 
and in circulation. _ 

For the same reasons that “ the movies," the variety show and 
the drama are popular The Sketch is an ever-welcome entertain- 
ment. It is light, amusing and exhilarating. It provides ideal 
refreshment for the busy man's—and the busy woman’s—leisure 
hours. Piquant, but never offending against the canons of 
good taste; witty without being laboured; humorous, but 
good humoured ; flippant without foolishness—The Sketch is 
established in the regard of a wide circle of cultivated readers. 


NO BRITISH ADVERTISER APPEALING TO THE 
HIGHER GRADE OF CONSUMER OMITS 
IT FROM HIS LIST 


AS 
ER 
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/ . NN 
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Telegraphic Address : 
“SKETCH, 


ESTRAND, LONDON" / 4 c, a S : SG Advertisement Offices : 
A ANS ~ 96 NE e 
| NESE ^^ 167, STRAND, 
Telephone : Re Oo WY Og, Z , 
No. 120 GERRARD SSSR GSS LONDON, W.C.2. 
(Private Branch Exchange). 4 5 
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tising is stopped, at any rate for present 
delivery. There will be after the war a 
tremendous demand for automobiles in 
the States as well as in England, so it 
will be some time before we shall be 
able to send any to you. 

" The future is problematical, and 
so is the effect on advertising; but 
America will have the largest fleet of 
ships she has ever had, and it is only 
natural that her people should reach 
out after a world-wide commerce." 

* What were your impressions of the 
state of industry in this country ? " 

" Going through the country we saw 
a great many factories all very busy, 
but they were all on war munitions, 
not on ordinary manufactures. There- 
fore we had no opportunity to judge of 
the normal state of trade. "The whole 
British nation is at war with Germany ; 
it is not a commercial situation at all. 


" After the war Great Britain will 
have the ships, Germany will be with- 
out them; and the trade of the world 
will be carried by the nations which 
have the ships. Certainly, both Great 
Britain and America must have a 
very great commercial expansion after 
the war. There will then be an allot- 
ment of raw supplies, and it will be 
among the Allies. It is monstrous to 
assume that Germany will have any 
allotment thereof. But ‘we don't 
know how much raw material Ger- 
many has. I am inclined to think 
she has accumulated during the forty 
years preceding war a far larger store 
of raw materials than is generally 
imagined." 

Mr. Kellogg's parting words were 
these : '* I hope we shall make Germany 
pay for every dollar's worth of damage 
she has done." 


A GOODWILL REVERSION 
EEUU IIIA 


Who is to get the trade formerly done by the now dis- 
credited and bankrupt firm of Fritz & Co. ? 


UNTIL THE PASSING OF THE GENERATION THAT HAS 
SUFFERED AT FIRST HAND FROM THE HUNS' ARROGANT 


WAR AIMS AND ATROCIOUS WAR METHODS GERMANY 


AND AUSTRIA-HUNGARY WILL BE OUT OF BUSINESS 
AS FAR AS INTERNATIONAL TRADE IS CONCERNED. 


THERE IS nothing the thoughtful 
German—who, indeed, has much food 
for thought as he reads the current news 
—so much dreads as the threat of an 
economic boycott after the war. As a 
phantom it affrights him, and even in 
his most pessimistic moments he can 
. hardly permit himself to believe that it 
will ever become a devastating reality. 

Yet that it will become a reality is 
even now altogether beyond doubt : and 
this quite apart from the attitudes of 
Governments or the decisions of official 
leaders. 

The boycott resolutions of the British 
VI 


Sailors’ and Firemen's Union need not 
be taken lightly. Its will to enforce 
them need not be questioned any more 
than its power. And these are only 
symptomatic of a vast number of 
boycott resolutions already made by 
innumerable private individuals. 
Governments may decide that the 
declaration of boycotting measures 
directed against Germany and Austria- 
Hungary will be impolitic when military 
hostilities have been brought to an end ; 
but by doing so they cannot restore to 
those States the trading goodwill they 
(Continued on page X.) 
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For particulars of space available apply to 
sesteeseee's PHILIP EMANUEL 


Advertisement Manager 
oH Pee ttt ODHAMS, LIMITED 
Mest ttt 85.94 LONG ACRE, LONDON, W.C.2. 
finesses. Telephone No.: Gerrard 9870 (nine lines) 
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Just as men, 
munitions 
and money 
are the Big 
Three of a 


nation in war- 


E: > * 
s f > 4 
TE"? —- r TT S "ra cw O a 
e x p wk SS Aw ; 


VIII Jigitized by ( x J ‘October, 1915 


The Advertising World Special Supplement 


\ | ee 
2 «a 
A je “4 A N 
T. P" LN 4 
M IOS 


] SR ST M TIAS A 


Birmingham Gazette 
the Big Three £^; 


of the advertiser 
at any time. 


hes 
4 
6 


We E i 1. 
TB) Ly 


October, 1918 London Office—17 Bouverie Street, E.C.4.~'’Phone—5107 City: IX 


Special Supplement 


formerly enjoyed in the markets of the 
world, or deprive them of the badwill 
which they have so sedulously earned 
and increased since first they put their 
theories of '* might over right " to the 
final test of war. 

Whether in Great Britain we shall go 
to the length of forming boycott leagues, 
as it seems is being done extensively in 
the U.S.A., cannot be said at pre- 
sent. We are not such an.instinctively 
league-forming people as our American 
friends. 

But whether in a body or as a 
collection of individuals great numbers 
of .Britishers undoubtedly mean to 
boycott German products for a long 
period after the war. They have been 
made to feel that it is not possible to 
touch anything that is German without 
being defiled: and this feeling will 
determine their action. 

It is not to be wondered at that the 
saner and more far-seeing among Ger- 
man business men are appalled by the 
prospect now opening before them ; but 
there is no need to waste sympathy upon 
them. They were looking forward to 
sharing the plunder promised by the 
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leaders of their adoration, and they 
supported those leaders in every 
atrocious extreme of violence which 
seemed to bring that plunder nearer to 
their hands. 

If they are to be treated as pariahs it 
is only because they have been at pains 
to demonstrate their unfitness to asso- 
ciate with decent people. 

To the goodwill that once belonged to 
the important trading firm of Fritz & Co. 
the Allies now succeed. They will make 
for themselves or for each other the 
commodities they formerly obtained 
from Germany and Austria-Hungary. 

Now let us note in some detail the 
nature of the business which the Huns 
have certainly lost in very great part, 
if not altogether, and which we, the 
Allies, may now take into our own 
hands. 

Our concern in this Supplement is 
with the British market, and we will 
confine ourselves to it. 

Trade returns for the last twelve 
months' period recorded before the war 
show that the British market took from 
Germany and Austria-Hungary the 
following, among other, commodities :— 


AND AUSTRIA, IN VALUES, 


FOR 1909 AND 1913. 
i Germany. Austria. 
Nature of Article. 

1909. peer 1918. 

£ £ 
Apparel ; 1,105,021 | 1,268,649 | | 6,478 2,948 

Blacking and Polishes 116,414 26,462 — — 
Books and Music 83,884 105,274 2,910 1,628 
Boots and Shoes is 89,787 186,854 98,289 79,877 

Cars (Motor)—Complete 25,577 90,963 Mn cs 

Chassis, Parts, etc. 799,918 | 1,265,011 — — 

Cycles (Motor) 16,708 6,834 — — 
China, Porcelain 29,267 58,321 2,599 897 

Cotton Gloves 572,425 728,867 — — 
Hosiery (Miscellaneous) 1,823,080 | 1,876,628 | 14,840 | — 8,815 

Cutlery . 71,694 113,247 — — 

Dyes—Aniline - : 1,184,266 | 1,882,478 — — 
Electrical Goods and Apparatus 824,928 926,000 81,116 18,084 
Glass (Various) 853,240 | 1,249,528 | 179,095 | 187,895 
Hardware (Various) . 686,918 991,500 14,910 116 
Leather (Gloves) 243,005 380,166 | 888,515 | 461,287 
Unenumerated 604,589 881,564 6,672 8,636 
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(A Magazine for Collectors, Illustrated) 
(Edited by C. Reginald Grundy) 


D OR ADVERTISEMENTS 
| of all high-class goods “The 

Connoisseur” has been 
proved by long experience to 
be unsurpassed. Its pages 
contain the most beautiful and 
effective number of illustrated 
announcements ever published. 


Copy for the Xmas-December 
issue should be received at 
1, Duke Street, St. James's, 
not later than the | 4th November. 


RATE—ORDINARY PAGES—£20 PER PAGE; 
5 % FOR SIX; 10% FOR 12 INSERTIONS. 


T. LIVINGSTONE BAILY 


Advertisement Manager 
The Connoisseur Offices 
l, DUKE STREET 

ST. JAMES'S 


S.W.1 
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Imports from Germany and Austria, in Values, for 1909 and 1913—continued. 


Germany. Austria. 
Nature of Article. 
1909. ' 1913. 1909. 1913. 
£ £ £ £ 
Linen Manufactures .. 249,999 854,547 | . 18,188 17,087 
Machinery— Electrical ne 296,300 721,078 1,677 2,288 
Agricultural js es 10,907 26,973 — — 
Machines—Sewing, and Parts 109,888 117,021 — — 
Typewriters, and Parts iu 4,228 16,879 — — 
Metals—Boiler and Other Plates .. 215,010 710,505 — — 
Girders, ete. A 205,467 407,676 — — 
Steel Bars, etc.  .. 61,485 219,869 — — 
Mouldings for Picture Frames 152,285 | 171,569 — -— 
Pianos 505,083 700,236 — — 
Other Musical Instruments and Parts 166,285 199,164 -— — 
Oil Cloth for Floors .. 44,512 47,868 — — 
Paper for FERES or r Writing—on 
' Reels "m 76,126 128,682 28,700 18,557 
Not on Reels 426,679 286,507 9,587 8,629 
" Hangings 86,622 79,920 — — 
B For Packing 267,168 745,510 — 
Millboard 55,632 | 120,456 2,819 8,296 
Pulp of Wood 257,100 | 339,456 | 15,998 | 40,867 
Prints, Engravings, etc. 422,217 454,788 15,575 11,502 
Silk—Manufactured .. 51,917 60,844 40,455 13,197 
Mixed 1,094,839 | 1,697,490 | 51,122 | 61,695 
Ribbons 585,065 480,008 — — 
Other Manufactures à 195,127 152,295 82,961 16,869 
Soap—Household and Laundry 917 2,672 536 104 
Toilet 9,740 10,389 — — 
Stationery—Other than Paper 148,996 266,850 | 141,821 40,192 
Toys and Games 1,067,363 | 1,183,708 10,234 18,836 
Watches ius 29,196 31,638 — — 
Wood Ware and Turnery 232,883 364,081 28,671 18,897 
Woollen and Worsted Manufactures 2,270,403 | 2,046,567 | 118,867 89,840 


| 


We need scarcely remind our readers 
that the values here quoted stand for 
at least double, and in many cases much 
more than double, the quantity of 
goods they would indicate to-day. In 
other words, the volume of trade is 
vastly greater than the figures would in 
these times suggest. 

Now these figures represent needs 
that will have to be satisfied after the 
war, and indicate many lines of goods 
which our American friends might offer 
us with fair prospect of finding a ready 
acceptance. 

British manufacturers would be 
unable to cope with the full demand 
for every variety of article required, 
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even if it were desirable that they should 
do so. 

There are those here, as no doubt 
there are in America, who advocate a 
dog-in-the-manger trading policy, and 
seem to imagine that international 
commerce on the basis of all get and no 
give can be carried on with profit. 

The idea is not less mischievous 
because it is absurd, not less dangerous 
because it ignores patent facts and 
looks backward instead of forward. 

The world is really one market 
nowadays and should be open to all 
honest traders; due provision being 
made in special cases. for the protection 
of local interests. Traders whose reputa- 
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tion is suspect and whose methods do 
not commend themselves to the general 
understanding of commercial morality 
may reasonably be subjected—as indeed 
they. will be—to certain restrictions and 
limitations of their activities ; but that 
is another story. 

The permanent peace for which we 
are all looking, and the League of 
Nations which alone can guarantee it, 
will come to nothing if individual States 
pursue a narrowly selfish industrial and 
trade policy. If nations tend to insulate 
themselves commercially—as they will 
do if they do not welcome sound foreign 
traders to their markets—in the mis- 
taken idea that they ought to be in all 
things self-supporting, no such union 
of interests and everyday interchange 
of ideas, as alone could make any scheme 
for a League of Nations operative, will 
ever be established. 

For this reason even more than for its 
plain economic advantages we have 
always encouraged, and shall continue 
to encourage, with all the power at our 
command all reasonable proposals not 
only for the extension of British trade 
overseas, but also for an increased sale 
of useful foreign commodities in the 
British market. 

More especially do we hold that what- 
ever trade can do—and its potentiality 
and influence in this direction are almost 
unlimited—to bring the peoples of this 
country and the U.S.A. into a more 
intimate and understanding relationship 
will serve the highest interests of the 
whole of civilisation. 

So much by way of answer to a few 
of our critics and in explanation of our 
attitude ! We have said as much before, 
but some people have remarkably short 
memories, and of course we are con- 
stantly attracting the attention of new 
readers ; so that it becomes necessary 
for us to recapitulate. 

Returning to the figures of British 
pre-war imports from Germany and 
Austria-Hungary we may note that the 
five years’ comparison which they offer 
for examination shows very substantial 
increases in the amount of business done 
under almost every heading. 

It was certainly a most promising as 
well as immediately profitable substance 
that Fritz & Co. threw away for the 
shadow of world dominion. 
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There will be plenty of room for 
American enterprise in the satisfying of 
the demand of the British market for 
such commodities as were formerly 
obtained from the enemy countries ; let 
British manufacturers do their utmost, 
as they plainly intend to do, to 
meet it. 

Even apart from the war and the new 
conditions it has produced, it would 
appear that our American friends had 
some leeway to make up in their 
dealings with us. 

Here is a list showing some imports 


from the United States into Great 


Britain for the same five years in which 
our trade with Germany and Austria- 
Hungary in the commodities selected 


increased so notably. 


IMPORTS FROM THE UNITED STA'TES, 
IN VALUES, FOR 1909 AND 1913. 


Name ot Article. 


d 


1909. | 1913. 


£ £ 
Apparel . ae 76,589 | 173,248 
Blacking and Polishes — 16,494 23,206 
Books and Music 180,779 | 219,332 
Boots and Shoes .| 502,881 | 442,675 
Cars (Motor)—Completc 121,420 | 744,392 
Chassis, Parts, etc. 27,320 |1,108,297 
Cycles (Motor) . 1,706 89,087 
China, Porcelain 1,880 2,361 
Cotton Gloves 3,833 $,063 
Hosiery (Miscell: neous) 51,509 | 227,937 
Cutlery ... 76,465 27,787 
Electrical Goods and 
Apparatus ... eas 60,908 | 119,761 
Glass (Various) ... Y... 27,820 58,247 
Hardware (Various) 119,254 | 130,577 
Leather (Gloves; — — 
Unenumerated 28,214 32,531 
Linen Manufactures 1,595 — 
Machinery—Elcctrical... | 162,134 | 437,906 
Agricultural +. | 665,969 | 587,211 
Machines — Sewing and 
Parts eae 169,402 | 290,662 
Typewriters and Parts 376,200 | 517,240 
Mctals—Boiler and Other 
Plates 8,991 54,175 
Girders, etc. ... or 198 — 
Steel Bars, etc. : 24,866 | 104,216 
Mouldings for Picture 
Frames dd : 310,207 7,922 
Pianos _.,. "eS gus — — 
Other Musical Instru- 
ments and Parts 87,159 84,913 
Oil Cloth for Floors 2,804 4,25] 
Paper for Printing or 
Writing—on Reels 123,236 21,563 
Not on Reels .. 117,964 81,094 
Hangings Ss 4,730 3,271 
For Packing ... 12,998 19,540 
Millboard R 22,482 28,892 
Pulp of Wood 11,108 | 23,862 
Prints, Engravings, etc. 7,513 5,644 
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Publicada bajo los auspicios de las | 
Camaras de Comercio de las Naciones Aliadas. 


(The Review of the Electrical and Mechanical Industries) 


iIPablished Monthly (in Spanish) in Buenos Ayres under the auspices of 


The CHAMBERS of COMMERCE of 


GREAT BRITAIN, ITALY, BELGIUM, FRANCE, THE UNITED STATES 
OF AMERICA, for circulation among the buyers of the leading Electrical Power 
` Houses, Engineering Houses, and general users of Machinery in South America. 


SUBSCRIPTION RATES: £1:1:0 PER ANNUM 
GENERAL.—Our information from the Chambers of Commerce in Buenos 


- Ayres is that business is very much ‘on the move," and something in the nature of 
a boom is anticipated ere long in view of the enormous sums of money at present 
locked up in South American Banks. 


MANUFACTURERS seeking specific information about South American 
Possibilities, Marketing Investigations, etc., have the privileges of the free services 
of the Allied Chambers of Commerce in Buenos Ayres or the Staff of ** La Revista 
de las Industrias Electricas y Mecánicas ” at a moderate fee based upon the amount 


of work involved. 
ADVERTISING RATES: 
Full Page, £7 : 7s. | Half Page, £4 : 4s. | Quarter Page, £2 : 10s. 


No fixed position for Advertisements can be guaranteed, but care is taken to make 
up the advertising pages so as to obtain the best effect in each case. 


Advertisements can be prepared in English and will be translated (without charge) 
into correct technical Spanish as used in the Argentine. 


ALL .ENQUIRIES, 


Requests for Specimen Copy, Subscriptions, etc., should be addressed to the Sole 
European Representative of “ La Revista de las Industrias Electricas y Mecánicas,” 


Mr. G. W. KETTLE 


THEZEDORLAND AGENCY 


16 Regent Street, London, S.W.1 
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Imports from the United States, in Values, for 
1909 and 1913—continued. 


Name of Article. 


Silk, Manufactured 
Mixed 
Ribbons x 
Other Manufactures . 
Soap—Household and 


Laundry .. | 166,364 | 184,281 
Toilet . 71,389 98,889 
Stationery—Other than 
Paper ae 182,860 | 183,400 
Toys and Games.. 201,921 52,449 
Watches . T 51,565 40,061 
Wood Ware and Turnery 590,701 |1,392,568 
Woollen and Worsted 
Manufactures ae 4,368 11,194 


It will be observed that it shows only 
a very small general tendency to 
expand with an expanding market, and 
in many particulars gives evidence of a 
decidedly retrograde movement. 

Now is the opportunity to remedy 
this, with all the speed and vigour that 
the supply of material, labour and 
tonnage will permit. No doubt there 
will be difficulties in all these matters 
which will hamper progress for some 


GOLDEN QPPCW. vnmmmuns 
TUNITIES ARE 
SLIPPING AWAY 


$ FOCH knew the precise moment to 
act in France and Allenby in 

Palestine—the result is success. 

Do you know the propitious moment 

to strike out for Indian and Eastern 

trade? Do you realise that it is now? 


Let us prepare you a scheme to cover 


these territories for your manufactures. 
Ci hieuic sve of b aru and eriy- 
thing indian, trem tie made, cab es 
us fo pire you exper and spectalised 
$crue. Pen is fhe oniy service thal 
can introduce you toc eue and 
successful fravellieg avents, la carry 


your nos Gib ores i cane 
Our advice id service is entirely free 
of charge. Our rates are always a 
shade cheaper, and our Copy and 
design service just best. 
lf we are to secure the best results for 
your Indian campaign let us act at once. 
Cable or write us your propositions and proposed 
allotments of Pennie: for immediate attention to 
A.W., Indian Department, 
ARTHUR KNIGHT COMPANY, 
Specialised Eastern Service, 
5 & 6, Market Street, St. James’, Londen, S.W.1, England 


Represented in Bombay. Calcutta, hangoon and 
Colombo. 
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time to come ; but we dare to think that 
the situation will ease itself far more 


rapidly than those who feel themselves , 


bound to take up an attitude of 
warning would have us believe—and, 
in any case, if obstacles impede, they 
should not be allowed to stay all 
movement. 

In respect of an almost limitless 
range of commodities of everyday 
utility it may be said that the British 
market will be found readily absorbent 
in the years that will follow wartime. 


Provided overseas manufacturers wil : 


take the trouble to supply goods that in 
character, quality and. value will meet 
the requirements of the market —which 
will not cease to possess its own peculi- 
arities because its late experiences have 
shocked it out of many of its ancient 
grooves—buyers will not be lacking. 
Events in the great struggle between 


civilisation and barbarism are moving 


with dramatic rapidity in these days, 
and it may well be that before these 
words reach the United States the guns 
will be finally silenced. 

When the day of peace dawns three- 
quarters of the world will have to set to 
work to put its house in order with an 
industry bun all precedent. Recon- 
struction, material as well as moral and 
political, will have to be put in hand 
immediately and upon an unexampled 
scale. For a long time to come the 
demand for every kind of material aid 
in this vast work of reconstruction will 
be practically unlimited. 

The profitable policy for every manu- 
facturer who proposes to play a consider- 
able part in supplying this demand is 
unquestionably to get busy in establish- 
ing himself in any market he desires to 
cultivate with the least possible delay. 
It will grow less and less easy to make 
a position in a new market with every 
year that passes. 

In the British market, during the 
period immediately following the peace 
now drawing near, American advertisers 
of sound goods will most certainly have 
before them an opportunity of creating 
a goodwill with rapidity and at com- 
paratively small cost that did not exist 
before and will not recur. 

They will not be the keen and enter- 
prising traders we have accounted them 
if they fail to seize it. 
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\HE CHURCH OF ENGLAND D no Central Fund for the 

great work without which National Reconstruction will be only 
halt done: Duha Fund must be provided NOW if the gravest of all 
: National disasters is to ‘be escapéd. The religious bodies, with the 
: Church of England at their head, alone can save the nation. 


THE CHURCH. MUST HAVE THE MONEY 


National Reconstruction vill fail unless the material side of this work is 
supported and in pe by an. equally great Spiritual Reconstruction. 
. Millions of men will return from the war flushed with victory, welcomed 
. with deserved acclaim, to enjoy well-earned rest on full pay. Fully as 
' many millions of men and women, in great part little more than boys and 
: girls, now employed on munitions and other war services, will be out of 
work as soon as peace is secured. Often their search. for new employ- 
‘ment will remove them from home influences and the restraints of their 
; accustomed surroundings. AJl these people create a moral as well as a 
material problem. When the soldiers and. war workers return to civil 
life they must find a spiritual shelter in every [own i and village. 


i . Not money alone, but workers, must be found. The Church is understaffed. Its 


‘clergy are underpaid. There is no monetary attraction to draw men to the ministry 
of the Church. The war has deprived the Church -of: more than 2,000 clergy. 
Many mare thousands of lay helpers and social workers are needed for the task 


_of Reconstruction. The Church has as yet no Central Fund to provide them. 


The Church will not be deaf to this appeal. The Central 
Fund must be provided at all costs, and we appeal especially 

to advertising and business men because the work that the 
Church will undertake must inevitably raise the standard 
of moral and social efficiency of all grades of workers. 


Cheques should be made payable to Canon F. PARTRIDGE, and crossed 
' Barclay's Bank, Ltd." 


Address : Sanctuary House, 33 Tothill Street, Westminster, S. W.1 


OTTOON 
To Canon F. PARTRIDGE, The Church of England Central Fund. 
I enclose donation TS E CREER EE TENSE RET 


a first donation | 
to the Church of England Central Fund. 
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is helping to make 


the WORLD a decent 
place to LIVE in. 


Commencing with November 2nd issue, all advertisement pages in 
John Bull " will have four columns to the page, each column 
measuring |] inches deep by 21 inches wide. 
Advertisement Rate £9 per Single Column Inch 
For particulars of space available apply to PHILIP EMANUEL, Advt. Manager, 
ODHAMS, LTD., 85-94 LONG ACRE, W.C.2 


Telephone No. Gerrard 9870 (nine lines. 
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LOOKING AND 
BOOKING AHEAD 
UNCH’S entire adver- 


tising space up to Decem- 
ber 31st, 1919, being all 


X18 sold, old advertisers of high-class goods 
("B and service, sure of the value, have 
already sent in orders for space for 
IU WIS issues during NINETEEN HUNDRED 
i) es AND TWENTY to the extent of over 
mv tia ONE HUNDRED AND TWENTY-FIVE 
À ME PAGES. Was there ever before such 

another demonstration of confidence 
in the value of an advertising medium? 
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There's an ‘undulating ES of. 5 E od 
country in the North of England - ary 
twenty miles square, whose borders Li " 
embrace nine boroughs, with popu- — — | 
lations ranging from 13 5,000 t 10^ * 
A, ? w^ 
20,000, and numerous smaller town- y "TE 
ships in addition. TE E 


ii 


The people are sturdy and ‘in- x» 
dustrious; their energies - Shave oe Ye. 
opened out coalfields, and- built. Te 

up great engineering and manufac- ——— ee, y=. 
turing industries of world- -wide c 
reputation ; they are a people who 
earn more per family than any | 
community in any other part of. e 
the Kingdom. | 9 T 2- 
Such are North-East PETR: 


and its people. AS | Se | i 


Geographically well set, by high | v Ks 4 
organisation and unstinted service, ty pee fe 
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is the newspaper of all classes in 
this populous and wealthy area. 
Each evening the “ Telegraph” is 
read in from 70 per cent. to go per. ^ 
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The Craft of the 
Photo-Engraver 
WHY ? 


CORRESPONDENT enquired the 
Ans day why we speak of “ better 

blocks " instead of best. We think 
most people have understood our meaning, . 
but for the sake of our correspondent, 
and possibly some few others, we will 
explain : 
The making of blocks is a craftsman's 
job and to the craftsman “ best "" means 
finality—the point where further striving 
for improvement would be profitless. 
For the craftsman's will to “ better ” his 
previous “ best " never falters. He knows 
that the best block is yet to be made and 


that when he allows his skill to tempt him 
into an attitude of contentment, from that 
moment he ceases to be a craftsman. 


"Phone for Mr. Craske, Holborn 2529 


and make an appointment for him to call. The more 
difficult the task the more anxious we are to master it. 
Nothing is too small to interest us if it interests you. 


Alfred Craske & Co 
“Makers of Better Blocks” 


at 5 East Harding Street 
Fetter Lane, E.C.4 
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Successful War-Time Advertising. 
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The B. F. GOODRICH CO. Ltd., 


Rubber Manufacturers. 


117-123, Golden Lane, 
London, E.C. 1, 
C. F. Higham, Esq., November 6th. 1918. 
Messrs. C. F. Higham, Ltd., 
50, Ludgate Hill, E.C. 


Dear Mr. Higham, 


In renewing our contract for advertising for 
the year 1919 we should like to place on record our 
appreciation of the service you have rendered us during the 
past year. We believe it will be of interest to you to know 
that, entirely apart from our Government contracts, our 
normal sales have been not only maintained but have shown 
an increase, and we believe that, in addition to the merits of 
our product, the result has in no small measure been due to 
the efficiency of ovr advertising. 


Yours very truly, 
THE B. F. GOODRICH COMPANY, LIMITED, 
(Signed) 


ee 


General Manager. 


May we serve you? 
P 4 
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PEACE TALK 


HE peace that we hardly dared allow ourselves 
to believe was at long last approaching has come 
upon us with almost stunning suddenness. We . 
cannot yet realise what we know—that the long 
strife is over, and that the time has actually 
arrived when our ideas and energies must be 
conditioned by peace instead of war. 

When we do come to feel as well as to 
understand that the war is ended we shall have 
to be on our guard against a general relaxation of effort, which at 
this juncture we can in no wise afford. 

| Having achieved the victory we must not allow our natural 
relief from the long-continued tension of war-time to deprive us of 
the power to take our due place in the new world which it opens to us. 

That place will not be accorded to us by virtue of the splendid 
part we have played in the overthrow of Hun barbarism ; but only 
in so far as we justify our claim to it by our activities during the 
great reconstruction period upon which we are now entered. 
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It is more particularly necessary for advertising men to com- 
mence peace-time operations without losing a moment of invaluable 
time. Despite the fact that most of them have been overworking 
themselves in the service of the State during the past two or three 
years, they must somehow contrive to “‘ buckle down " to the new 
tasks awaiting them as though they were in need of exercise rather 
than rest. 

They must work as much as may be in advance of the new 
industrial movement. It is a regulated demand alone that can 
make an intensified rate of production economically possible. And 
unless we are able to raise our standard of production, for each hand 
of labour and each hour of time, very considerably indeed we shall 
not only be outclassed by our principal overseas competitors both 
in home and foreign markets, but shall be unable to carry the 
financial burdens laid upon us by the war without extreme distress. 

Many of our manufacturers will be so immersed in the trans- 
formation of their producing machinery and the establishment of 
satisfactorily workable peace-time relations with the “labour ”’ 
they employ that they will be prone to neglect for the time the selling 
department of their organisations. Most of them are in general 
much more producers than salesmen, and their factories must 
necessarily occupy so much of their attention for some time to come 
that they will be more than ever liable to give the markets only the 
scraps and remnants of their time and interest. 

Advertising men can do a great deal to prevent the dangers 
that are inherent in this attitude of producers. It will not do for 
them to await instructions from present and potential clients. All 
that argument, persuasion and suggestion can do should be done 
by them—and done now—to assure that markets at home and 
overseas are prepared for the new volume of British goods that our 
enlarged and more efficient workshops will turn out for them. 


A DEMOBILISATION LUBRICANT 


PON the vigour and enterprise displayed by 
advertisers during this period immediately 
following the cessation of hostilities much more 
may hang than is immediately apparent. 

Advertising will play a very important part 
in demobilisation. | 
The demobilising of our huge fighting: forces 
will present many exceedingly difficult problems ; 
but it is in a great measure simplified owing to 
the fact that the soldiers are a disciplined body under one centralised 
control. They can be released as and when occasions arise for their 
secure replacement in civil occupations. Until places are made 
ready for them they can be retained with the Colours—as, in any 
case, a large proportion of them will need to be for some time— 
earning in a self-respecting manner at least a provision of bare 
necessities for themselves and their dependents. 
The demobilisation of munition workers must necessarily prove 
to be a far more complicated business. "They are under no general 
control, and in many cases it will be no easy matter to provide either 
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for their activities or their needs while our factories are being trans- 
formed into the shape that will enable them to produce for peace 
time requirements. 

This transformation, with all the goodwill and applied energy in 
the world, cannot be effected in a day. Even when it has been 
brought about, lack of raw materials will probably hamper many 
industries for a considerable period. 

What can be done is to get as much peace time production going 
as is possible with the least delay—and to keep it going at the 
highest attainable speed. 

For this to be done the goods produced must be kept moving ; 
and it is in this that advertising will have a national service to perform 
of the highest possible value. 


It will have at once to stimulate and stabilise demand in all 
available markets; to see to it that the consumer who needs the 
goods and the producer who can supply them are in close and constant 
touch, so that there be no over-accumulation of dead stock to prevent 
manufacturers using all their resources to the fullest possible extent. 
It is at least as important that markets should be made ready 
to absorb a stimulated output as that manufacturers should set 
themselves to achieve it. 

No one need imagine that we are advocating the creation of an 
unnatural demand in order to bring about an equally artificial pro- 
duction. The world stands in urgent need of all that even the most 
strenuous efforts of producers can provide for it. 


What advertising, and only advertising, can do is to bring 
demand and supply together; to indicate, on the one hand, market 
requirements and on the other the sources where these can be met 
most satisfactorily. And it can be employed not less usefully in pre- 
venting those seasonal or other fluctuations of demand that often 
operate so seriously to disorganise industry and to increase the cost 
of commodities. . 

It must be recognised as a factor of the first importance in our 
national task of industrial and commercial reconstruction if we are to 
make such a recovery from the wastage of war time as we all devoutlv 
desire. 


IT IS TEAM WORK THAT WILL TELL 


T is exceedingly satisfactory to find among 
British business men an increasing tendency to 
recognise the necessity of co-operating if they 
are to present an effective front to industrial and 
commercial rivals overscas in these days of 
peace: which are likely to be far more strenuous 
erst j| than “ piping." 

GTI The future of British trade will largelv 
| depend on the wholeheartedness with which 
they abandon the unaccommodating individualism which has been one 

of their most salient characteristics hitherto. 
In the manufacturing of goods the imperious demands of war- 
time have already led to the introduction and establishment of great 
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measures of co-operation ; in the marketing of goods there has, for 
obvious reasons, been no corresponding impuls ays was 
in the matter of marketing that we fell most behind our most 
dangerous compctitors. 

"We must co-operate not only in making and distribution, but 
in salesmanship. While we produce and improve goods we must 
create and cultivate markets. We cannot do this as it will need to 
be done while we remain individuals chiefly. intent on cutting cach 
other's throats. In business we Britishers must learn to apply the 
theory and practice that has served us so well in sport, and must win 
trophies for our side before we go pot-hunting for ourselves. 

This is not highly rarefied idealism but common or garden horse- 
sense. We are in the boat, and if we are not ready to behave like a 
crew we shall bring oursclves as well as the boat to grief. 

The Rt. Hon. Sir Albert Stanley, President of the Board of 
Ttade, had something to say on the subject the other day which shows — * 
how strongly he is impressed by the need for team work in British 
industry and trade, careful as he was to be severely temperate in 
expressing his convictions. 

“ As regards marketing of goods," he said, “ I have no desire to 
make any adverse criticism of the work of British merchant houses to 
whose efforts the great fabric of British overseas trade is largely due, 
or to ignore the fact that in certain trades there is a very effective 
organisation. But it is, in my judgment, clear that to meet effec- 
tively the organised action of great foreign combinations, it is 
necessary that there should be a much larger measure of co-operation 
amongst those engaged in carrying on and promoting British overseas 
trade than has hitherto prevailed. The precise form which such 
co-operation should take is one primarily for those concerned to 
determine, having regard to both the nature of the trades and the 
countries in which Ton are carried on ; but that some changes are 
requisite I have no doubt, nor do I doubt that the Government must 
take much more active measures in support of our overseas trade 
than it has hitherto done. I am glad to say that considerable 
progress has been made in building up an organisation for this purpose, 
and I look to larger and more rapid development after the war.” 

“ I do not believe that any Government is capable of telling its 
manufacturers and merchants how they should conduct their business, 

` but at the same time one of the most evident lessons of the war is the 
necessity for Government action in certain directions. It must be 
equipped to furnish our traders with the fullest possible information 
as to foreign markets, and take a more active interest than hitherto 
in British enterprise abroad.” 

If our manufacturers and traders co-operate both to secure 
cflicienev and economy in production and to make their influence 
felt in the strongest possible manner in the world’s market places, 
we may face a clouded future without disquict. 

Provided the problems to be solved are tackled in a broad- 
minded spirit of mutual helpfulness, and that intelligent use is made 
of our available resources, there will assuredly be every justification 
of Sir Albert Stanlev's inspiriting declaration that “ I for one have no 
fear as to the speedy recovery of our industrial and commercial 
position and the economie well-being of our country." 


* 
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VARIOUS AND SUNDRY 
wA Cur 


“The world is so full of a number of things.”—Robert Louis Stevenson. 


The Wolf in Lambswool 
Clothing 

My readers will remember the repro- 
duction in these pages of a remarkably 
fine poster design issued by what pur- 
ported to be a Dutch peace league. It 
advocated precisely those generalities 
adopted by pacifists in all countries—no 
annexatiens, no indemnities, freedom 
of the seas, etc.—which Germany, with 
defeat staring her in the face, would 
only be too glad to use as means of 
escaping the just penalty of her crimes. 
What they would have meant to her if 
victorious the treaties of Brest-Litovsk 
and Bucharest remain to show. I 
hazarded the opinion that 
this “Dutch” league 
seemed to be doing German 
work, and it would appear 
my conjecture was correct. 
A correspondent from Hol- 
land writes: “ As to your 
remark regarding the Ned. 
Anti-Oorlog Raad in THE 
ADVERTISING Wonrp, I 
may say that Mr. Dressel- 
huys, the president, has 
gone yesterday to Berlin. 
This is the fourth time that 
this takes place. I may 
assure you that your sus- 
picion that the insidious 
hand of German propa- 
gandism is behind the 
N.A.O.R. in my opinion is 
quite right." 

M 


A Czecho-Slovak 
Artist 


The four posters of which 
I give an illustration are of 
peculiar interest from the 
fact that they are the work 
of a Czecho-Slovak artist, 
Vogtech Presseig, and were 
designed by him to stimu- 
late recruiting among his 
countrymen in the United 
States. They are marked 


I7 VZHORU ČESKÝ SOKOLE! 
- 


by fine conception and great vigour of 
execution. In the happier days now 
dawning we shall witness a great 
devclopment of the Czecho-Slovaks, a 
people for whom I bclieve there is a 
bright future, and if wc may judge 
by these drawings they possess an 
artist of whom we may expect 
much. 

The posters are of additional in- 
terest from the fact that they were 
printed by the poster printing class 
in Wentworth Institute, Boston, under 
the direction of Vogtech Presseig, who 
is head of the department of graphic 
arts there. 
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FINE EXAMPLES OF CZECHO-SLOVAK ART 


By Courtesy of “The Foster,” 
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A Forecast from the 

Whatever President Wilson may 
decide as to the wisdom or unwisdom 
of boycotting the Hun commercial 
traveller after the war, the majority of 
the people of the U.S.A. seem to have 
come to some fairly definite conclusions 
on the matter. The cartoon here 
reproduced from Life is one of a vast 
number expressing a similar idea which 
have appeared in the American Press. 

That they faithfully reflect the 
generally popular attitude is shown by 


AFTER THE WAR 


TME CAUSE OF THE TERRIBLE WORLD WAR WAS GERMANY S CREEDY DECSIRE FOR COMMERCIAL SURE MACY 


IS THIS A TRUE FORECAST? 


the rapid extension of the boycott 
league movement. Members of these 
leagues are not merely invited to 
express a pious opinion that commercial 
relations with Germany are undesirable, 
but are pledged to: carry their con- 
victions into practice—as many an 
unhappy Hun bagman is destined 
bitterly to realise. 


M 


Lack of Imagination 


A Union War Loan has been floated 
lately in South Africa in order to raise 
the money to repay part of the advances 
made for war purposes by the Imperial 
Government, but I understand the 
Minister of Finance has rejected the 
proposal made to him by that very live 
advertising man, Mr. Cecil J. Sibbett, 
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that the issue should be made on a 
definitely popular basis. If this be so, 
the decision is very curious, bearing in 
mind the wonderful success which has 
attended the issue on ** popular " lines 
of the great loans in England, Canada, 
and the United States. 

It is admitted on all hands that with- 
out clever advertising of a kind that 
would make appeal to the masses of 
the people it would have been impossible 
to raise in England and America the 
htge sums which have been subscribed, 
and it seems very singular that with such 
a' striking 
example 
before him 
the Union 
Finance 
Minister 
has not fol- 
lowed suit. 

T he Cape 
Times,in a 
leading 
article de- 
ploring the 
decision of 
the Finance 
Minister, 
expressed 
great re- 
gret that 
he should 
have lost 
such an op- 
portunit y 
“ for want of a little imagination." 

M 
A New Field for Advertising 

Mr. J. A. Whitehead, governing 
director of Whitehead Aircraft, is an 
enthusiastic believer in the future of 
airplanes, and is sure that the coming 
of peace will sec the dawn of a new era 
of aviation. He holds, too, that ** vast 
fleets of giant aircraft will be created 
to carry men and materials swiftly and 
safely to and from all important 
centres of the world." His own plans 
to found Whitehead air-lines are ready. 

The advertising of this development of 
the airplane ought to be distinctly strik- 
ing. It offers great scope both to the 
artist and the copywriter. I shall look 
with interest to see how the proposition 
is handled by his publicity manager. 
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Engineers’ Advertisements 

Mr. Ernest Ingram Hill, writing in a 
recent issue of The Electrical Review, 
had some things to say about adver- 
tising, and trade advertising in par- 
ticular, which merited the careful con- 
sideration of those concerned, and I 
hope were duly taken to heart by them. 

Having pointed out that the writing 
of good advertisements is a highly 
specialised art which should not be 
undertaken by the inexperienced, Mr. 
Hill went on to say : 


Too many engineering firms look upon an 
advertisement as a means of keeping their 
name before the public, nothing more. They 
write their names and addresses large, give a 
list of apparatus they sell, but leave out the 
One thing of vital importance, and this is 
information about the goods. They assume 
that engineers know every type of machine and 
appliance made, which is a mistake. How can 
he know every kind? It is impossible. It is 
your advertisement which must tell him the 
advantages of your apparatus. Interest him in 
your specialities, then he will get in touch with 
you, and your representative can do the rest. 


This is sound advice. 
x 


* Lest We Forget " 

The stamp, of which I give an illustra- 
tion, entitled “‘ Lest We Forget " is being 
circulated by the American Defense 
Society for the benefit 
of the Fatherless 
Children of Franec, of 
which Marshall Joffre 
is President. The 
picture, thus repro- 
duced, was painted 
and presented to the 
cause by Mr. Edwin 
Howland  Blashfield, 
of New York. The 
stamp is being circu- 
lated with a view to 
bringing home to the 
people of -America the 
fact that the German 
plans for an economie 
“ war after the war" 
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The Late Mr. A. E. Holt 

On this page will be found a portrait 
of the late Mr. Arthur Ernest Holt, 
whose recent sudden death came as a 
great shock to his many friends in ad- 
vertising* circles. 
Mr. Holt came up 
from Bristol 
thirty-two years 
ago to represent 
The Western 
Daily Press in 
town, and about 
two years later 
also took up the 
representation of 
The Nottingham 
Guardian. He has 
actcd, too, for The 
Irish Times. 
During that long 
period he had be- 
come one of the 
outstanding individualitics of Fleet 
Street. He was in “ the street " only 
a few hours before he died, from heart 
failure. 


M 


Libel in Advertisements 
The question was asked in a recent 


issue of The Newspaper World whether 
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have been fully 
maturedandthatthcre . [$ 
should be no traffic in 
German goods even 
now that the war is 
over. l 

The picture is a dignified composition, 
and I am sure will serve its purpose well. 


CHILDREN OF PRINCE 
ELLA ANGE R 
ANOTHER BOYCOTT APPEAL FROM THE U.S.A 

By Courtesy Western Newspaper Union. 
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it was within the legal power of an 
editor of a newspaper to alter the 
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wording of an advertisement in order to- 
prevent a libel. The correspondent 
recalled the fact that some vears ago an 
application was made to the County 
Court at Nantwich by The Warrington 
Guardian for a small account the 
payment of which had been refused on 
the ground that the editor had changed 
the word ** machinations " to “ doings.” 
Judge Hughes gave his decision in 
favour of the newspaper. The corre- 
spondent of our contemporary asked 
the question : ** Docs this constitute an 
established precedent ? " The editor of 
The Newspaper World replied : * County 
Court judgments are always subject to 
revision, but are better than nothing to 
go on with. We think the right course 
is to suggest altcration of the advertise- 
ment to the advertiser and courteously 
decline to insert otherwise.” 
Play for Safety 

I agrce with my colleague. Anyway 
it is better to lose a few shillings or 
pounds through refusal of the advertiser 
to pay than be involved in a libel case. 
In the vast majority of instances the 
advertiser, when the matter is cour- 
teously explained to him, would raise 
no objection to the change. I have 
known at least one case, however, where 
the advertiser 
refused to alter his announcement. In 
that case the advertisement was omitted 
rather than that risk should be run. 

x 

Caught Napping 

The smartest of men sometimes nap 
and are caught thereat. Mr. W. F. 
Hurcomb, a Piceadilly dealer in precious 
stones, advertised lately in Truth that 
he would pay £50 to any institution if 
it could be proved that his advertise- 
ment was ' nothing but the truth." 
What he meant, of course, was “ any- 
thing but the truth.” The error was 
spotted and the £50 claimed for The 
Daily Express Cheery Fund. Mr. Hur- 
comb recognised his slip and paid the 
moncy. 

Ej 

Advertising Gas 

It scems very probable that we may 
soon witness a considcrable extension 
of the advertising campaign of the 
British Commercial Gas Association, 
for this appears to be foreshadowed 


was approached and ` 


clearly by Sir Hallewell Rogers, the 


retiring president of the association. 
Spcaking at the recent annual general 
mecting of that body Sir Hallewell said : 


Every successful business spends large sums 
of money on advertising and other torms of 
publicity--far larger sums in proportion to 
turnover than the great majority of gas 
directors and. committeemen have dreamt of 
spending. The sum of 2s. 6d. per million 
represents one penny per actual known 
customer per annum! How would this com- 
pare with the expenditure of any leading 
drapery store, or motor-car business, or soap 
or chocolate manufacturer? No business 
man reckons money paid for publicity as an 
expense, but rather as an investment—monev 
which, if it is wisely laid out, comes back over 
and over again in larger turnover and dispro- 
portionately increased profits.” 


Mr. Goodenough, endorsing the re- 
marks of the ex-president, observed 
that the industry could spend with 
much profit £50.000 a ycar on its 


national propaganda’ through the 
association, and at least another 


£50,000 on strictly local publicity. 
MX 
In Defence of Good Work 


Our esteemed contemporary, Adver- 
tising and Selling, of New York, has for 
once fathered a criticism which strikes 
us as reaching the height of absurdity, 
in commenting upon the upper of the 
two Erasmic advertisements illustrated 
by Mr. Fred Pegram, and reproduced on 
page 222 in this issue. It says: 
‘This arouses mixed emotions, as one 
may sav. It was in Punch, a coloured 
cover feature. It attracted attention, 
there is no doubt, but it is too crudely 
drawn and the motive is too common, 
not to say vulgar, to arouse great 
enthusiasm for the soap." 

Now we protest that to accuse Mr. 
Pegram of crude draughtsmanship 
would be absolutely impossible to anvone 
whose evesight is not defective. There 
is not an artist who knows his work but 
admires its accuracy and delicate finish ; 
and the general public endorses the 
judgment of the experts. The most 
notable characteristic of Mr. Pegram’s 
work is its exceptional refinement. 
There is certainly never anything com- 
mon or vulgar in his treatment, and 
anyone who could find the subject in 
this instance dealt with objectionably 
must have an extraordinarily keen eye 
for the undesirably suggestive. 

THOTH. 
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ment have each 
contributed to raise 


cm, Che 


A atio nal dlews 


lich as a hradbury. and ao wlialle | 


Ri 


to a pre-eminent | 
E E | 
position as an | 
el] . | 
advertising medium ADVT. RATE 


£2 per s.c. in. 


PHILIP EMANUEL 


Advertisement Manager | 


92, LONG ACRE, W.C.2 


THE ADVERTISING WORLD . November, 1918 


SAVE THE COAL 
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How Advertising has Taught the Public to Economise 
in Fuel Consumption. 


THE SUPREME cffort made by this 
country during those anxious days of 
last spring brought the Government 
face'to face with the fact that there 
would be a very serious shortage of coal 
during the winter, and that unless rigid 
economy were effected not only would 
our people be placed in great straits, 
but the position in France and Italy, 
dependent as those countries are on 
British supplies, would be critical. The 
reason for this shortage is now well 
known, and need not be recapitulated, 
but the people were entirely unaware 
of the danger, and they had to be told, 
plainly and quickly, about the gravity 
of the situation, and that this shortage 
is a part of the stupendous sacrifice 
that Great Britain has been making to 
win the war. 

The President of the Board of Trade 
at once realised that any failure on the 
part of the British public to grasp the 
situation and the necd for drastic 
economy might seriously imperil the 
whole-hearted prosecution of the war 
just at a time when we were on the 
high road to victory. He decided, 
therefore, as the absolute unity of the 
“nation in self-sacrifice was necessary, 
to take the publie into his confidence 
and tcll them, not only the reason for 
the shortage, but how it could best be 
borne without scrious hardship. 

Sir Albert Stanley saw that once 
again advertising must come to the 
rescue, and that alone by advertising 
could the people be reached. So he 
resolved that a comprehensive. adver- 
tising campaign should be entered upon, 
and, looking about him for a man 
to take charge of it, he very wisely 
sclected Mr. Hartland Swann, whose 
official position is therefore that of 
Director of Advertising to the Coal 
Mines Department of the Board of 
Trade. 

It did not take Mr. Hartland Swann 
long to visualise exactly what was 


necessary, and an educative and psy- 
chological campaign was planned and 
put into immediate operation. The 
new Director decided to make very 
extensive use of outdoor publicity, as 
well as of the Press, and his first step 
was to settle on a policy and to design 
the posters. 

This is the outline of the policy he 
laid down for his campaign : 

" The main object must be to reassure 
the public, to ensure their acceptance 
of the situation, and to induce economy 
to lighten the hardship or discomfort. 

“ To secure this it will be necessary : 

“ (1) To explain the causes of the coal 
shortage. 

“ (2) To make the public realise the 
necessity for, and the greatness of, the 
sacrifice Great Britain has made. 

“ (3) To induce them also to take a 
pride in those sacrifices, and to bear 
their share chcerfully as part of the 
price of victory ; and 

" (4) by various ways and means to 


show how to economise. 
The eampaign, therefore, must 
resolve itself into a serious effort 


to educate and inspire the public. It 
means a straightforward, persistent 
‘course of education" without any of 
the sensational forms of publicity that 
in some campaigns arc so valuable. 

It means sober argument by Press 
advertisement, billposting advertise- 
ments and printed matter, and it is in 
the highest degree essential that no sen- 
sational forms of publicity be intro- 
duced to spoil the educational note, in 


| the first three months at any rate.” 


Mr. Hartland Swann lost no time in 
getting to work. He received his 
appointment on Thursday. August 22nd, 
at 11 o'clock, and at 4 o'clock that day 
the first poster was designed. At 4 
oclock the next day the proof was 
passed, and on Monday the bills were 
delivered. The posting started on the 
following day. Printed in the black 
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NOW is the time to prepare for the future 


HE. Personal Service of Mr. Derrick 


can be retained, at an agreed fee, in 
a purely advisory capacity upon all matters 
relating to the Reduction of Selling Cost, 
without the detail of preparing and placing 
of any advertising. Or we will render 
full Agency Service, working in co-ordi- 
nation with your own organisation. 


PRESS OPINIONS OF MR. DERRICK’S BOOK 


THE TIMES.—" Concentration on the selling side of commerce enables 
Mr. Derrick to see the need of a thorough overhauling.” 


DAILY TELEGRAPH .—” Mr. Derrick shows that advertisement of trade- 
markel goods benefits the manufacturer, the wholesaler and retailer, and 
the consumer." 


MORNING POST.—"A wealth Boek de: ailed knowledge and of shrewd 
comment in this wide-awake trea! 

DAILY MATL—" This is a lively. put important book." 

ADVERTISER’S WEEKLY.—' The author has made the improving of 
selling methods his life study." 

SHEFFIELD TELEGRAPH. —'' Mr. Derrick is one of the few men who, by 
reason of their position and experience, can write with authority." 
SCOTSMAN.—" A writer experienced in the markets of the British Empire 
and of America." 


SELLING AND ADVERTISING.—"The author is an advertising agent of 
the best type. 


NEWCASTLE CHRONICLE.—" Mr. Derrick has a practical mind and a 
graphic style." 

ADVERTISING WORLD. —" Mr. Derrick is one of the moet successful 
advertising practitioners in the world." 


PALL MALL GAZETTE.—" A timely book written by Mr. Paul E Derrick, 
who specialises on the problem of efficient and economical selling 

DUBLIN INDEPENDENT.—'' Mr. Paul E. Derrick occupies a leading 
position as an exponent of modern advertising and salesmanship methods 
gener ally.” 


THE SPHERE.—“ Mr. Derrick needs no introduction, for he is well known 
as one of our moet su advertising specialists." 
SKETCH.—" The work of a business man of long and wide experience.” 


LIVERPOOL COURIER.—" Mr. Derrick is performing a big service to the 
nation." 


BIRMINGHAM GAZETTE.—" Mr. Derrick is one of the most enterprising 
of modern publicity experts.” 


DAILY EXPRESS. —" Mr. Derrick speaks with ake authority of many years’ 
experience in this country and in the United States 


GROCER. -“A masterful study of the whole robiei of salesmanship.” 


DUNDEE ADVERTISER. —" That Mr. Derrick has ability to speak 
authoritatively on advertising as an aid to business is well demonstrated.” 


ADVERTISING AGENCY C? 


Do it Better 


34, NORFOLK ST., STRAND, W.C., LONDON 


PAUL E. DERRICK 
AUTHOR OF 


How to Reduce 
Selling Costs 


2nd EDITION. 
London : Geo. Newnes, Ltd. 
6/- net or 6/6 post paid 
—or any bookseller. — 


New York: 
Doubleday, Page & Co. 
$2 


he book deals with 

the principles of co- 
ordinated selling effort. 
By no other means can 
selling costs be kept on a 
level to ensure expansion 
of trade and to meet 
modern competition. 


dvertising is a 
prime factor in 
any efficient selling plan 
—but to be effective 
must be employed with 
full knowledge of its 


established principles. 


Now is the time to 


THINK 
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with coal and 
get more heat 


When you'use coal you 


light a fire 
THINK 


2 
Think of the men fighting 
in the sodden trenches. 
Think of the Itakan sol- 
diérsin the snows. Think 
of the wounded in hos- 
‘pital. Think of someone 
habig who is very dear 
to you. Remember that 
the more coal for, you the 
tess coal for them Then 
see if you cannot do 
without that fire you 
meant to light Follow 
the rule, one family one 
fire. The days you have 
a fire in the kitchen —8it 
in the kitchen. You can 
only burn your coal once. 
Every fire you save now 


Munitions. Your duty 
in the War crisis 1s to 
use, as far as you can, 
coke instead of coal. 


A convincing test 
A great caa! and coke tew has 
just heen made in the Con- 
troller» Department. A far- 
uzed room was chosen, with an 
alá . fesh-oned grace 
On tha bru day * 


for 6 hows po mia- 
vies Cos] only was 
ued The comemp 


the room a9 shown 


agunt i? ibe ct cal alone, when 


ou will be glad of addo d 
iet iod Make the ctperiment in your swa 
. home Mis coke with. your cosi 


Put off lighting the fire 
. aslong as you ca 
put it out immediately 
vou have done with it. 
2 

The coal you are 

going without is 
j the key to 


VICTORY 


Pant Bp the Conf Dam ga Bened g Praia 
Ganmo Paten Es + 


a short 
wanfeng Vutoey obrasd 


wonte: cnel reerves were acted 
to were the allied erences land Spriag. 


the ener f instead. of getting coni 
That à why peo mau do euh iem 


fovent ty the Cust Susa Dug Fuera 
w Sunde 


Mawa Vane Bec 


and orange which has since come to be 
associated with these appeals, it set 
forth tersely the need for the utmost 
economy, and added, " A great part 
of this winter's supply had to be sacri- 
ficed to save the British and Allied 
Armies last spring." 

But the posters alone were not 
sufficient to explain the whole case to 
the public, a case thev could not be 
expected to understand without in- 
struction. So a Press campaign was 
instituted, and the first month was 
devoted to explaining what the sacrifice 
was which the public were asked to 
make, and the reason for it. The 
general principles of the case were thus 
stated, the papers used being for the 
the most part the morning and evening 
dailics in London and the Provinces 
and the Sunday papers. The provincial 
wecklies were but little used. It was 


MIX COKE | 


are burning up »aluable | 
bye-products needed for | 


fec was hept ohght T 


tan was :? it, sod "P 
the rompere 09 | 


a ttal of £6 Iba coke and coal ae |i i 


the tempersture of the roon ess [ 


Watch vour inal hhe goid Coal SH 
at Nome bexceww it n UNE 
Ow fi 


400,000 meen ee herlng bab | : 


You cannot have ] 


ll both COAL and E 


| VICTORY | 


FOUR DOUBLE-COLUMN ADVERTISEMENTS 


* 


Waste of 
FUEL 


WARNING 


[t s a pumshable offence 
to waste Fucl or Light when 
coal and coal products are 
so vitally necessary to speed ~ 
the coming peace. The 
Coal Controller has in 
consequence been given 
powers to take proceedings 


in all cases of waste. 


GRATE 


A pesp inte the Cen! Coatreiier’s effiess. 


The above perure has been desee 
from an actual grate in the Cas! Con 
B rollers oes Study tf carefully Ht 
f shows you Aew to ger mere hegi from youe 


RE cost, even it the grate n old tishioocd 


It is waste 
of fuel to 


(1) — use gas for cooking whee 
the kitchen range i9 alight. 

(2) — throw away cadem, All 

cinders shoul! be ufted and 

weed again — Everything will . 

burn but the due ash. 

(3) — leave a fire burnmg at 
mgh. All hri muse be 
raked ous and the comis 
extinguished . 

(4) — have two fires buraing w 
a howe when one «il do. 

(5) — use more ges or electnaty 
anywhere than s uncoy 
necessary. 


Show this to 


every one in 
your house. 


Ae Actual Test. 
Thee V cry trate hoo ~op- c oe rhulty cet 
A tre wre ton he dry way t O ae 
Ie om hep gag nid, po — 7 Geom a adii 


a? —P-—£püsCat (mn Op fete Vem sb. "uas 69- 


the “big circulations " which were 
sought for. 

At the end of the first month a 
second poster was issued, and in this 
the link between the lack of coal (it 
was the empty coal-scuttle poster) and 
victory was adopted as the theme. 
The recent posters, while introducing 
more definite hints as to economy, 
preserve the teaching that the coal 
people are going without is bringing 
victory. There were four posters in 
this series. At the beginning of the 
third month the third set of posters 
were published—these urging economy 
in consumption. There were three 
posters in this series, and they are still 
being used. They consist of definite 
arguments for the use of economy. 
They show in simple and very striking 
manner how trifling savings by each 
person would collectively amount to 
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| ^ XPERIENCE has taught that foreign advertising can only 
| reach its maximum value if it is fundamentally viewed as a 
D . o * ` 

dà d four-cornered proposition. 

The two main parties to consider are the producer in England and the 


distributor in the foreign market. 


Obviously the producer must control the expenditure, influence the 
general tone and distribution of the advertising among the various markets 
and generally keep the reins in his hands. 


But the distributor is the man on the spot ; his work is the selling. 
Only he knows the minor difficulties of which the producer probably 
never hears, the minor local requirerhents, etc., which should all be 
reflected in the advertising. Only he can know at once of suddenly 
changing conditions, necessitating perhaps concentration or relaxation 
of advertising effort; only he knows the methods employed by a 
competitor which he must counter. 


For successful South American advertising the producer and distributor 
must be “linked” together. The obvious link is the advertising agency 
whose South American office and London office are one * entity," with the 
sympathy, understanding and co-operation between.the two that only 
complete identity of interests can secure. 


'The main campaign can thus be planned, its general policy and lines and 
perhaps the copy mapped out by the producer in England, in conjunc- 
tion with the London office of the Dorland Agency. 

The details of bargaining, to the advertiser's advantage, for space, price, 
position and minor adjustments can then be left to the man on the spot, 
who is in the Buenos Aires office of the Dorland Agency and works in 
co-operation with the distributor in South America. 

The Buenos Aires office of the Dorland Agency is one of the very few 
completely equipped advertising agencies (as we in England understand 
the word) in South America. 

Interested parties will willingly be given fuller details of the Dorland 
Agency and the campaigns they are handling and have handled in South 
‘America ; the unusual knowledge and facilities that this Dorland unity 
between London and Buenos Aires can offer. 


Enquiries should be addressed to :— 
Mr. G. W. KETTLE 
DORLAND AGENCY LTD. 


16 Regent Street, London, S.W.1 


New York Buenos Aires Paris Brussels Rome 
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huge reductions in the total consump- 
tion. For instance, '' If for every one 
in the kingdom a piece of coal as big 
as your fist is saved daily, nearly eight 
million tons would be saved in a year." 

The campaign will proceed on these 
lines, and it is as well here to observe 
that it will not end with the cessation 
of hostilities. It will have to be con- 
tinued for some time. 

An interesting feature of this cam- 
paign, which distinguishes it from so 


The 
cause of the 


COAL 
SHORTAGE 


Britain's 


The «mashmg of the Hindea- 
burg Line, Fox s @iumph on the 


craten 


Let us hasten the end by using 
lev» cual, e light The way is 
clear Botan,” wys Mr 

* 


- om tt qp foe 
ac 


TWO MORE APPEALS IN THE PRESS 


many of the Government advertising 
campaigns, 18 that it proceeds on a 
definite educative plan—first going to 
the public on the hoardings with a 
terse statement of the necessity, and 
then explaining the situation more fully 
in the Press. 

The billposting campaign, it may be 
remarked here, has been strengthened 
by the organisation of the Houschold 
Fue] and Light Department, for the 
Fuel Overseers have assisted in ex- 


hibiting the' posters. One hundred and 
twenty thousand double-crown posters 
are used every month, with 40,000 four- 
sheets, 10,000 eight-sheets, and 10,000 
sixteen-sheets. These last have been 
printed on the backs of old posters. 

In addition to the posters and dis- 
played advertisements in the Press, 
other means have been adopted of 
appealing to the people. For instance, 
there has been quite an extensive 
campaign by means of pamphlets and 
leaflets. A buff leaflet headed *‘ Coal, 
Urgent," and telling the people how to 
save fuel, and the importance of so 
doing was sent to every house, twelve 
million of them being used. Four 
hundred and fifty thousand copies of 
the address delivered by the Controller 
of Coal Mines to the Miners' delegates 
were issued, every member of the 
Miners’ Federation receiving one; half 
a million copies of the address on the 
coal shortage by Sir Albert Stanley 
were placed on the railway bookstalls 
for free circulation. This afforded ex- 
cellent mental food for consideration 
by the more thoughtful and better 
educated members of the public. One 
million copies of ‘“‘ Hints on Fuel 
Economy ” were addressed to gas con- 
sumers, and a two-colour bill headed 
" Save Electricity and Gas" was sent 
to business houses. Then ‘“ Vulcan " 
wrote some effective little screeds in 
storyette form which were inserted in 
the evening papers. The ’buses and the 
Underground and the railways were 
utilised, special small size bills, some of 
which we reproduce, being printed for 
the purpose. As will be scen, they tell 
their story effectively. Paper bags were 
also supplied to shopkeepers—these. 
too, having printed on them the moral 
it is desired to enforce. Cards for use 
in shops, restaurants, hotels, and insti- 
tutions were also issued, explaining the 
necessity for reduction in the consump- 
tion of light and heat. 

The publicity matter to be issued 
in future will be devoted largely to 
giving definite hints as to ways of 
effecting economy, and one of the 
newest  posters—double crown—has 
represented on it a huge lump of coal. 
Against the block thereof terse sen- 
tenees will be printed in white, driving 
home the lesson. The school children, 
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A, | Y Message this month is to urge all business 

men who seek to serve their country, who 
are interested in their own workers, who mean 
to increase their business to their own profit 
and the nation's advantage, to read Samuel 
Turner's New Book— 


“From War to Work." 
It is an inspired and practical message to all 
British business men. Published by Nisbet at 
1/6 net, it can be obtained at any bookseller’s or 
bookstall. 
Ali must organise their efforts, must adapt them 
to the new conditions before they think of 
advertising. 
This book gives the lead, the direction. 
I know advertising will follow later. Then 
I will be pleased to discuss this question with 
you. | 


W. S. CRAWFORD Led. pul Gt 


Advertisers’ Agents and Consultants 


Craven House, Kingsway, W.C. 
Telephone Regent 5069 


Keep the home fires 


La then 
British Coal 
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Unnecessary 
travelling uses 
. Coal required to 
. warm your homes 


FOR USE IN 'BUSES AND TRAMS 


too, have not been forgotten, and special 
instruction has been given to them. 

Of course, a great deal of help has 
been afforded in the editorial columns 
of the Press, but this side is handled by 
another department, for it is one of Mr. 
Hartland Swann's fixed principles that 
the according of advertisements should 
not be made dependent on editorial 
support. This campaign is one of the 
most comprehensive ever undertaken by 
a Government department. It has 
the merit of not having been very 
costly. 

The- cinema has not been overlooked, 
and with its aid there has been illus- 
trated the making of the “ Victory 
Grate,” while “ tags " are shown on the 
* Pathé Gazette." 

The policy has been laid down, and 
the work carried on under Mr. Hartland 
Swann's direction, and associated with 
him are Mr. Philip Benson, governing 
director of Messrs. S. H. Benson, Mr. 
Oswald Greene, director and chief copy- 
writer of the same firm, and Mr. W. J. 
Wood, as technical adviser on printing. 


Less Coal 
for trains at home 
means more ships to 

bring Americans 


The “ Vulcan " articles were the work 
of Mr. Greene. 

The campaign has excited a great 
deal of interest, not only at home, but 
in the Allied countries, and is also 
useful as propaganda, for it has ex- 
plained some part of the sacrifice which 
Great Britain has made. Our Allies 
have not been told enough of what the 
British Empire has done for the cause. 

The success of the campaign is 
already manifest, for there is hardly 
anyone who does not now understand 
the need for economy, and the incon- 
venience—one can hardly call it hard- 
ship—has been accepted in the right 
spirit. Every week the amount of coal 
needed for munitions, the transport of 
troops and kindred national work had 
increased, but in spite of that the fall in 
consumption of coal is very marked. 
One advertisement, ' Mix coke with 
coal and get more heat," was so success- 
ful that coke stocks were exhausted. 
The campaign has received the warm 
approval of the Departments for which 
it is being carried out. 
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coal used at 


SS 
home means more 
Coal to win the war 
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COVER BELFAST AND ULSTER BY USING 
THE CONCENTRATED CIRCULATION OF THE 


Belfast Telegraph. 


GRAMS :- BAIRD, BELFAST." ; X d pe - 2d er 3 


Tere pxowt:- (951, Six Lines. 


The pepulation 
49 Ms T STREET, €.C. C of prosperous 
TatLcerarnic AooRess - = 
“UNATTACHED, FLEET, LONDON 3 - 2 Vee 
[nq Tec crrnone 116, LONDON, U T EN z | l 
Snes. “exceeds 


1,500, 000 


Low eon 2 
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HE CITY OF BELFAST. (Population over 
400,000) and the province of Ulster (population 
over 1,500,000) are enjoying a remarkable 
measure of prosperity. The shipbuilding yards at Belfast : 
are being extended to meet the demand for new ships to 
make good the losses during the war. Peace means that 
the output of the shipyards will be materially increased. 
The earnings of thousands of hands will continue large for 
years to come. The linen and other industries are flourish- 
ing. Indeed, this is fertile ground worthy of considera- 
tion of the advertiser. In both City and Province the 


Belfast Telegraph 


predominates. Its circulation is large and its influence great. 


Specimen copies and advertisement rates sent on application to 


Belfast or 40/43 Fleet Street, E.C.4. "Phone : Holborn 118 
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SOME ADDITIONS TO THE ERASMIC 


GALLERY OF ADVERTISING ART 
TMM UM MOU UUM 


66 99 
FRASMIC 
having Stick. 


Does not. dr the face. 
The super stick fona speedy shave. 


sano RU "CONUS w. moscow 


———M——— 
TWO ADMIRABLE DRAWINGS 
BY MR. FRED PEGRAM 
Z 


IT WOULD appear from our corres- 
pondence that the selection of *“ Eras- 
mic "' advertisements and the comments 
which accompanied them in our 
preceding issue proved particularly 
interesting to a number of THE 
ADVERTISING WORLD readers. 

We therefore reproduce herewith a 
few more specimens of notable displays 
in this pictorial campaign so that it 
may be fully illustrated in our pages. 

They will serve to show that the 
‘* Erasmic " advertisements reproduced 
last month were not examples of 
exceptional excellence outstanding from 
a bulk of merely mediocre quality, but 
were indeed fairly representative of the 
whole of the large collection from which 
they were taken. 

Perhaps the most notable of the 
additional examples are those for which 
the always graceful and distinguished 


"ERASMIC" 
[The Dainty] SOAP 


lor Retinement & Purity. 


Gd per tablet. eg Sie V6 per box. 
Paris. woscow. 


13^ New Borg Si LONDON. W. 


A PARTICULARLY SUCCESSFUL DESIGN 
BY MISS F. M LEICESTER 
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Pe PT aet, cont 


BAN 


Designed SS MD A 
y the Greenly ` Sc Se ee 
Studio for Messrs i ie nan eS 
Ambrose Wilson 
Led. 


T is significant that most of our largest Agency 
clients—firms spending £5,000 and over— 
have first asked us to do a small thing for them. 


The satisfaction in being able to test Greenly’s 
has been evident. Step by step their confidence 
grew—their business grew. We claim them as 
clients only so long as the Service i5 Satisfactory. 


Can you imagine a more equitable method of 
doing business ? 


We welcome all—we work for all—and we 
please all by conscientious service and ability. 


Business 


Gre enlys 5 Advettiving . 


Limifod 


37-38,Strand, W.C. 2. Telegracne Stak a SA ce IDA 


HELPFUL 
SUGGESTIONS 


om the 
SERVICE DEPARTM ENTS. 


Trade Mark Designs. 


The various limitations and restrictions in 
designing Trade Marks are borne in mind 
when evolving ideas. By commissioning us 
you are able to secure a mark that will be 
both distinctive and registerable with least 
sible difficulty. 
ries of Eighteen Original Suggestions 


£5/5/0 
Folders and Circulars. 


Rough Colour Stiggestion for Folder or Cir- 
cular, including ideas for title, headings, 
illustrations, etc. T .. £1/1/0 
As above, with copy complete .. g2/9/9 
Rough Colour Suggestion for five “ follow- 
up " Folders or Circulars, including ideas for 
titles, headings, illustrations, etc... £4/14/6 
As above, with copy complete for whole 
series ,, i» s i .. £9/19/6 
Complete Folder, readv for Printer, including 
original suggestion in colour; after a roval 
of rough, finished drawings, copy and blocks 
complete và T 0. .. £8/8/0 
Colour lay-outs will show what the folders or 
circulars will look like when printed. 


Ideas for Advertisements. 


Six Original Pencil Suggestions, for series of 
trade (}, 4 or page), or dàilv papers (up to 
7in. d.c.) including headlines, etc., showing 
advertisement as it will appear ..  £3/3/0 
As above, complete with copy  .. £10/10/0 
Series of thirteen + or 1 page trade paper 
advertisement suggestions in form of pencil 
Sketches, including finished line drawin vs and 


copy .. . £26/5/0 
Circular Letters and Complete F ollow-up 
Scheme. 


One Circular Letter for wholesale trade, 
retail trade, or public, including studv of 

roposition .. Y i .. #£1/1/0 

ix Circular Letters on the same subject, but 
appealing to different classes of buvers if 
desired és 2 "P .. £3/3/0 
Complete Follow-up scheme, comprising a 
series of four letters : Colour Suggestions for 
two-folders with copy T .. £6/6/0 


Mail Cards. 


Rough Colour Suggestions for 2 Mail Card. 
Id. postal rate, size about 5 by 8}, including 
Idea, Headline, and Illustrations . , £1/1/0 
As above, but including writing the necessary 


copy and descriptive matter .. £2/2/0 
Rough Colour Suggestions for five mail 
cards .. : . £4/14/6 


Witheopy c. uu — 2 i £9/19/6 


Letter Headings and Stationery. 


Rough Colour Suggestion for letter heading 
design &j M oe ..  £1/1/0 
Three Rough Colour Suggestions for letter 
heading designs, including Finished Colour 
Drawing ot selected design .. £5/5/0 
Rough Colonr Suggestions for complete Ofáce 
Stationery, including original ideas for letter 
headings, invoice, label, envelope, post card 
and receipt form ,, £5/5/0 


Coined Words. 
Twenty-four Suggestions for coined words 
for article or product. For example, 


"Oxo * Di i^ T .. £2/2/0 
Fifty ditto ., và - .. £4/4/0 


Designs for Pa^kaees or Cartons. ` 


Original Rongh Colour Suggestion — £1/11/6 
As above, but including Six Original Designs 
for Trade Name ot Article .. . 43/3/0 
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art of Mr. Fred Pegram has been 
requisitioned. In Mr. Pegram's work 
some of the virtues of both the decora- 
tive and realistic treatment of adver- 
tisement illustrations are combined. 
Though it is realistic in intention, it is 
in method so individual as to arrest 
attention and retain interest with the 
same quickness and certainty as the 
more devious originality of that which 
sets out to be novcl and startling in 
treatment. 

In his rendering of dainty femininity 
too Mr. Pegram has no superior. He 
draws most charming women who are 
also undeniably ladies, and if for this 
reason alone the association of his 
creations with the product of any 


advertiser which it is desired plainly to 
hall-mark with the stamp of quality RAS M IC" 
cannot but be valuable. Bener] 

It will be interesting to note to whom The Dainty Dain The Dainty] SOAP. 


the advertisers of ‘‘ Erasmic " will next 
turn if they continue their endeavour to 
obtain distinctive pictorial represen- 
tation for their specialty. 

We very much hope that they will 
not be content to repeat past successes 
in this matter. 


Je per Sot. 


-Obesevc " Perfore, London à Poris. ; 


QM UIN WEIN IN TT LENS IN US TN UM Ee SA Ne td 


d$ holes Ite 


Paeh CCAS ` oofemees 138 on lod & LONGEGA UR 


ONE OF MISS FISH'S CES ee = CHARACTERISTIC DECORATION 
ECCENTRICITIES BY MISS GLADYS PETO 
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Mr. H. Thomson Clark. 


Mr. H. Thomson Clark, the London manager 
of The Glasgow Herald, The Evening Times, 
The Weekly Herald and The Bulletin, has been 
appointed to the responsible position of 
general manager of those papers at Glasgow. 
Mr. Clark, who is very well known in Fleet 
Street, came to London in his late capacity in 
November, 1907, and during this period has 
made many friends in the advertising world. 
He has had a long connection with the firm ; 
indeed, if we mistake not, he practically 
began his business career with the proprietors 
of these important and influential newspapers. 
Mr. Clark succeeds Mr. H. D. Robertson, who 
has been elected to the directorate. We under- 
stand the change will take effect from about 
the beginning of the New Year. 

Mr. Clark will be succeeded in London by 
Mr. George Scott, the present advertisement 
manager at Glasgow. 


The Metropolitan Poster Advertising Co., 
Cape Town, of which Mr. Cecil J. Sibbett is 
the guiding spirit, has purchased Messrs. 
White’s billposting business in Port Elizabeth. 
Mr. Cecil J. Sibbett, of Cape Town, is now on 
a business visit to Australia in connection 
with an important transaction which he hopes 
to carry through. 

Lieut. F. Simonis is back again in his old | 
post as director of The Church Family News- MR. H. THOMSON CLARK 
paper, having received his discharge from ———— OM RE E C RMECEED 
active service on account of wounds. 


On the evidence of your 
own eyes its overwhelming 
popularity is obvious in 
the Homes—in the Clubs 
— in Hotels — in ’Bus, 
Tram, Tube ! 

When you cannot obtain 
your copy it is because the 


—itphen you can get it! newsagents’ rationed supply 


is sold out. 


They a// sell out—we cannot print enough ! Just as we endeavour 
fairly to ration the newsagents so do we try to givea// our advertising 
friends space. 4s a matter of interest to advertising circles we may mention that 


Evening Standard daily sales are 350,000 copies 


E. HULTON & CO., LTD., 46 SHOE LANE, E.C.4 


8 
Standard 


is the paper you read 
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A COSTUMIER’S CAMPAIGN 
IIE 


STUDENTS OF the advertisement 
pages of the London and suburban 
Press will have noted during the past 
five or six months the vigorous cam- 
paign of a comparatively new adver- 
tiser, Messrs. Maxson, of Coventry 
Street, Piccadilly. We illustrate one of 
their advertisements, that for their 


l EDESSOSS TID TT 


ressens veli "m €" 


‘ae 
resina 


LE HA I 2 LUE UL E IE IA EE E EET: 


A new Shopping Pleasure 


the mannequins paraded. Tickets were 
very freely asked for, and the theatre, 
which held about two hundred people, 
was crowded each day during the two or 
three weeks the matinees lasted. Visi- 
tors were not asked to buy, so the 
venture brought no direct and imme- 
diate result, but it proved to be 
eminently successful in soon 
bringing large numbers of new 
customers. 

It was a part of the firm’s 
policy to challenge comparison 
with the goods to be obtained 
in other shops. For instance, 
the following is a quotation 
from an advertisement : ** We 
invite customers to inspect 
any garment at Maxson’s, 
and then to try elsewhere in 
order to compare value, style 
and price. We can safely 
predict that you will come 
back to us to make your pur- 
chase, as hundreds of others 
have done." This practice of 
frankly inviting customers to 
visit other shops may seem 
dangerous, but Messrs. 
: Maxson were satisfied with 
the result. 

In addition to the ordinary 
display advertisements of the 


1 


TE a) 


ON Monday, September 2nd, the frst ol 
Maxson's Mode Matnees will take place 
On thus occasion a large number of the 
newest Maxsqn Creations, m every respect 
true to the Fashion of the Moment —some 
wdeed à lathe in loot ol Fashion—will be 
displayed m a quite unique manner. 

The whele of the Third Floor has been 
translormed into a debghtlul lathe Theatre of 
Modes. On the stage, Mannequins of grace 
and beauty will parade, disclosing Creations 


that will uphold the Maxson reputabom lot — 4 


mexpensive replicas ol the most exclamve = [© 


You can sw and watch the wondertul : 


Gowna, Costumes, Hats, Furs, 
dc. as they are layed. 
enjoying damty which, by the 
way, will be quite tree to you as eur 


guest T 
Naturally seating space w limited Tickets 
order of 


will be sued in strict on te 
all who Éli im and post the coupica w. 


CUT HERE . 


while you are QA 


fashions Messrs. Maxson also 
inserted some reader adver- 
tisements in a few papers. 
These were written in a bright, 
chatty, intimate style, as be- 
came the subject-matter, and 


Messrs MAXSON'S LTD, 
Coventry Street; W 1 
Please forward me — 
on September 2nd, from 3 te 5 p.m 
Name 


Address 


uiii EG HIVE EY PVP PEU E CETUR TEE LHP NE E TTL EI Oe RE 


E 
É 


TTT LU LT TT TT TT 


HOW TO ADVERTISE THE MODES 


, 


“ Mode Matinees," for it represents 
what was certainly the most distinctive 
and successful feature in the campaign. 
These matinees were wholly given up to 
displays of fashions, and for that 
purpose the third floor of the Coventry 
Street premises was converted into a 
miniature theatre on the stage of which 


Date. 
Tickets for Admission to Matinee of Modes to be held 


MAXSONS Lid. COVENTRY ST. W.!. (almost opposite Piccodilly Tube Station) 
ALTE EET HUE ELEC IEEE HELF UTAH LP 


were inserted in Truth, The 
Evening News, and a few other 
papers. But for the most part 
the advertisements were of 
ZEZ the display kind and were 
confined to the London morn- 
ing and evening dailies, the 
Sunday papers which appealed to the 
more well-to-do readers, and to the 
leading ladies’ papers, such as The 
Ladies’ Field and Vogue. The illus- 
trated weeklies were not much used. 
The chief suburban papers also received 
a share in the appropriation and always 
fairly large spaces were taken. 


EEE 
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It can be done. Greater sales, greater 
profits, are yours—providing you 
have the goods that attract the buyer. 
The public will demand in future 
British Productions of the highest 
merit. We realise this and are 
daily improving our organisation 
and output in order to furnish you 
with sufficient supplies of high 
class Photographic Reproductions 
to meet all demands, great or small, 
at the termination of hostilities. 


Remember ! 


If you have the right goods, 
you can sell them. We shall 
be able to supply you. 


ROTARY PHOTOGRAPHIC CO. (1917) LTD 


n (Directors: A. E. Parke and C. F. S. Rothwell) 
LONDON OFFICE AND SHOW ROOMS: BN HEAD OFFICE AND FACTORIES: 
9, FINSBURY SQUARE, E.C. a WEST DRAYTON, MIDDLESEX 
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OVERSEAS ADVERTISING 
ED Na 


SOUTH AFRICA OF TO-DAY 
By T. C. WHITE, Port Elizabeth 


TO THOSE in close touch with South Africa 
to-dav the present position offers many fas- 
cinating problems, particularly in relation to 
the after-the-war period when freight con- 
ditions will more or less resume their pre-war 
aspect. Will the present rapid industrial 
development cease with the signing of peace ? 
Will the manufacturers who have seized their 
opportunity during these four vears of war be 
driven out of business with the re-entry of 
adequate Overseas supplies ? These and many 
other questions are cver present with us. In 
this article I want very briefly to survey the 
condition of things. 


SETTLERS WANTED. 


In the first place we have to remember that 
South Africa is very sparsely inhabited, par- 
ticularly from the European standpoint. In 
this land of sunshine—the size of England, 
France and Germany combined—there are but 
1,418,060 white inhabitants, or three persons 
to the square mile. What is badly wanted is 
a great influx of workers who will settle into 
sober, steady citizens engaged eitner in agri- 
cultural or industrial pursuits, in which there 
should be opportunity for all. It is heart- 
rending to see the undeveloped areas, and then 
to note the difference in some part where 
enterprise has been exercised. South Africa 
needs many thousands of white men and 
women. In the past, at any rate, the land 
policy of the Government has been very con- 
servative. Practically no inducement has 
been offered to settlers from overseas, and so 
long as the present unsatisfactory political 
separation exists amongst the Dutch-speaking 
South Africans there seems very little hope 
that any serious effort will be made to attract 
men of the right class from overseas. 

Despite this very real handicap much has 
been done during the last few years in agri- 
cultural developments. Closer settlement is 
only one of the many problems which have 
exerciscd the minds of General Botha and his 
Cabinet, and the encouragement by the 
"Government of water conservation schemes 
has done a remarkable service to the farmers 
in the fortunate districts. Private enterprise 
bas effected a great deal, too. As an instance 
of what can be donc, it has been stated that 
when the barrage across the Vaal Hiver is com- 
pleted it will contain 3,500,000,000 gallons. 

Enormous agricultural development is cer- 
tain. To-day the agricultural output is esti- 
mated at £70,000,000 sterling. At the begin- 
ning of the war South Africa was importing 
butter to the value of £188,171 per year; 
cheese, £167,110 ; eggs, £77.567 ; hams and 
bacon, £264,429 ; and chilled meats, £104,961. 
To-day these and many other lines have 
practically disappeared from our imports, and 
the same articles figure to our credit on the 


export side of the ledger. To-day South 
African meats and eggs are quoted en the 
London markcts. Owing chiefly to the high 
prices of produce the South African farmer 
is enjoying an unparalleled state of pros- 
perity. 

The war is also responsible for the tre- 
mendous expansion of South African industries, 
for with the curtailment of overseas supplies 
this country has had to become more self- 
supporting, particularly in foodstuffs. There 
are eight industries in South Africa whose 
production exceeds, in each case, one million 
pounds, and in some cases runs into several 
millions— e.s., engineering, flour mills, sugar, 
electricity and power, explosives and matches, 
printing, breweries and tobacco. Soap pro- 
duces nearly a million pounds. 

The total capital invested is practically 50 
millions. The total value of the output for the 
twelve months under review was £49,276,032 
which cost £39,839,842 to produce. From an 
analysis of the figures it is interesting to note 
that the average annual cost of white labour 
in the Cape Province is £115, or about half 
that of the Transvaal. 

The gold and diamond mining industries of 
South Africa, whilst their aggregate output 
to-day is as large, if not larger, than ever 
before, have ceased to occupy that predomi- 
nance which they possessed up to a few years 
ago. The vast developments in agriculture 
and industries, including basc metal mining, 
go to make a large and welcome contribution 
to our productive resources. 


GOVERNMENT ENCOURAGEMENT. 


The Government has given much encourage- 
ment to the manufacturers during the last two 
years bv the creation of a special department, 
but naturally progress is retarded by the 
absence of the necessary machinery. The day 
will come when these requirements can be 
filled, and I belicve it will be found that the 
Union Government will offer such protection 
to established industries as will ensure & suc- 
cessful future. In the past capitalists have 
looked askance at manufacturing concerns, 
the banks have not been willing to make 
advances, but in the near future ap industrial 
bank on sound lines will be established, and 
deserving firms will find their financial outlook 
has ceased to be a perpetual worry. Indus- 
trially South Africa has a long way to go, but 
the more one studics the subject the more one 
is forced to the conclusion that it is destined 
to become a valuable and important industrial 
asset to the British Empire. Capital is 
necded, labour is needed, patience is needed, 
experience is needed, but under wise and 
statesmanlike handling the future 1s secure, 
prosperity certain, and the gain to the Empire 
illimitable. 
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THE 
NORTHERN ECHO 
k WP LÀ za » © A RN JA d & N A A 4 CAR i Ww SJ 


CERTIFIED DAILY SALE: 
831,067 Copies 


[coPY] 
Savings Bank Chambers, 
Darlington, 15 November, 1918 
I have examined the books of the NORTHERN ECHO 
for the 13 weeks following the last ascertainment to 10 August, 
1918, and after deducting voucher copies and unsold papers 
at the Head Office and Branch Offices, and all parcels 
delayed in transit, and returned unopened from agents, certify 
THAT THE AYERAGE NET SALE IS 


81,067 


per day, for the month ending 9 November. 


The NET SALE for the preceding month ending 
12 October was 68,936 per day, and for fhe preceding 
five weeks ending 14 September, 62,981. : 


(Signed) JNO. WM. WATSON, 


Chartered Accountant 


We have already published the figures for the preceding 10 weeks 
commencing 1 June, 1918 (when the coming into force on 24 June of the 
Government No Returns Order was announced), up to 10 August, 1918. 


There is thus a continuous record of net sales for 23 weeks, show- 
ing a steady increase, as the extra paper released by the Government 
became available, to 


81,067 Copies per Day. 


These peas cannot be challenged, but they constitute a challenge 
to any claim that remains unsupported by continuous figures covering 
the same period. 


THE ATi; D''LHbIDPD AT Py "BI 
A OR BR. LN! JAIL IBS MAN WN CUT! 
HAS THE LARGEST CERTIFIED SALE OF ANY 


MORNING PAPER IN THE NORTH-EAST 
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IN THE PROVINCES 
CADILLAC DEAD RR DH 


What Advertisers and Advertising Men are doing in 
Provincial Centres—from the Special Correspondents of 
* The Advertising World." 


Bradford. 


At a recent meeting of the Bradford Adver- 
tising Association, two diplomas of mcrit were 
awarded for what was considered to be the 
best use of space and most convincing and 
eflicacious advertisements. Two classes of 
advertisements were arranged, one for news- 
papers and similar publications, and the other 
for catalogues and show cards. The award for 
the former went to Mr. A. Midgley, advertising 
manager of the Bradford Manufacturing Co., 
and the latter to Mr. E. Chambers, Onward 
Works, Bradford. _ There were twenty-seven 
entries. 


Dublin. 


A spate of special display advertising in the 
leading Irish media marked the end of hos- 
tilities. The Freeman's Journal published a 
fine ** Peace Number," on November 13th, and 
a wealth of “ big space " advertisements and a 
number of special articles combined to give a 
very healthy appearance to the publication. 
On the preceding day The Irish Times issued 
an enlarged number carrying a liberal display 
of advertising matter from leading Irish firms. 
The Irish Press generally shared in the marked 
revival of display publicity following the end 
of the fighting. 

In no other part of the kingdom, I think, is 
there such scope for the development of 
systematic advertising on modern lines as in 
Ireland. I have frequently noted in this 
column the marked improvement in this 
respect during the war period, but a great 
transformation must yet be made before the 
commercial community of Ireland can be said 
to have recognised the power of well-directed 
advertising as a factor in modern commerce. 
It is felt in Dublin that the propaganda of the 
newly-founded Irish Association of Adver- 
tising Men should arouse a more direct interest 


in the scientific aspects of publicity work. 


The Association's “ platform” provides the 
best rallying-point for the purpose which has 
ever been made available to progressive 
business men. The establishment of a Lecture- 
ship in Modern Advertising and Commerce 
at one of the Dublin Universities should 
assume definite shape with the development 
of the Association. It is proposed to invite 
prominent cross-channel business men to 


The "Daily Mail" Year Book. 


The Daily Mail Year Book for 1919 is again 
that mullum in parvo which has made it so 
uscful in the past as a handy miniature 
encvclopzedia. The range of subjects covered 
and the amount of information given in its 
288 pages is astonishing, and the skill shown 
in the compressoin of so much in so little 
space does great credit to authors and com- 
pilers. Among the contributors to its pages 


deliver addresses at Association meetings 
from time to time. 

In conversation with a representative of a 
leading billposting firm I learned that during 
the past. two months there had been a 
noticeable rally of many of the big national 
advertisers in utilising the hoardings to the 
fullest extent possible. The principal pro- 
tected stations in the Dublin district have 
certainly assumed a more “ cheerful " appear- 
ance. There was an imposing array of 
" official" posters of various kinds, but firms 
marketing proprietary articles were also 
represented by several new designs in poster art. 


Glasgow. 

His many friends in the advertising and 
newspaper world in Glasgow and the West of 
Scotland extend to their old confrére, Lieut. 
Howard Panton, Argyll and Sutherland High- 
Janders, congratulations upon the honour con- 
ferred upon him by the King. Lieut. Panton 
has been awarded the Military Cross for 
conspicuous gallantry and devotion to duty 
during recent operations, particularly on one 
occasion, when his perseverance in gathering 
information as to the enemy was a large 
factor in the success of the attack. Later he 
made a daring reconnaissance under shell and 
machine-gun fire. Lieut. Panton is a native 
of Glasgow, and joined the 7th Camerons in 
September, 1914. He was transferred to the 
A. & S.H. when commissioned in April, 1915. 
Previous to joining the Army Lieut. Panton 
was assistant to Mr. John Scrimgeour, adver- 
tising agent, Glasgow. 


Liverpool. 

The Liverpoo] Chamber of Commerce has 
given directions for the preparation of a film 
to depict the municipal, shipping, manufac- 
turing and merchant interests of the city, and 
this will be shown as soon as circumstances 
permit, in order to advertise the city and its 
resources. It should serve most effectively to 
fulfil this object, for the film will be exhibited 
in the various countries in South America, in 
the United States, Canada, India, the Treaty 
Ports of China, South Africa, Egypt and the 
Soudan, Australia, New Zealand, and the 
friendly and neutral countries of Europe. The 
fame of Liverpool] will thus be widely 
proclaimed. 


are Mrs. Henry Fawcett, who writes on ** The 
Woman Voter's Opportunity," Messrs. Claude 
Graham-White and Harry Harper on *' The 
War by Air"; Mr. J. H. Thomas, M.P., on 
“The Whitley Report " ; Lord Sydenham on 
the proposed Indian reforms ; and Mr. W. G. 
Faulkner on “ The Kinema in 1918: Its Ine 
creasing Value in Propaganda." Despite the 
increasing price of nearly everything, The Daily 
Mail Year Book costs only a shilling, and will 
be useful in every office. 
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Unique and Arresting 
Window Displays 


HE WINDOW DISPLAYS 

that no pedestrian can pass without 

notice, or notice without interest, are 
those in which “ Pytram” and ^ Facio" 
are used in combination to produce one 
of an infinite variety of novel effects. 


4 


"Pytram" is a patented material, light but 

practically indestructible, in which facsimile 

models can be made of almost every conceiv- 

MR. BERGER. able object, animate or inanimate. It is not 

The mascot of at all expensive in the first place, and 
esars. Lewis : : : 

becomes increasingly economical in use 


Berger & Sons. 
Modelled in - . 
Pytram." owing to its durable nature. 


"^ Facio" is a patented method by which 
the appearance of a metal or glass sign 
of the very best quality is reproduced in 
an untarnishable and unbreakable form. 


The endless variety of new and striking 
effects which can be produced by 
“Pytram” and "Facio," singly or in 
combination, fit them for the particular 
purposes of every individual advertiser. 


Nothing to equal them for shop displays of all 
| kinds has ever before been available. 
The attention of 


Advertising Agents THEY COST LESS, DO MORE, AND 


LAST LONGER THAN ANYTHING 
AT ALL APPROACHING THEM IN 
ADVERTISING POWER 


is specially 
invited 


ma 


Phone: City 5134 | Drummond-Walker & Co. 
Doo 63 Queen Victoria Street 
Write for particulars LONDON, E.C.4 
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ITEMS OF INTEREST 
EXHI Ete e p Hp 


The death occurred recently at Colwyn Bay 
of Mr. Mark Smith, who was a director of 
Messrs. Tavlor, Garnett & Evans, of Man- 
chester and Reddish. He won for himself a 
considerable reputation as an, inventor of 
stop-press devices for newspapers. 


Mr. F. MeVoy, formerly chief of the adver- 
tisement staff of The Leeds Mercury, who 
joined the Navy in 1916, has now returned to 
civil life, having received honourable discharge 
from the service owing to ill-health. Mr. 
McVoy was in the battle of Jutland. 

Mr. T. W. Pottage, head of the firm of 


Messrs. T. W. Pottage & Sons, advertising 
contractors, of York, died early in November, 


aged 64. Apart from his business Mr. Pottage 
was best known as an enthusiastic photo- 
grapher. l 


It is with regret we chronicle the death of 
Mr. W. W. Wright, who for more than eight 
years. represented in London the provincial 
papers controlled by Sir Chas. Starmer. 
Mr. Wright was only 31, and his death took 
place early in the month. Very much liked, 
there is no doubt that had he been spared he 
would have gone a long way in his calling. 


Lieut. J. E. Walsh, Ist Royal Munster 
Fusiliers, now training men at Swanage for 
the tanks, has been on short leave in London. 
Before the war Mr. Walsh was advertisement 
co 
Mr. Roy Hardy, and a free lance writer for 
Messrs. Sells. He wrote copy for a large 
number of important campaigns. Entering 
the Army in 1915 in the Artists’ Rifles, he was 
gazetted a lieutenant in the Munster Fusiliers 
in September, 1916, and saw service in the 
Somme push, at Messines, and at Cambrai, 
and was mentioned in dispatches. Later he 
was attached to a Tank Corps as lecturer in 
tactics and trained about 1.000 cadets. His 
work has been very favourably reported on 
by superior officers. Now that the end of the 
war has come Lieut. Walsh proposes to return 
to his old calling. 


We regret to record the death of Mr. Graham 
Spicer, a member of the firm of Messrs. Spicer 
Bros., which occurred on November 3rd from 
pneumonia, following an attack of influenza. 
Since the war broke out Mr. Spicer had done 
in various ways excellent service for the 


country. He was aà member of the Council : 


of the Loncon Chamber of Commerce, and 
prospective Liberal candidate for one of the 
divisions of Enfield. 


The Cape Times published recentlv an 
article by Mr. H. Val Fisher descriptive of the 
means by which the huge war loans had bcen 
raised in Great Britain. The article, which 
occupied just two long columns, was very 
apposite as Cape Colonv was then about to 
float a war loan of its own. "The main feature 
of the article was to show how the masses of 
the people were induced to subseribe. 


writer to Messrs. Power & Co. and. 


The London office of The Times of India 
has been removed from 99 Shoe Lane to 187 
Fleet Street. The new telephone number is 
Central] 1674. 


A little error occurred in the copy supplied 
to us by Messrs. Greenly, 37, Strand, for their 
advertisement in our last issue. The adver- 
tisement as then published read thus : “ Trade 
Mark Designs: series of twelve original 
designs, including finished line drawing of 
selected design, £3 10s." Instead of this the 
announcement should have been in the 
following terms: ‘Trade Mark Designs. 
Series of 18 original and distinctive sugges- 
tions in pencil, £5 5s." 


The following announcement appeared in a 
recent issue of T'he Gazette under the heading of 
* voluntary winding up”: ** Trade Organiser 
Co., Ltd.—Liquidator : L. J. Boalch, Organiser 
House, Bedford Street, Strand." [The under- 
taking and business of the company has been 
sold to the National Trade Press, Ltd., for 
£86,000, as from September Ist, 1918.] 


By permission of the Association of British 
Advertising Agents Mr. Roy Somerville has 
distributed among advertisers of high-class 
goods the booklet entitled “* The Function and 
Place of Advertising in Modern Business 
Economics," which was prepared and isstcd 
by the Council of the Association. In doing 
this Mr. Somerville pays a high tribute to 
the authors, for he says he believes “ it con- 
veys more clearly and concisely than anything 
I have ever read on the subject the correct 
and proper view of advertising as an essential 
function of modern business conditions." 


Winter s Pie was published lately, and is now 
on sale. It is again a most attractive publi- 
cation, contributed to as regards letterpress 
and illustrations by a great company of dis- 
tinguished writers and artists. Certainly a 
warm welcome will be accorded it, and we 
hope it will be passed on to hospitals, rest 
camps, or to the Flect as promptly as possible. 
The price is 1s. Gd. net. 


An appeal has been made by the French 
printing crafts (employers and workmen) to 
their British confréres to help them in raising 
funds to assist in relieving the many sufferings 
of a great number of their members who have 
had their homes ruined or have been taken 
captives by the Huns. The British Master 
Printers! Federation of Great Britain is in- 
viting subscriptions from master printers, and 
the Institute of Printers and Kindred Trades 
is inviting help from the firms comprising the 
trades allied to printing, and from the workers 
in the printing industries. The hon. treasurer 
of the Institute Fund is Capt. Sir G. Rowland 
Blades, St. Bride Foundation, Bride Lane, 
E.C. 
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INCLUDE 
BRISTOL TRAMS 


IN YOUR WAR-TIME ADVERTISING SCHEMES 


ONE OF THE GREATEST FEATURES OF TRAM 
SPACE IS THE ABILITY TO KEEP AN ADVER- 
TISEMENT CONSTANTLY BEFORE THE EYES 
OF THOUSANDS OF POTENTIAL BUYERS—THE 
MAXIMUM OF PUBLICITY AT A MODERATE COST. 


THE METROPOLIS OF THE WEST. 


A POPULATION OF NEARLY 400,000 
WITH MANY AND VARIED INDUSTRIES 
I8 PRACTICALLY IMMUNE FROM 


TRADE DEPRESSIONS. 


— 
| WE DO NOT MERELY RESERVE SPACE—OUR SERVICES ARE 
AVAILABLE FOR LARGE OR SMALL PUBLICITY CAMPAIGNS, 
INCLUDING THE SELECTION OF APPROPRIATE ROUTES FOR 
SPECIAL COMMODITIES, PLANNING ARRANGEMENT OF 


WORDING, COLOUR SCHEMES, AND MAKING AND SUPPLYING 


ENAMELLED PLATES. 


DROP A LINE FOR 
ILLUSTRATED BOOKLET AND RATES. 


THE BRISTOL TRAMWAYS & CARRIAGE CO., LTD. 
ADVERTISING DEPARTMENT, CLARE STREET HOUSE. BRISTOL. 
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SUBSCRIBERS' ADVERTISING 
EI a 


In this section we review each month the Advertisements 
and Advertising Literature, and answer the questions 
pertaining to their advertising, sent by our Subscribers, 


free of charge. 


Subscribers are cordially invited to ask 
our opinion upon any advertising matter. 


Replies and 


reviews will be dealt with under assumed names if desired. 


MESSRS. WALPOLE BROS., linen manu- 
facturers, Dublin, send us a copy of their 
November special bargain catalogue. It is 
smartly turned out, abundantly illustrated, 
many of the blocks being printed in full 
colours. The pages are effectively made up, 
but it is a pity they are so crowded, and for 
this reason the margins are almost always 
far too small. An Irish flavour is given to 
the booklet by reproducing a number of 
little line ‘illustrations of famous beauty 
spots in the Sister Isle. 

MESSRS. DAVID JONES, LTD., outfitters, 
Sydney, N.S.W., forward us several speci- 
mens of their newspaper advertising. They 
present, on the whole, a distinctly attractive 
appearance, and, where that is the case, 
generally owe ə good deal of it to the 
effective use of well-designed borders. "The 
spaces occupied are large, the advertise- 
ments being from eleven to twelve inches in 
depth, and from two to four columns wide. 
Ther fore ample opportunity for display is 
afforded. A good many of the 
advertisements are devoted to 
publicity for the * Orient suits 

for men, and these, we think, are 
generally far more cffective than 

those for ladies" goods because 

they possess distinction and 

stvle. "This cannot, for the most 4 
part, be said of the advertise- 
ments of the ladies’ articles. As 
a rule wisdom has been shown in 
the choice of type, but in two or 
three cases it is rather small. 
THE CHARLES HAINES AD- 
VERTISING AGENCY, Welling- 
ton, New Zealand, send us a 
booklet they have produced con- 


cerning the sale of the MeDonald 
estate. It is distinctly well done, 
and a credit to those who pre- 
ata ape 
pas: H 
Nw AE Im M f 
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CINE 
NC 
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SIZE Height ZW, 


pared it. The brochure consists of twenty 
pages and cover, eleven inches by seven, 
and fastened cn the narrow edge. The 
cover, of primrose linen-grain paper, has 
for illustration a vigorously drawn harvest- 
ing seere printed in line. The text pages, 
of an unglazed buff paper, are very at- 
tractively laid out, with a judicious use of 
" white," so that thev look well. The 
numerous illustrations, admirably printed 
from excellent half-tone blocks, are taste- 
fully placed against a background of faintly 
printed line drawings in pale green. The 
photographer had an eve to the picturesque 
as well as to the more commercial side of 
the proposition. By a curious arrangement 
of the make-up, for which we do not care, 
the illustrations in the. first half of the 
booklet are placed on left-hand pages with 
the text on the right, and in the second part 
of the booklet the reverse is the case. We 
think the illustrations should have been on 
right-hand pages throughout. The descrip- 
tion of the property is lucid, and 
its historical interest—it was the 
scene of a famous Maori fight— 
is not overlcoked. Therein the 
copy-writer was wise. 

THE ERNEST INGRAM HILL 
ADVERTISING SERVICE, 2 
The Broadway, Wimbledon, for- 
ward us a copy of a very modest 
leaflet they have issued containing 
miniature reproductions of some 
war-time advertising prepared bx 
Mr. Hill. They relate to engineers 
publicitv, and present a distinctly 
attractive appearance. 

MESSRS. ILOTT, WELLINGTON, 
N.Z., forward us a series of ad- 
vertisements for Snowball Flour, 
Creamoata and Thistle Oats, 
which they, are running in the 
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papers in the Dominion. Some of these are 
four-ineh single columns, and the others 
cight-ineh double golumns. Thev contain 
an abundance of strong argument and ex- 
rellent selling talk, but in the desire to pack 
as much of this as possible into tne smaller 
advertisements we think the tvpe has had 
to he unduly small, so that there is a danger 
of its not being read. "The illustrations are 
well and boldly drawn, admirably suited for 
printing on rather rough paper. One of the 
advertisements states that 50,000,000 plates 
of Creamoata (a breakfast food) were used 
in the Dominion last vear. As the popila- 
tion is just over a million, the result is & 
wonderful preof of the power of advertising. 
HERR COPPENS' ADVERTISING 
BUREAU, Amsterdam, send us a large 
variety of specimens of advertising matter 
put out by them for their clients, and we are 
glad to offer our congratulations on the 
excellence of the work. The examples 
forwarded us consist chiefly of comparatively 
small cards, such as might be sent out with 
a firm’s correspondence, some transparencies, 


Mr. Roy Hardy has been in England on 
short leave from the front, where he is acting 
as manager for Mr. Leslie Henson’s Concert 
Party. Mr. Hardy has been transacting 
business in town and calling on friends. He 
has had some very interesting experiences in 
France ; the duty of the concert party being 
to give entertainments to the troops in rest 
camps and other places behind the lines, The 


folders, and reproductions of newspaper 
advertisements. By reason of our re- 
gretted inability to read Dutch we cannot 
speak as to the nature of the text matter, 
but the display is distinctly good, though 
we think there is a tendency to sacrifice 
text to illustrations or white space, so that 
the letterpress often has to be set in rather 
too small a type. The designs are bold and 
effective and almost always distinctly good 
looking. The colour schemes are quite 
attractive. Many of the drawings are 
decidedly virile, and the printing is of a high 
standard. 

MESSRS. JOHN WHYTWARTH., makers of 
the fountain pen bearing that name, send us 
a capital specimen of window display adver- 
tising matter, which has been modelled in 
Pytram. The illustration, which we repro- 
duce, gives an excellent. idea of the work. 
The chief feature of it is the wholly admirable 
modelling of the British workman, who, with 
the pedestal, stands 2 feet 11 inches in 


height. The model constitutes excellent 
advertising. 
performances are carried on in theatres, 


barns, musie halls, or anywhere else that can 
be obtained fer the purpose. Stray bombs 
were not unknown. Programmes are printed 
at the Front, and an excellent double-crown 
poster, in colours, has been drawn by Mr.. J. 
Inder Burns, late of the Temple Press, who is 
at the Fifth Army Headquarters, but this was 
printed in London. 


Che Wellington Journal & Shrewsbury 
CWS. 


LATEST AUDITORS’ 


CERTIFICATE. 


‘“We have examined the books of ‘The Wellington Journal and 
Shrewsbury News' for the month of September, 1918, and we 
hereby certify that, after deducting all unsold and free copies, 


, 14 A 
The net actual Sales average / - p», 1 4 
Ji. » Ju 


Copies of each Issue. 


Q 


HARRISON, WEST, LEDSAM & Co., Chartered Accountants, 


16, Waterloo Street, Birmingham. 


16th Nov., 1918. 


THIS IS THE LARGEST NET SALE PROVED & CERTIFIED 


DURING THE WAR BY 


ANY COUNTRY WEEKLY. 


Advertisement Rates—per single column inch per insertion :— 


TRADES BANK & INSURANCE 
(Six or more insertions) ADDRESSES READERS 
Sj- 9j- 12j- 


Note:—Money-lenders’ advertisements are no longer accepted. 
For further information, apply Mr. A. HAROLD PAINE, 


or “JOURNAL” OFFICE, 
WELLINGTON, SALOP. 


115, FLEET STREET, E.C4 
(Telephone: 2626 Central). 
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THE “ADVERTISING WORLD” LAW 
CATT REPORTS mma 


Commission on Renewal Advertisements. Is it Payable in Perpetuity ? 


IN THE City of London Court, on November 
12th, before His Honour Judge Atherley- 
Jones, K.C., Mr. Alexander Colman, adver- 
tisement canvasser, Durand Gardens, Clapham, 
sued the Railway Publishing Co., Ltd., 30, 
Fetter Lane, E.C., for £12 7s. 9d., 25 per cent. 
commission on repeat orders for advertise- 
ments. 

Mr. Tyndale, for plaintiff, said his client had 
acted since 1915 as an advertisement can- 
vasser for the defendants in getting adver- 
tisements for their Railway Magazine and 
Railway Year Book. He now claimed com- 
mission on renewals that appeared in the 
publications this year. The renewals were 
the same as the advertisements which had 
appeared in the publication for the previous 
year. 

Mr. Slesser, for defendants, said plaintiff was 
told not to get the renewals for the 1918 book, 
but he had done so and now wanted to be paid, 
claiming commission as if he had a perpetual 
right to go on getting the renewals. 

Mr. Tyndale urged that if-an advertisement 
canvasser was working for a particular publi- 
cation and did so under a commission and not 
a salary basis he was entitled to commission 
on repeats. He was claiming to be entitled to 
get renewals and be paid his commission for 
ever. 

Plaintiff, in his evidence, said that the 
Year Book changed hands and he was stopped 
from working it. It was the custom of the 
advertisement trade for all men who obtained 
renewals to be paid their commission of 
25 per cent. 

The Judge: Could he go on ad infinitum ? 
The plaintiff said he could. The Judge: And 


Ordered, or Sale and Return. 


IN THE City of London Court, on October 31st. 
before Mr. Registrar Wild, a claim was made 
by Mr. George Augustus Sekon, publisher, 
Railway Travel Monthly, 9 and 11 Cursitor 
Street, against Mr. George Blair, newsagent, 
11 King Street, Cheapside, for £1 15s. for 
copies of their publication supplied. 

Plaintiff's representative said that his firm 
supplied the magazines to order till October, 
when they were written to asking them to 
stop the supply. They were willing to give 
the defendant credit for returns that were not 
more than six months old when returned. 

The defendant said the magazines were 
never ordered. They were simply dumped 
down at his place on sale or return. 

'The Registrar pointed out that the defendant 
had been receiving the plaintiffs magazines 
every month. Why did he not write telling 
the plaintiffs not to send them ? 

The defendant said plaintiff's man was told on 
each occasion that they did not want the things. 

Judgment for the plaintiff for the amount 
claimed, £1 15s. 


his executors ? Plaintiff : No, but as long as 
he obtains them he can. 

The Judge: Have you been paid on re- 
newals ? The plaintiff said he had and he was 
running 30 books. 

Mr. William Parker, who for the last nine 
years had managed the Railway Publishing 
Company, said plaintiff was paid his com- 
mission on renewals only when he was told to 
obtain them. Each order was treated as new 
business. Plaintiff had three months' notice 
ending his contract. He was paid commission 
on renewals because it had been agreed he 
should have it. Plaintiff's contract was not 
renewed for 1918, and therefore he could not 
have his commission. Unless an advertise- 
ment canvasser obtained a renewal he was not 
entitled to any commission in respect of it. 

Mr. John Kay, managing director of 'Trans- 
ports, Ltd., who was called in support of the 
defendants' case as to custom, stated that many 
canvassers set great store on the alleged 
custom. Personally he was always very 
careful not to make any arrangement that 
left any doubt about the matter. If an - 
advertisement came in unsolicited the can- 
vasser who got it previously might have a 
claim for commission. If the employment had 
ceased and the canvasser obtained renewals 
not involving the necessity of personal service 
he would not be paid commission. 

Judge Atherley-Jones said the case raised a 
question of considerable importance and 
interest. In his view plaintiff was entitled to 
recover and he gave judgment for him, with 
costs. But whether plaintiff was entitled to 
be remunerated for subsequent years he would 
not venture to say. 


De Beck v. Evening 
Standard. 


IN THE King’s Bench Division on Novem- 
ber 19th and 20th. the case was heard before 
Mr. Justice Darling, of De Beex v. Evening 
Standard and others. Mr. De Beck, who was 
born in Hungary, and became a naturalised 
British subject in 1896, complained of articles 
concerning him which appesred in The Evening 
Standard last May. One article alleged that 
he as editor of The National News and a 
naturalised Hungarian, lost “no opportunity 
of inserting matter calculated not only to 
discredit the British Government, but to 
make bad blood between England and her 
Allies." Defendants pleaded fair comment. 
The jury gave a verdict for the defendants. 
Mr. Douglas Hogg, K.C. made a short 
statement on behalf of the present proprietors 
of The National News. In June last the 
paper was sold by the Receiver to Messrs. 
Odhams, Ltd. It was now entirely British 
in character, and Mr. de Beck was neither 
directly nor indirectly connected with it. 
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THE GENTLEWOMAN. 


What did we do in the Great War 


1,009 columns of the Gentlewoman have been 
devoted to purely War propaganda. 


114 columns have Leen published in support of 
a large number of voluntary organisations, whose 
work has increased enormously as a result 
of the war. 


One-eleventh part of the entire space of 
every week's issue of The Gentlewoman 
during the War has been devoted to objects 
advocated by the Government. 


The Gentlewoman has ensured a large share of 
personal service from Gentlewomen who have 
responded to the call of King and Country. 


19 War Charities in addition. to 26 of our 
Hospitals have availed themselves of The 
Gentlewoman “ Private List of 100,000 Ladies 


. June, 


with Money '’ by appealing for funds with 
conspicuous success, and many thousands 
of pounds have been raised. 


We have received letters of thanks from the 
heads of Government Departments and Organi- 
sations devoted to War Work, for the practical 
character of the help which has been accomplished 
through the paper. 


In response to the King's call for Economy in 
1917. The Gentlewoman has since 
been produced in a new form to effect a saving 
in the use of paper so that more shipping 
has been available for the import of food. 
This action was warmly commended by 
His Majesty's Royal Commission on Paper, 
supplemented by the gracious approval of Her 
Majesty the Queen. 


The Gentlewoman did not reduce its circulation by increasing the price of the paper to the 
reader, but has successfully maintained its premier position, and emerges from the War as— 


The Only 


6d. 


Ladies’ Paper. 


* 
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BUSINESS GOING OUT 
Eel LLENAS 


The advertising of the prospectus of Messrs. 
Firth & Sons was entrusted to Messrs. Charles 
Barker & Son. 


The British Westinghouse Electric and 
Manufacturing Co. are widely advertising their 
Cosmos Lamps. The business is placed direct. 


The influenza epidemic was responsible for 
a good deal of advertising of cures, preventives, 
and the like. The Perolin Vaporiser, for 
instance, was widely advertised by the Andrew 
Roberton Enterprises, 18, Charing Cross Road, 
the business being placed by Messrs. Chas. 
Pool & Co. The Milton Manufacturing Co., 
125, Bunhill Row, E.C., secured a good deal of 
space for their preparation, known as Milton, 
and the spravers therefor, the publicity being 
entrusted to Messrs. W. S. Crawford, Ltd. 


Dutton's System of Shorthand has gained a 
great deal of publicity latelv, partly gratuitous, 
as the result of the case heard in the Courts 
and partly of the more customary kind. 
Its proprietor used the case in the Courts as 
the material for a good deal of the latter, the 


business being placed by Messrs. Barker, 
Drabble & Co. 

Messrs. F. White & Co. were entrusted with 
the advertising of the abridged prospectus of 
Callender's Cable & Construction Co., Ltd. 

The advertising of the General Bradford 
Memorial Fund appeal was undertaken by 
Messrs. Mitchell. 

The prospectus of the Irish Packing Co. was 
advertised by Messrs. A. J. Wilson. 

Messrs. Lever Bros. placed direct the publicity 
for the prospectus relating to their new issue 
of capital. 

The National Defence Loan of the Govern- 
ment of the French Republic (British issue) 
was largely advertised in this country, the 
work having been entrusted to Messrs. Leath- 
waite & Simmons. 

The whole of the advertising for the 
**M-ten ” Collapsible Crates and Boxes, of 
which Messrs. Madgwick, Ltd., are the sole 
makers and patentees, is placed by Messrs. 
Longmans, of 35 New Oxford Strect. 


NOTES ON MEDIA 


Tur sale of The Evening Standard is still 
——————————, climbing up. The daily 
sales now amount to 
350,000 copies, an ad- 
vance of 50,000 in a 
period of about a 
This is remarkable progress. 
a 


The World made its first appearance under 
the ownership of Messsr. Odhams on Novem- 
ber 23rd, and certainly 
is very attractive. It 
has been drastically re- 
constructed, alike as 
regards the make-up 
of the pages and the nature of the contents. In 
the first place it is now freely illustrated, and 
being printed on a good quality glazed paper, 
the hlocks come out very well. Pictures are 
the feature of the new World, for apart 
from text blocks, we are given in the first 
issue a full-page cartoon by * E.T.R.,” and 
the centre pages are devoted to portraits of 


“THE EVENING 
STANDARD ” 


month. 


"THE WORLD" 


The British Industries Fair. 
FOR NENT vear’s British Industries Fair the 
Board of Trade have again been able to secure 
from the Port of London Authority the great 
warehouses in Pennington Street in which 
the exhibition was held at the beginning of 
this vear. The Fair will open on the last 
Monday in February (February 24th), and will 
remain open until Friday, March 7tn. 

In order in no way to interfere. with the 
production of munitions, the Fair will again 


soeiety ladies. Perhaps the most striking 
feature of the number is the cover, a repro- 
duction in colours of a finc portrait in oils of 
Mr. Lloyd George. This occupies the entire 
page, and gives to it a very fine effect. We 
understand the front covers are to be regularly 
devoted to portraits of celebrities. The well- 
written letterpress is designed to attract a 
wide circle of readers, and the paper is tumed 
out in admirable style. The World should 
make strong appeal to advertisers of high-class 
goods. If kept up to its new standard, as 
we are sure it will be, it should be another 
winner for Messrs. Odhams. 


s 
Tuer size of The Globe pages has recently been 


reduced, but the number thereof has been 
increased from six to 

twelve. This reduction 

" THE GLOBE" of size undoubtedly 


makes the paper more 
convenient to handle 
in crowded trains and ‘buses. 


be restricted to the same trades which have 
participated in the last three fairs, namely— 
glass and pottery ; paper, printing and sta- 
tionery ; fancy goods ; toys. 

Over 2,000 forms of application for space 
have already been issued to manufacturers in 
the trades concerned, and it is expected that 
the number of firms anxious to participate will 
be considerably in advance of last year, when 
orders to the value of over a million and a half 
were placed. 


i 
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“The National News.” 
** 200,000 " LUNCHEON. 


T the Connaught Rooms, on October 29th, 

Mr. J. S. Elias entertained the editorial, 
publishing and advertisement staffs of The 
National News at an informal luncheon to 
celebrate the occasion of the paper passing 
the 200,000 circulation mark. 

A very happy party of about forty gathered 
together, and judging from the good fellow- 
ship which prevailed, it is not difficult to 
understand the success of The National News 
since it came under the complete control of 
Messrs. Odhams, Ltd. As was remarked, it 
was largely due to what was happily described 
as the Odhams’ atmosphere that a paper 
which was in the slough of despond at the 
beginning of June should be raised to so 
prosperous a position in the short space of 
nineteen weeks. When Messrs. Odhams took 
over The National News the circulation was 
22,474 copies. On October 13th the net 
figure was 236,756, and it has since increased 
to more than 260,000 copies weekly. 

Cordial tributes were paid bv Mr. Elias to 
the untiring efforts of the various departments 
and to the whole-hearted wav in which all 
concerned had worked to achieve the result 
that had been attained. Mr. Sapt, Mr. Cook, 
and Mr. Emanuel responded briefly on behalf 
of their departments, after which the health 
of Mr. Elias, proposed by Mr. Charles Palmer, 
was drunk with great enthusiasm. 
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Peace Conditions 


have not yet been restored—the stocks of 
paper are still low—rates have not yet 
begun to fall—space is limited. It is there- 
fore as necessary to-day as it was before 
hostilities ceased that special care and expert 
attention should be given to the preparation 
of your announcements. 


We are in hourly touch with the fluctuating 
conditions of the present period, and offer 
the benefit of our advice to any Advertiser 


'Phone—City 1473. who will ring up or write. 


CHARLES POOL & CO., LTD. 


180-181 FLEET ST. 


LONDON, E.C.4 
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Wr. Chairman and Gentlemen! 


SOCIETY OF MOTOR ADVERTISING MANAGERS 


“The Cinema as an Aid to Advertising." 


THE SECOND monthly meeting of the 


Society of Motor Advertising Managers was : 


held on November Ist at the Restaurant Fras- 
eati, when a paper was read by Mr. E. Hincks 
on * The Cinema as an Aid to Advertising." 
Mr. Hincks, in the course of his remarks, said 
he did not think the iniportance of the cinema 
was understood in this countrv. Every dav in 
England 8,875,000 people visited the cinema, 
and if 3,000,000 people gave concentrated 
attention for six minutes, the advertiser might 
create an idea which at the end of the week 
would reach ncarlv half the population of the 
British Isles. In the provinces everyone was 
interested in the cinema, and it was a weekly 
habit for people to visit it. It also formed a 
topic of conversation, 

The number of theatres in this country was 
0,000 and of them 4,600 were open now ; 
3,400 of them were first-class houses : but the 
cinema did not necessarily follow the popu- 
lation. A film taking anything more than six 
minutes to show, no matter what its interest 
might be, was more orless a hopeless proposition. 

The cinema people generally had proved 
most patriotic on the question of exhibiting 
oflictal propaganda films in their theatres, free 
of charge, and it was evident they were quite 
willing to help manufactuiers in taking up 
films assisting them in commercial propaganda, 
but they should be paid for their services. It 
was suggested that payment for the films of 
this type should be 1 per cent. of the gross 
takings, less tax— on an average at about £1 
a house per six-day week. ‘This, of course, 
would be very much larger for houses in 
London, where the cost would work out to £9 
for the whole weck. 

With regard to the question of audiences, 
it seemed, he said, to be a general opinion that 
the majority of the pcople who went to the 
cinema houses were children, but Mr. Hineks 
gave the following olficial figures as to the 
large nurnber of adults that attend : 1d. seats, 
7:4; 2d. seats, 56: Sd. seats, 38:0; 4d. 


THE ALDWYCH CLUB. 


A Defence of Russia, 
MEMBERS OF the Aldwych Club had the 
pleasure on October 29th of listening to a dis- 
tinguished guest in the person of Baron A. 
Hevking, for many wears Russian Consul- 
General in. London, and, prior to that, filling 
a similar post in India. He formed the Russo- 
British Chamber of Commerce, and Mr. W. H. 
Beable, who presided, described him as having 
done perhaps more than any man to promote 
friendly commercial relations between the two 


seats, 17:6; 6d. seats, 18°5; 9d. seats, 9:2: 
Is. seats, 3°7. 

Therefore, assuming that the majority of 
the children went into 1d. and 2d. seats, of 
the 3,375,000 who attended theatres weekly, 
10 per cent. would be children. 

The general public wished to act in whatever 
wav was best for the benefit of the countrv, 
and by means of industria] films a useful 
method had been discovered. "The film should 
be of a type for which the theatre would bc 
willing to pay, and it must have some special 
interest. i 

By the production of a film illustrating 
some particular class of the motor industry, 
arrangements could be made to assist in direct 
salesmanship by inviting agents, agents` repre- 
sentatives and potential buyers to view these 
films. But more especially did he advocate 
the use of the private cinema in the works 
themselves. There were many cases where a 
film could be used to assist salesmanship of a 
firm by illustrating the actual manufacture of 
certain parts of machinery, etc., in actual 
service, demonstrating points which would be 
quite impossible in the ordinary way in the 
show-room. 

As regards the cost of the filin, naturaily 
that ‘depended entirely upon the subject and 
method of production, but, generally speaking, 
a film of the length suggested would cost anv- 
tning between £25 and £50. 

The discussion which followed revealed thc 
fact that advertising men generally were not 
altogether convinced as to the utility of the 
cinema as a direct aid to advertising, but it 
was evident beforc the evening was over that 
many who had not given the matter much 
thought were fully convinced of its value. 

Aiter the discussion the company attended 
a private cinema tueatre near by, where a 
series of films were shown, the firms exhibit- 
ing being Messrs. John 1. Thornvcroft & Co., 
Messrs. Harley-Davidson, and The Anglo- 
Mexican Petroleum Company. 


countries, Ile was, added Mr. Beable, an 
ideal Consul-General. 

Baron A. Hevking’s subject was “ Russia : 
A Defence against Hvper-Criticism." Tne 
speaker urged that Russia had been a bona fide 
ally of Great Britain, and had not, till the 
unhappy Bolshevik era, shirked any of her 
obligations. The ex-Czar had been faithful 
to the Allics to the last. The present trouble 
was of a temporary nature, and the danger of 
a separate peace had not existed till the 
Bolshevik teachings had done their work. 
He thought Russia would not break up, for 
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Mi, THE BRITISH ELECTRICAL Dil 
babi, FEDERATION LTD. gam 


250 000 ,000 PASSENGERS CARRIED AN- 
NUALLY ON OUR TRAM & 'BUS SYSTEMS | 


Airdrie Mumbles 


Barnsley N view of the prospect of a largely Oidham 
Barrow increased demand for Advertising Peterborough 
Birmingham Spaces in the event of an early and vic- Rothesay 


Dudley District — torious peace, the AdvertisingCommittee ‘South Staffs 


District of The British Electrical Federation are aunties 
garensa d prepared to reserve a limited number of Tynemouth 
CREE such spaces on the various Tramway Westonssuper: 
Jarrow Systems which they control for Post- Wolverhampton 


Merthyr : 
Middleton War Advertisements. Wrexha. m | Tw 
Twy 


For further particulars write to 
J. "PEACE, Advertisement Manager, 


THE BRITISH ELECTRICAL FEDERATION, Ltd. 
1 KINGSWAY, LONDON, W.C.2 


What do you suppose this Sign 
has been worth to the Y.M:C.A. ? 


E can contrive a sign that will be as valuable to you as the 

red triangle has been to the Young Men's Christian 
Association—something that the people you want to bear you in 
mind will not be able to forget. 


We can make it a living and moving factor in the extension of - 
your business. 


Many years of specialized study and innumerable practical tests 
have taught us just what a sign can do and just how to make it do 
its utmost. 


From our labour and experience you may profit. Let us have an 
early opportunity of telling you how. 


SIGNS TO COVER ALL YOUR NEEDS MADE AND FIXED BY OLDHAM, LEEDS. 
J. OLDHAM (with which is incorporate i Ga vthorp's, Lt1.), Sign Advertising Specialist, Foot of York Roai, LEEDS. 
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the different parts of the country were essen- 
tial to each other. Her great past showed 
her vital energy. 

The thanks of the meeting were convevcd 
to the speaker on the proposition of Mr. G. J. 
Orange. 


Excess Profits. 


THE SUBJECT of income tax and the excess 
profits tax was considered at the after-lunch 
debate at the Aldwych Club on November 12th, 
when the speaker was Mr. John J. D. Hourston, 
of Glasgow, lecturer on accountancy and 
commercial law at the Glasgow Athenzum., 
Mr. Hourston gave an extremely lucid address, 
explaining many of the subtleties of a most 
complicated subject. The chair was taken by 
Mr. Holford Bottomley, C.B.E., and the vote of 
thanks was proposed by Mr. W. T. Harverson, 
seconded by Mr. W. B. Warren. 


Presentation to Mr. George Wetton 


AT THE Aldwych Club, on the evening of 
November 7th, Mr. George Wetton, who for 
so long has been the invaluable hon. treasurer, 
was entertained at dinner and presented with 
a gold watch and chain in recognition of his 
many services to the club. Mr. Wetton, it 
will be remembered, has had to resign his office 
owing to ill-health. Eighty-six members sat 
down to dinner, Mr. Wareham Smith presiding. 
The presentation was made by the chairman, 
and it included a diamond bracelet for Mrs. 
Wetton. 

The Chairman, in a very happy speech, paid 
tribute to the great services which Mr. Wetton 
had rendered to the Club and to his many 
excellent qualities. The recipient responded 
on behalf of himself and his wife, thanking the 
donors for their kindness. These were the 
only speeches, but the Chairman heartily 
thanked Mr. V. J. Reveley, the hon, treasurer 
of the fund, for acting in that capacity, and 
the company showed their approval of the 
Chairman's tribute by hearty applause. 

The company then went to the lounge, 
where an excellent. musical programme was 
carried out under the direction of Mr. Arthur 
Kisch, who had been introduced by Mr. 
George Sparkes and to whom the Committee 
are very much obliged. The entertainment 


In Memory of the Fallen. 


MR. THOS. C. WALTERS, hon. treasurer and 
secretary of the Advertising War Memorial 
Fund, reminds us that many of the relatives 
and friends of those engaged in advertising in 
London who have fallen in the war, have not 
as vet sent in the names of such persons for 
inclusion on the memorial to be placed in St. 
Bride's Church, Fleet Street. It is hoped to 
make the list of names to be placed on that 
memorial quite complete, and therefore. rela- 
tives and friends are asked to send at once to 
Mr. Walters at the Fleet Street Club, Ander- 
ton's Hotel, the name, rank, and regiment of 
any London advertising man who has given 
his life for his country in the war. 


was given by Mrs. George Wetton, Miss Amy 
Hunt, Arthur Kisch, Ann Godfrey, Hayward 
Young, Carmen Turia, Olive Fox, Clarkson 
Rose, Marjorie Lawrence, Randell Jackson, 
Phillipe Ritte, Elsie Steadman, Thorpe Bates, 
George Denby, Sybil de Frece, and Fred 
Curtis. i 

During the concert Mr. Hartland Swann 
presided, as Mr. Warcham Smith had another 
engagement. The arrangements for the entire 
evening were made and carried out most 
successfully. 


Association of Advertisement: 
Managers. 


THE WEEKLY luncheon of the members of 
the Association of Advertisement Managers of 
the London and Provincial Press, held at Ander- 
ton's Hotel, Flect Street, on November 6th, 
was marked by an interesting ceremony, as à 
presentation was made to Mr. H. J. Jewell on 
his retirement from the Publicity Department 
of the Great Northern Railway to take over 
an important position with the Board of Trade 
('Eransport Section). 

The toast of ** Our Guest," proposed bv the 
President, Mr. George Sparkes, evoked an 
enthusiastic response, after which Mr. Gcorge 
Wetton spoke of the warm feeling of regard 
he ‘had for Mr. Jewell, who had always been 
ready to do all that he could, in the friendliest 
manner possible, for the ** boys ” on the press. 
Mr. Wetton considered that thc advertising 
business generally had sustained a loss in Mr. 
Jewell's retirement from it. 

Mr. Arthur Richardson mentioned that Mr. 
Jewell had always received advertising men 
with unfailing courtesy and kindness, and 
sincerelv wished him long life and happiness. 

In making the presentation, which consisted 
of a silver cigarette box, Mr. Sparkes said 
memories of the pleasantest nature would 
always remain of their business relationship 
with Mr. Jewell. 

Mr. Jewell expressed his thanks for the very 
cordial reception and token of esteem given to 
him. 

The cigarette box was inscribed : “ Presented 
to H. J. Jewell, Esq., as a mark of esteem from 
the Association of Advertisement Managers of 
the London and Provincial Press, Ltd." 


It will also he recalled that a fund has been 
opened to meet the expense of the preparation 
and erection of the memorial, the balance after 
meeting all charges to be handed to the 
National Advertising Society for the benefit 
of the widows and orphans of the fallen men. 
At present the sum thus received amounts to 
£270 15s. Any advertising men who have 
not yet contributed to the fund are asked to 
send in their donations at once to Mr. Walters. 


The preliminary figures for the Whitehead 
Aireraft (1917), Ltd., show that for the year 
ending September 30th, 1918, the preference 
and ordinary dividends had been earned three 
times over. This was after making ample 
allowance for depreciation. 
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Halftones ~black, duple & three colour. 
black & colour.! Good Designs. 


Blocks & Artist Work done well mean satisfaction to your 1 


customer and to young Send us your next order. 
GARRATT & ATKINSON, 'Blockmakers, EALING Zindon W 


In Stock 
Oak Type 
Table with 
flap, 42 in. by 
18 in. by 26 in. 
Four drawers 
and  pull- ou: 
slide. As 
illustrated. 

We hold the 
la*gest and finest 
stock of new and 
second-hand Office Furniture in London, and can 
give immed ate delivery from Stock of everything 
required in office furnishing 

Please call and see us, or write for Price Lists. 


Iiae 


15 Su-Tall Corner, Fore St., London, E.C. 


No. 4620 


PI 
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Thats the kind of me "G&X Blocks enable you to et. | 
Good $ Good Line Bodes- 


PEACE AND 
PROSPERITY 


With Peace will come 
unbounded prosperity to 
the workers of East Lan- 
cashire—one of. the most 
populous centres in the 
world. 


The manufacturers of 
textile machinery, em- 
ploying thousands of 
hands, have orders to 
keep the works at full 
pressure for at least three 
years. 


In other branches of 
industry business will be 
wonderfully brisk {for 
many years to come, and 
the workers are guaran- 
teed full employment and 
good wages. 


Wide-awake advertisers 
will share in this pros- 
perity. 


If you are interested 
write to 


R. S. CROSSLEY, Jnr. 


Adcertisement A. anager 


Accrington Observer and 
Times 


ACCRINGTON 
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The A.W. Professional Bureau 


This Bureau will furnish employers (free of charge) with full particulars of the 
qualifications and experience of suitable men or women for any position they 
have vacant. 


Address for Letters : 
The “ A.W.” Professional Bureau, Sardinia House, Kingsway, W.C. 2. Telephone : 


HOLBORN 2269. 


See p. 202 for Bureau. 
SITUATIONS WANTED 


Advertisement Manager B 66 


desires to negotiate with principals who want 
a capable practical man with wide experience, 
with a view to taking up a similar position, 
entire management. Experience covers Whole- 
sale Manufacturing, Advertisement Agency, 
Multiple Store, etc. Age 38. Salary, £500. 


Commercial Artist 


desires work from Advertising Agencies and 
Advertisers. Practical experience in all 


branches. Line and half-tone work preferred. 
Moderate Terms. Box * Half-Tone," “ A.W.” 
Offices. 


ADVERTISE ON THE 
Pantomime Act Drop Curtains 


AT THE 


KING'S THEATRE, HAMMERSMITH 
and WIMBLEDON THEATRE 


for the run of each Pantomime 
a a III IÁbISSERUPEBEPEEBDBBEEEE 
ANY DESIGN CAN BE REPRODUCED 
lC (C o NL 


A few Special Positions Vacant. For 
terms apply at once: 


Advert. Department, Wimbledon Theatre 


Copy blus Conviction 


_The sort which will bring ‘cash with 
order” results to your clients, and create 
brisk business over the counter. For 
Booklet matter and Display Adverts. 


my pen is at your prompt service. 
Address Box 
"ADSCRIPT," c/o Advertising World 
SARDINIA HOUSE, KINGSWAY, W.C. 


Expert Advice 


ame) 
Advertis ing 
from Personal 
knowledge c£ Mu-rkete and G7 years’ experisnos. 
WRITE FOR PARTICULARS. 
D. J. KEYMER & CO. 


8 WHITEFRIARS STREET, LONDON. 
Telephone No.: 5310 Holborn, 


ADVERTISINO 
COUNSEL 


SITUATIONS VACANT 


Copy and Schemes Man. 

Good opening for copy and schemes man, 
junior, for Northern Agency. Write, enclosing 
a few specimens of work. Box“ Northern, ” 
“ A.W.” Offce. 


Artist Required. 
Good at figure work. One with a knowledge 
of advertisement designing preferred ; also a 
good copy and lay-out man. A. J. Wilson & 
Co., Ltd., Advertisement Contractors, 154 
Clerkenwell Road, E.C.1 


Advertising Manager. 

wanted for important provincial firm of Motor 
Agents, to take charge of all publicity. Must 
be well educated and experienced. Pro- 
gressive position for capable man. W rite, 
giving full particulars to Box ‘ Engineer,” 

** A. W."4 Offices. 


Controller of a Progressive Adver- 
tising Agency 


with unusually complete organisation and wide 
advertising experience, would like to meet 
gentleman able to influence further business. 
Box, * Influence," ADVERTISING WORLD, Sar- 
dinia House, Kingsway, W.C. 


Drapers’ Advertising Service. 
Autumn list of new and attractive blocks for 
drapers’ advertisements. Send for copy to 
Kidd’s Advertising Service, Albert Chambers, 
Middlesbrough. 


MY SERVICE 


Experienced copy writer offers com- 
plete, common-sense Service to 
Advertisers. Single Booklets, 
Folders, Letters, Advertisements— 
or entire schemes—prepared with 
originality and selling force. One 
trade one client strictly adhered to. 
Write Box `“ Individual,” Advertising 
World. 


WILL SELL THE GOODS 
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The A.W. Information Bureau 
This department of The Advertising World exists for the sole 


purpose of assisting subscribers, by giving them disinterested and 
FREE information upon any subject connected with advertising. 


SOME OF THE ENQUIRIES ANSWERED THIS MONTH. 


FROM THE GENERAL MANAGER OF A BRITISH SPA.—I want to find someone who can 
boom our Spa to the Americans, and if you can help me in the matter, I shall be much 
obliged. We want a really “ live " agent who is well acquainted with American publicity 
work. 

FROM THE MANAGER OF A NATIONAL NEWSPAPER.—We shall he glad if you wil] 

inform us in confidence what vou know of Messrs. , American advertising agents. 

FROM A SPECIALISED NURSING HOME.—We have tried one or two advertising firms 
with small satisfaction, and have been compelled to give up their help and do our own 
advertising. We should like to get it done through a firm if we can find a suitable agency 
to carry on our work. We should feel greatly obliged if you would help us in this matter. 

FROM A SOUTH AFRICAN SUBSCRIBER.—I wish to create an advertising and merchan- 
dising agency in this country to advertise a market for suitable goods of British and 
American manufacture. Before starting on my campaign I should like to have your 
advice, and shall be grateful for your assistance. 

FROM A PROVINCIAL NEWSPAPER .—Please infoim us of the financial standing of Messrs. 

, Continental Advertising Agents. i 

FROM A SHEFFIELD SUBSCRIBER.—Please tell us what is your opinion of the circulation 
of the following papers published in our district. 

FROM A PROVINCIAL ADVERTISING AGENT.—A number of my clients who have done a 
great deal of advertising in the trade papers and magazines (monthly and weekly), have 
suspended their advertising in such media since the early part of this year, by reason of 
being unable to maintain adequate supplies. Am I right in thinking that when they 
renew such advertising at the conclusion of the war, I am within my rights in insisting that 
such a renewal be looked upon by the publishers of such trade journals as a new contract, 
and therefore, being placed through re instead of direct, I can insist on my 10 per cent. 
commission ? 
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Booklet Writing 
LEARN TO WRITE 


ADVERTISEMENTS 
AND EARN £5 PER WEEK 


I specialise in this branch of copy work 
and write for any proposition. If you 
want carrying matter Í can supply it 


(including almanac information and 

'forecasts) and when required I write 

up from interview. I am well read 

in medicine and modern science. 
For estimates please write 


'' Booklet," c/o The Advertising World 


Write for particulars to the Secretary, Dept. 3 
DIXON INSTITUTE OF ADVERTISING 


195 OXFORD STREET, LONDON, W.1 


PTE LE 
eee 


IMM 


‘Monthly THE Monthly 


|1/. LONDON TIME-TABLE ] /. 


ET AND RED RAIL-GUIDE (ABC) 
| ^ 9*5  FITS THE POCKET IN SIZE AND PRICE 


‘The cheapest; best and handiest Railway Guide ever Special Features Cor mmercial Register. - 'Bus 
P. published. The best advertisement medium of its Services, London Stores, . Where to Stay " in Town 
kind extant. Send for copy. and Country, Leading Health and Holiday Resárts. 


[. "General Offices: Hampden House, 84 K Ingeways London, W.0,.2 
D — 


704 pages 


— A: 
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E VERY advertising manager, 


sales manager and proprietor 


| NORFOLK jf 15 
| iE! should secure a copy of this 


p aot o SS d 1 | rd interesting informative book just 
ul — iu . ES of the press. 
m^ aM g esprit Wi ^ ^ 
FONG Sees oe M 9^ JP SS Copies will be sent free to those 
RACQUET COURT jf 35 occupying executive positions. 


. FLEET STREET. 
CONTENTS, 


Articles on 
ADVERTISING 
TRADE MARKS 
NAME PLATES 
ADVERTISEMENT 
DESIGNS 
ROLLS OF HONOUR | 
PHOTOGRAPHS 
WRITING COPY 
BOOKLETS 
CATALOGUES, ETC. 


There are 


IWO' NORFOLK’ OFFERS 149 ILLUSTRATIONS 


: with Four Colour Plates. 

Press Advertisement Offer. Name Plate and Trade Mark Offer 

OR Three Guineas we will origi- OR Five Guineas we supply 
F nate the ideas and make pencil a set of pencil sketches of name P. eode our hundreds of regular 
sketches fof a series of about eight plates or trade marks, also finished clients are Three Departments 
advertisements. We will also sug- drawing of the selected design. of H.M. Government, Blackpool Cor- 
gest headlines and subheadings Our knowledge of the various poration, many of the leading 
wherever necessary. i This offer. restrictions ın the designing of Engineering Firms, Publishers, News- 
however, does not include finished a trade mark is of particular paper Proprietors, London Stores, Film 


designs, copy, or blocks. These v i airt 
g py E ese value to an advertiser desirous Pooducse Gud a Rostof xdi] Bot 


are charged for in accordance of securing a mark that will be A d 
with the amount of work involved. both distinctive and registrable. progressive manufacturers and retailers. 


NORFOLK STUDIO 


Jhe HOME of IDEAS for ADVERTISERS 


DESIGNERS & COPYWRITERS 
RACQUET COURT 
FLEET STREET 
LONDON E.C.4 
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THE POPULAR WEEKLIES 


(DISPLAY AND CLASSIFIED—PAGES). Insets not included 


| Cassell's : 
Week London . : Pearson's John Passing | London . 
ending | Opinion | TH-Bits Saturday | Weeriy | Bull | Show | Mail. |P*ctures- 


Journa 
Oct. 12 3 53 6i 5 Full Full Ful | 8 
19 9 51 53 5 Full | Full | Full 9} 
26 3 7} 64 5 Ful | Full Full 10} 
Nov. 2 9 7} 64 5 Ful | Full Full 9 
9 3 74 i 5 Ful | Ful | Full 10} 
P$ 


THE ILLUSTRATED WEEKLIES 


(DISPLAY AND CLASSIFIED—PAGES) 


-v 


THE SUNDAY NEWSPAPERS (COLUMNS) 


Date | Observer | Sunday | News ol,| Lloyd's | Dishatch| People |Reynolds's| S rooiete | Bre Nees” 
,D. C. D. C. ID. C.| D. CD C. D. C/D. C.D. CiD. C 

Oct. 6 35] 51/381 6 24 | 84 2319 3 84 4} 154 44 88 - | 84 » Full 
13; 264 5| 414 5i 24 | 8 219 22 8 39) 164 2109 -' 84 -| Full 
20035 5 41 6| 2% | 8 23:9 3182 3916 2,8 - 8) -. Full 

27 35$ 6 | 412 6 2 84 2} 9 18$ 44 16 24) 82 -|8 -' Full 

= Pee ren =| — e a —(——————,"—————— Se ERÁ 

Total 1328 213 163 231 9$ |34 9 36 1 1339 164 63 112342 - 334 - | 754 - 


a n C EUUNRGGESCOUECUKFVEIIZLULCNEUEENCLCUvERMU CIERIGC ONNEENKG a E ES MN CC LCETC IEEE ARE ESCUECN UM GC UNIU a II UNDC ESUNK ND RMN cc Ecc 
Wip*H op COLUMNS! Observer, 2} ins. ; Sunday Tsmes, 24 ins. ; News of the World, 2,3; ins. ; Lloyd's, 2 & 23 m., 
Dispatch, 2% ins. ; People, 2 ins. ; Reynolds’s, 2 108. ; National News, 22 ins. LENGTH or COLUMNs : Observer, 
22l ins.: Sunday Times., 22 ins.: News of the Worid, 22: ins.: Liova's,. 194 ins.; Dispatch 22 n8.; Peofie. IR irs: 

Reynolds's, 24& ins. ; National News, 18 ins. 


THE POPULAR MONTHLIES—NOVEMBER. 


(DISPLAY AND CLASSIFIED—PAGES!. Special Note—Insets are not included 


Date | Strand Casseil s | Quiver MIS R | Nash's omen Pearson's Windsor Wade 
| | | | | | 
Nov. | 394 | 324 | 28 | 244 114 | * 171 13 | 10 193 
Date Ponens woe preven | Royal | Grand |Novel Mag.| London | Captain RAE Lloyds 
— m —— | =f 
| | 164 14 e | 108| 38 | 28} 


* Carrying advertisements on cover only. 


THE LONDON EVENING NEWSPAPERS. .coruwws: 
; 


; | 


| Evening  Westmins'r| Pall Mall . |, Evening 
Date | News Gasette Gazette | Globe — Star | Standard 
e—a | UE IC ER 
IX C'D €.) Do C. Do CD Col De € ` 


Oct. | 238} 167 244} 544 376 69}, 153 41 2914 374 166} 13} 


WiprH Op CoLUmNS ıı Evening Standard, 22 ins.; Westminster Gazette, 3) ana 4} ms, ;. Pall Mal, 
2à and 211ns.: Globe, 25 ins.; Star, 2} ins. ; Evening News, 2,5 ins. 


Printed by W. H. SuirTH & Son, THe Arpan Press, Stamford Street, London, S.E., and published by the 
Proprieters, A. W. LiMiTED, at Sardinia House, Kingsway, W.C. 
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= Y Ww — 1 " ur a CN -— j 
e aLa iJ o We are clearing out the contents of a 
oe — big warehouse taken for the “ duration 
= TE ^E of the war " only, and are giving our 
= Ind ee = customers the benefit of a Special Cash 
Ex tities of goods. = Discount. Stock includes : 
= India therefore is worth == i : gU 
— studying. — n Typing Papers, white and 
= SE = —t " 
== Make your specialities = 2 Toom i 
= m o, the a = -Million Business Envelopes. 
= lae e oa me = MEE oe Bags. 
= : == illion Wages Bags. 
= Weill send you a plan == 200 Gross Memorandums. 
= of campaign. = 1,000 Cheap jus and Order Books. 
— aie » Ete., Etc. 
RN DAVY HAMMOND, of 
sv wo prepared in all © yy 68 Aldermanbury, E.C.2 
B^" ESL. For ENVELOPES ALL sizes. 
—-— i - ee a LISTS a 
SA LES. such requests t 
Alliance Advertising addressed to our Local Branch he : 
Association, Ltd. DAVY HAMMOND, Coulsdon, Surrey 
INDIAN ADVERTISING SPECIALISTS, Tel. Numbers—City 8078 ; and Purley 733. 
Head Office: CAWNPORE, INDIA ESTABLISHED 57 YEARS. 


Also at CALCUTTA and BOMBAY 


BRITISH REPRESENTATIVE 


For Leading Canadian Magazine 
TE ETHER NETTES uo, AIEEE TATE ETE HET ETE HEU SEES EE TEE 
VERYWOMAN'S WORLD,” Canada's greatest magazine, is 


prepared to appoint a representative in England. 


The man we want must have a good knowledge of the Canadian field, 
an established connection with British advertisers and advertising agencies, 
and the ability to develop new advertising for the Canadian field. 


Applicants will kindly state fully their experience, connection and class 
of business handled, in first letter. All applications will be treated in 
strict confidence. 

VE METERS: MEE E TEES DEEST PUE MEE TE ERE HEREDES PEE TE 


CONTINENTAL PUBLISHING CO. LTD. 


CONTINENTAL BUILDING 
TORONTO CANADA 
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VW The British 
Trade Revival 
WE have packed í stage when the future 
of Britain's trade—particularly | Britain's 


export trade—demands serious consideration 
and wise decisions. 


If we are not only to regain, but improve our 
positions in the World's markets—if we are to 
grapple successfully with the growing strength 
of foreign competition, immediate action is 
urgently necessary. 


Plans should be developed and completed to 
the last detail—now. 


Tht bigger share of the after-the-war trade 
will, for obvious reasons, go to those who go 
out after it soonest. 


With the object of assisting British manufacturers, 
showing how the export position changed during 
the war period and placing useful and up-to-date 
information before them, we have. prepared a 
p-> new booklet entitled “ After-the- War. Empire 
Trade," which will be posted free on application. 


The new Mitchell booklet contains a wealth of 
information regarding both Home and Overseas 
trade which is of the highest value to British 
manufacturers at this very important period. 


Write for your copy to-day. 


C. MITCHELL & CO-LTD. 


(FOUNDED 1837) 
Mitchell House, 1 and 2 Snow Hill, E.C.1 
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A Guide and 
Directory 


(y Yor Overseas 


VA ono i Advertisers 
WA. 


~ 
wo m 


ITHE = ADVERTISING] 


© WORLD ~ 


We shall be pleased to answer any queries addressed to us by American corre- 
spondents, and to furnish them with any exact information required. Detailed 
reports of the market conditions affecting particular commodities will be furnished to 
responsible enquirers. Replies of general interest will be published in this Supple- 
ment, others will be forwarded through the mail. Communications should be addressed 
to (Transatlantic) Information Bureau, THE ADVERTISING WORLD, Sardinia 
House, Kingsway, London, W.C. 

Advertisements in this Supplement are censored by us ; and statements made in 
them may therefore be accepted without reservation. 

Telephone : 2269 Holborn. Telegrams and Cables : “ Adverwarld, London.” 
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de AC ADI cuc . 1 IC 7 am me ere. 421 MY | 


VICTORY CONGRATULATIONS. 


E offer special greetings of amity and congratu- 
lation to our friends in the U.S.A. on the 
attainment by civilisation of what we all believe : 
will be, as it ought to be, its final victory over 
barbarism. 

It is a very particular pride and satisfaction 
to us that in the last great battles which have 
vindicated the most sacred ideals of humanity 
in face of such a tremendous assault as thev 

never had to sustain before the Stars and Stripes were flying by the 
side of the British Jack and the French tricolor. 

In all the relicf and pride of victory, supposing we could have 
secured it without military aid from the U.S.A., we should fecl 
something wanting had the great trans-Atlantic democracy not 
established its right to rejoice with us. 

Happily without such heavy sacrifices as we have been called 
upon to endure, the U.S.A. has gloriously won its title to share the 


boy 


November, 1918 


Special Supplement 


The Advertising World 


H 


victory with the Allies; and to play an equal part with them in 
determining the means by which that victory shall be made to yield 
its richest fruits for the general benefit of mankind. 

Without affecting any false modesty regarding the inspiration 
and achievement of our own great war-leader, Mr. David Lloyd 
George, we cannot doubt that the world would have been by very 
much the loser had Dr. W oodrow Wilson not been able on occasion 
to speak with the authority that the material participation of the 
U.S.A. in the fighting alone could give him. 

Mr. Wilson, largely no doubt owing to a certain temperamental 
detachment, but largely by virtue of his actual physical distance 
from the European battleground, has done much to help all of us on 
this side to keep our eyes fixed on those high aims which alone can 
make a prize worth the winning, the peate for which so much has been 
sacrificed. 

We were very close to the heat and passion of the fray, we 
were outraged daily by the enemy in such an intimately poignant 
fashion as it is impossible for anyone on the other side of the Atlantic 
to conceive. It would have been pardonable had we allowed 
ourselves to be goaded into’ a fury of vindictive passion when the 
enemy who had openly threatened us with slavery and ruin at last 
lay prostrate at our feet—though it would have been disastrous. 

Mr. Wilson’s messages have been an invaluable steadying and 
calming influence. He has been a great advertiser of the principles 
both of dispassionate justice and of human co-operation which 
must be the footings on which the new social order can find its sole 
secure foundation. 

And, coming to matters belonging to our own particular pre- 
occupation, we are very glad to have had a demonstration of the 
altruism and energy of American advertisers and advertising men 
confronted with the urgent necessities of war time. 

They did not allow the refusal of the Treasury to foot the bill 
for absolutely essential advertising in the smallest degree to deprive 
the U.S.A. of the vitalising and driving force which | only scientific 
publicity could apply to its wartime operations. 

In one way it was all to the good, perhaps, that the U.S. 
Government left its advertising to the enterprise of private citizens 
unhampered by official control or interference. 

As a Government it had no right, as we should contend, to 
expect a comparatively small number of business men to shoulder 
the whole of a vital national task. Events proved that the adver- 
tising confraternity had both the public spirit and the ability to 
do the work required in a signally successful manner. Had they not 
done so the Government would at least have looked foolish and might 
well have felt gravely culpable. 

This, however, is by the way. Our present purpose is only.to 
congratulate the people of the U.S.A. in general and advertisers and 
advertising men: in particular on splendid war work well and truly 
donc, and on the glorious result to whicb it has contributed. 

On neither side of the Atlantic need men of our business be 
ashamed of the part that, as advertising practitioners, we have 
played in defeating the designs of tbe Hun. 
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WHY NOW! 


T is, of course, true to say of any given period 
that it is one of transition. Human society in 
every one of its activities is always passing from 
one stage of development to another; always 
pressing forward towards goals that when 

attained are found to be only new starting 

ri £ places. | 
WZZZ/L LLL Whoever proposed to wait before embarking 
upon an undertaking until “things settled 
down ” would be doomed to an eternal attitude of frozen patience. 

He would be waiting for the equilibrium of an ultimate zero— 

which would include his own extinction. 


Things never settle down. 


None the less it is true that some periods are more visibly 
transitional than others, and the after-war period upon which we 
are now entered is unquestionably one of them. All kinds of 
revolutionary experiments will be made—must be made—by 
manufacturers and traders before they will succeed in adapting 
themselves and their operations to conditions of which only this 
can with certainty be predicated: that they will be new. 


For some time to come we shall undoubtedly be passing 
through a period of quite exceptional agitation and unrest in this 
country. Exactly what kinds of disturbance the ferment of recon- 
struction will occasion, and exactly how long it will take before 

` development ceases to be rather feverish than normal no one can 
foresee. 


Our own opinion, based upon some observation of the funda- 
mentals of British character, is that it will not be unduly protracted. 
The British instinct for order is too strong for an unsettled state of 
affairs to be tolerated for a moment after it is seen to be possible to end 
it. And the British body politic is so constituted that whatever 
its other virtues or shortcomings it can adapt itself with remarkable 
quickness and ease to a change of circumstances. 


Now the question we have set ourselves to consider here is this 
—should the advertiser who proposes to enter the British market 
hold his hand until there is at all events some settlement of the 
confusion attendant upon the change from wartime or peacetime . 
conditions, or should he enter the field at once ? 

To this we have not the least hesitation in answering that the 
time for him to act is now. 

So far from the inevitable ferment and confusion to which 
we have referred producing conditions unfavourable to his adventure 
they will, in fact, provide precisely those which will afford him the best 
prospect of success. 

It is far easier to gain a place in an organisation that is being 
formed, or reformed, than in one which is, by comparison, settled 
and stable. 

A very large proportion of the most successful industrial and 
commercial businesses in this country would be found upon examina- 
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was the first expression of an entirely new 
idea in British Illustrated Journalism. 
Before its appearance in 1893 illustrated newspapers devoted 
themselves almost exclusively to the more serious of current 
happenings. 
With the possible exception cf field sports, and to a very minor extent the 
drama, the interests that provide the matter of nine-tenths of everyday conver- 
sation were, in effect. Even sport and the drama received such treatment as was 
accorded to them as though active sportsmen and '' the profession " need alone 
be considered in dealing with them. 
The Sketch concerned itself solely with the thousand and one interests that occupy 
the leisure of the average man and woman of the more well-to-do classes. 
It set itself to provide cheery entertainment for the smoking room and 
boudoir, and to illustrate the subjects most commonly discussed when men 
and women meet after the serious business of the day is done. 
Its instant and signal success is a matter of history. Inevitably, it has had 
many imitators, but it still stands supreme among its kind. 
Advertisers were quick to realize how valuable were the opportunities it pre- 
sented to them; and they have ever since been convinced ‘‘ Sketch " supporters. 
They have learnt that it pays them better to bring their claims before readers who 
are at ease and at leisure than before those who are preoccupied and in haste. 


Telegraphic Address : 


" SKE ICH, 


ESTRAND, LONDON " Advertisement Offices : 


167, STRAND, 
LONDON, W.C.2. 


Telephone : 
No. 120 GERRARD 
(Private Branch Exchange). 
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tion to have laid the foundations of their prosperity during periods 
of unrest and uphcaval far beyond the ordinary. 


Doors are opened in such times that in quieter days remain 
closed ; and it is then that the astute business man finds his oppor- 
tunity to get on the right side of them. 


With regard to the introduction of a new commodity into any 
given market this is especially true. When people cannot avoid, 
under the compulsion of actual happenings, reconsidering old 
prejudices and readjusting settled ideas they are necessarily more 
open to new impressions and suggestions than when there is nothing 
to stir them from the comfortable habits they ħave established. 


Therefore we say that advertisers who decide to “ wait and 
see " what sort of equilibrium will finally result from the existing 
violent agitation of our social organisation instead of acting imme- 
diately will miss such an opportunity as can never offer itself again to 


them. 


Even a few months’ delay may place them in an appreciably 
less advantagcous position. 


Every endeavour of the British Government and of our industrial 
and commercial leaders of every grade and colour is now being 
bent to the reconstitution of social stability in Great Britain as 
speedily as may be. 


Extensive preparations for reconstruction were made long 
before the war ended, and are being put into immediate operation, 


Reports from the chicf centres of industrial activity indicate 
that in eight or nine months’ time at the outside all the machinery 
of wartime production will have been transformed to meet peace- 
time requirements—and that many of our great works will have 
completed this great work of reorganisation and adaptation in two 
or three months’ time. 


A certain amount of friction and trouble during the establish- 
ment of a new working relationship between what are roughly 
classified as capital and labour may rctard the scttlement for which 
we are striving—but that it will be long delayed it is impossible to 
credit. 


The desire for it is too strong and geucral, and the spirit of all 
but a minority of extremists is too accommodating for its achievement  * 
to be long in coming. 


Advertisers who commence their operations here at once will 
be able to find a place in what is practically an open market-place ; 
later on they will have to deal with one in which all the best places 
J( — aretaken and the bulk of the custom is already allocated and secured. JR 


The export service department of a well-known Chicago firm of advertising 
and merchandising agents sends us the following graceful appreciation : “ We 
appreciate all the good things you have done for us. We note the request we made 
some time ago in regard to agricultural and. implement papers has been taken care 
of by your good selves, as a number of the publications to whom you referred our request 
have already acknowledged it, and we are now able to get up a list of publications 
for our clients who wish to place adcertising in these publications." 
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The DRAGON is DEAD! Now to BUSINESS— 


and may THE 


ASSIAG SHOW 


soon be in a position to offer 
advertisers more space! 


Advertisement Rates: £45 per page ordinary positions, 


Z 50 per page facing matter positions — and pro rata 


Philip Emanuel, Advertisement Manager, ODHAMS, Ltd., 92 Long Acre, W.C.2 
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3 Edl n Kid w JO FEES 
After having been working at high 
pressure for four years on munitions 
of war the great industrial areas 
covered by the Big Three newspapers 


oo will become, if possible, busier than 
E ever manufacturing munitions of peace. 
ud There will be an almost limitless 


demand for all that they can turn out 
during the coming years of the recon- 
struction period. All the workers will 
find full employment at high wages, 
and therefore will continue to represent 
to advertisers market groups of the j- 
highest purchasing power. 


T DA. 
«or[bho NS 
Norlbern Een: 

heffield Indezendent 

eo ES P" Baiil gs Ori Dai 


Birmingham Gazette 


7 London Office— 
Moe e RR 17 Bouverie Street, E.C.4. 
— U sv 'Phone— 5107 City. | 
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ADVERTISED GOODS IN U.S.A. 
CED ANA E 


Some Impressions of a Chat with the Business Manager 


of “The Dry Goods Economist.” 


SHORTLY AFTER the arrival in 
London of the party of American 
business newspaper men who had come 
to this country as guests of the Ministry 
of Information, a representative of THE 
ADVERTISING WORLD called on Mr. H. E. 
Taylor, of The Dry Goods Economist, to 
have a little chat with him concerning 
openings for American advertised goods 
in Great Britain and openings for 
British advertised goods in the United 
States. 

Mr. Taylor very kindly acceded to our 
request for some cxpression of his 
views, but preferred not to speak specifi- 
cally on these two points presented to 
him till he had had the opportunity of 
seeing more of the British market and 
British production. He, however, was 
so good as to offer the following in- 
teresting expression of opinion as to the 
general position of advertised goods in 
the States : 

“Our history of advertising in 
America has shown very differing 
results for different lines of merchan- 
dise, because our distributive factors 
vary in character and power, and per- 
form somewhat different functions. 
Packaged merchandise, of which per- 
haps food products represent the best 
example, have responded to a very 
marked degree to big national cam- 
paigns directed at the public at large. 
But what we call dry goods lines—that 
is, fabrics, ready to wear, hosiery, etc.— 
have shown very poor results from 
advertising of that character, but 
remarkable results from constructive 
educational advertising to the whole- 
sale and retail distributive factors. 

*“ This is due to the fact that those 
factors in the field of dry goods and 
associated lines have individual] good- 
wills and have an influence with their 
respective consumers, earned by years 
of satisfactory service. They can make 
or break any line of merchandise, adver- 
tised or not. That fact must have 
first consideration in any advertising 


X 


campaigns that are expected to succeed 
in the American dry goods field. 

* The retail dry goods merchant in 
the United States does 90 per cent. of 
his business on goods that have not 
been advertised to the public by its 
manufacturers, and probably less than 
8 per cent. of his merchandise is asked 
for over the counter by a name adver- 
tised to the public. His selection 
is rightly accepted by his customers. 
This percentage will be slightly larger 
for the small country retailers. and 
slightly smaller for the larger retailers 
of the cities. 

“ The reason for this is that the 
department stores and dry goods re- 
tailers have developed out of the store- 
keeper class and into what we call 
the ‘live’ merchant. They have 
realised that their service of distribution 
is a more or less automatic function, 
and should be considered as secondary 
to their first and chief function, that of 
selection. 

* Permanently located, and with a 
sense of responsibility to his local com- 
munity, the merchant has appreciated 
the business necessities and the com- 
mercial opportunities of establishing 
his own good will, and has appreciated 
that this could be done only by intelli- 
gent selection and purchase of the best 
goods which he can find in the premier 
markets. He has realised that con- 
tinued patronage would depend not 
so much on what the manufacturer 
might tell the public about a piece of 
merchandise as upon what the man or 
woman purchaser would think of the 
relative merits of the merchandise after 
once using it. So he selects his lines 
carefully, and then puts behind them 
his own powcrful advertising force. 
The retailers of Chicago alone spend 
morc moncy for dry goods advertising 
in one month than is spent in an entire 
year in all the consumer magazines on 
the same kind of goods. 

" If. any manufacturer in Great 
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FASSETT & JOHNSON... 


Import and Export 
— ——Merchants,——— 
Manufacturers' Agents 


HEAD OFFICE: 
86, CLERKENWELL ROAD, 
LONDON, E.C.1. 


Factory : 
20—26, BRUNSWICK PLACE, CITY ROAD, N.1. 
Distributing Depots: 
LONDON, MANCHESTER, GLASGOW, LIVERPOOL 
BRISTOL, &c. 


AUSTRALIA ; 
233, CLARENCE STREET, 
SYDNEY, N.S.W. 
(Resident Manager: Mr. T. H. MOORE). 
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DEPARTMENTS: 


MEDICAL - - Hospitals & Institutions 
PHARMACEUTICAL - - Chemists, etc. 
FOODS - - - a - - JGrocery, etc. 
SUNDRIES - Hardware & Ironmongers, etc. 


Australian Office : 
233, CLARENCE STREET 
SYDNEY, N.S.W. 


A complete organization in both 
Great Britain and Australia—Manage- 
ment, sales promotion, clerical and 
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SEM ee PAN A} LE wholesale and retail trade in each 
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"UT H S86 CUARENwER Road 


department. 


CORRESPONDENCE INVITED. 


Managing Director: 
Head Office : L. O. JOHNSON. 


86, CLERKENWELL ROAD, E.C. 
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Britain feels he can come over to us 
and by sheer weight of money put over 
a successful advertising campaign, he 
will be very bitterly disappointed. 
Merchandising methods, trade educa- 
tion, and trade co-operation are the 
prime essentials, and demand first con- 
sideration. The channels of distri- 
bution once established, then direct 
effort on the public may be worth while, 
but otherwise it will be wasted. I recall 
a case (one of many) in which a far 
greater measure of success was attained 


by a forty-thousand dollar campaign 
for a certain article, than was achieved 
by a competitor’s simultaneous cam- 
paign costing 120,000 dollars for a 
rival and duplicate article. Success is 
a matter of studying and convincing 
the established distributing factors. 
Constructing clever advertising is a 
mere incidental. 

" We put the problem of ‘ mer- 
chandising ' first and that of advertising 
second, though they are perhaps of 
equal importance." 


[The remarks which Mr. Taylor, of The Dry Goods Economist, made to our representative 


with regard to merchandising conditions in the U.S.A. are broadly applicable to advertising 
in this country ; though the increase in the number and variety of branded goods advertised bv 
the manufacturer directly to the consumer—and advertised with conspicuous success—seems 
to show that retailers large and small are not here in à position to ** break " any line of merchandise 
that is of good quality and for which the manufacturer sets himself to create a demand. For 
retailers in this country have not generally welcomed the advent of branded specialities. "They 
have only been induced to handle them by the irresistible demand for them created by adver- 
tising. It would, of course, be unutterably foolish for any advertiser to treat the distributor, 
wholesale or retail, without evcry consideration and respect, but he need not place himself entirely 
in their hands. Advertising can give him a substantial independence and security.—En. A.W.] 


Overseas advertising 


Long experience in 


INDIA ri js i 

SOUTH AFRICA placing advertising in the 
EGYPT overseas press for some 
AUSTRALIA of the largest advertisers 


NEW ZEALAND 
STRAITS SETTLES 


prompts us to offer our 
services to any firms who 


Etc. 
contemplate advertising 
abroad. 
We shall be glad to discuss this 
matter personally or by corre- 
spondence. 
Steele’s Advertising Service, Ltd. 
HOME and OVERSEAS Norfolk House, Norfolk St. 
LONDON, W.C.2 
es — E. m: S : N G BRANCH OFFICES : 
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Pitt Street, SYDNEY. Long Street, CAPE TOWN. 
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The S.MRC. 1-BULL " PRACTICE " TARGET. 


25 rds 
SOCIETY OF MINIATURE RIFLE CLUBS. 
THE “ROBERTS ” TARGET, 
ARUNDEL HOUSE, 


ARUNDEL STREET, 
LONDON, W.C. 


Competition A aot s mg ; 
&. 


Score 


THIS IS A COOD 
SCORE 


WE WILL HELP YOU TO IMPROVE YOUR 
SCORE , IF YOU bad = eS US YOUR 


/nstruction free from 


THE ADVERTISEMENT MANAGER 
LONDON UNITED TRAMWAYS LTD. 
« ELECTRIC RAILWAY HOUSE. BROADWAY. WESTMINSTER. 
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Special Supplement 


A MORAL FOR 


The Advertising World 


U.S. ADVERTISERS 


What They will soon have to Meet in British Trade 
Competition. | 
WE DRAW the attention of American advertisers particularly to the accompanving 
short article and diagram in order to give them a plain hint that unless they can 
obtain a footing in the British market before the world is much older they will 
haveYa very much keencr competition to meet from our home manufacturers, 


employers and employed, than they 


need face to-day. 


The article is symptomatic of the great awakening of British manufacturers 
and merchants to the necessity of intensifying the rate of production, and as the 
only possible means thereto of organising their activities more efficiently than 
they have cver felt called upon to do before. 


ON SPEEDING UP 


What Increased Production will mean to Advertising Men. 


THE DIAGRAM published on page employed. It is in the vital interest 
XVI. speaks for itself. It show show ofall concerned, of the rank and file of 
greatly we in this country will have to the workers not less than the managers, 


speed up production if we are not 


to  organisers and capitalists that, what- 


fall hopelessly behind in the coming ever arrangements they may make to 
competition for a fair place in the sun secure a harmonious working relation- 


of world-trade. 


ship in the future, restriction of output 


We must produce more—much more shall not be one. 
—for every workman and workwoman The very utmost that the agricultural 


GOLDEN OPPOR. 
TUNITIES ARE 
SLIPPING AWAY 


FOCH knew the precise moment to 
act in France and Allenby in 
Palestine—the result is success. 
Do you know the propitious moment 
to strike out for Indian and Eastern 
trade? Do you realise that it is now? 
Let us prepare you a scheme to cover 
these territories for your manufactures. 
Our knowledge of India and every- 
thing Indian, from the inside, enables 
us lo give you expert and specialised 
service. Ours is the only service that 
can introduce you lo experienced and 
successful travelling agents, to carry 
your lines all over the East, 


Our advice and service is entirely free 
of charge. Our rates are always a 
shade cheaper, and our Copy and 
design service jus! best. 
If we are to secure the best results for 
your Indian campaign let us act at once. 
Cable or write us your propositions and proposed 
allotments of expenditure, for immediate attention to 
A.W., Indian Department, 
ARTHUR KNIGHT COMPANY, 
Specialised Eastern Service, 


5 & 6, Market Street, St. James’, London, S.W.1, England 


Represented in Bombay, Calcutta, Rangoon and 
Colombo. 


CRRA Pe A AANA AANA NAN ARRAN 
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Wanted—Good 


Trade Journal 


REPRESENTATION of im- 
portant Trade Journal required in 
the North. 

ADVERTISERS have had many 
years’ experience on some of the 
best known publications in this 
country, and are well known to 
Advertisers and Advertising Agents 
in Lancashire and Yorkshire. 
SERVICE offered is unique, and 


high remuneration is expected. 


Details at interview. 


Address — Box “JOURNAL” 
ADVERTISING WORLD 
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NEW YORK TIMES 
| NEW YORK SUN 
NEW YORK EVENING POST 
BROOKLYN EAGLE 
i PHILADELPHIA ENQUIRER 7 
BALTIMORE AMERICAN 
BOSTON TRANSCRIPT 
NEW ORLEANS TIMES PICAYUNE 
CHICAGO TRIBUNE 
WASHINGTON STAR 
MINNEAPOLIS TRIBUNE 
SAN FRANCISCO CHRONICLE 
PITTSBURG DISPATCH 
CLEVELAND PLAIN DEALER 
ST. LOUIS REPUBLIC 


Current rates on application. 


THE DORLAND READING ROOM. 


We can supply above and any publications issued in America mostly from 
stock, right here in London. Call and inspect them in our Reading Room, 
16, Regent Street, S.W.1 


TO BRITISH BUSINESS MEN. , 


You can study American methods comfortably at home by subscribing 

to a few of the leading American papers and magazines. Tell us what 

your business is and we wiil send you a list approximating to your 

particular conditions. Let your staff get interested in American pub- 
licati ns—they will learn much that will help you. 
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London Offices of America's Greatest Newspapers 


(G. W. KETTLE), 
16, Regent Street, London, S.W.1 


Telephone: Regent /73—43 lines. 
New York: 366 Fifth Avenue. Buenos Aires: 187 Caie Maipu. 
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SOCIETIES 


YEARLY PRODUCTION PER MAN IN U.K. AND U.S.A. 


The results of the last Census of Production taken here and in America before the war are illus- 
trated in the diagram above, showing the yearly y production per man. 

The main cause for these wide diversities in the annual output of the worker in this country and 
in the United States is due to the fact thal the American worker before the war used two to three machines 
as to one used by the British worker. 

A single American worker produced before the war from two to three times as much as the British 
worker, received far higher wages, and worked shorter hours. 

In America there has never been any restriction of output.— By courtesy of THE EVENING News. 


and industrial peoples of the world can 
produce will not make up for many 
years to come for the lost labour and 
wholesale destruction of the vast 
struggle from which we have now 
emerged. 


The labour of the worker, of whatever 
grade, need not be more heavily taxed 
than of old, the rewards of honest work 
may be made more substantial, and 
the security of wage-earners against 
unemployment and other common 
hazards of their position in the past 
may be firmly established, while pro- 
duction is increased far beyond all 
precedent, if intelligent use be made 
of modern machinery and organisa- 
tion. 

And the speeding up of production 


must be accompanied by an increased 
energy in marketing. Consumers must 


XVI 


be told all about the goods that are at 
their disposàl, and must constantly be 
reminded of them and informed of new 
productions, so that they may 
know precisely how to supply any 
given need in the most satisfactory 
manner. 


Advertising will have a very great 
part to play in the new world that is in 
the making. It must be the most 
important factor in the distribution of 
goods from their place of origin to 
consumers who will make them once 
more productive. By creating an in- 
creased demand for sound commodities 
in every market of the world it will 
always be active in raising the general 
standard of efficiency in every field of 
human activity. 


We advertising men have, indeed, a 
most inspiring .prospect before us. 
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J^ cu Oldest e T r Ai i E Trade 
| quee of the Advertising. and News- ^ 
Publishing field in America. 


"A | Publication. of C haracter." 
ra A Weekly 40 to 52 pages.. — 
| MS T Foreign sobecriptions UL per year.. 
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. J a DUTTON: S HOUR 
cov JE P EP" qne t rw LEARN, 
E SHORTHAND 
Je (LY 8 RULES AND 29 CHARACTER 
be | Why not give half an hour per evening at your own fireside ta 
B ot is study of this simplest of all systems of Shorthand? 
| | COMPLETE THEORY LEARNED IN 24 HOUR 
ae DUTTON'S COLLEGE (Desk D.L) SKEGNESS. 
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"H1 . RTIST S Advertising agency anxíous 
a to keep its illustrations, designs, and 
Be: M 3 . layouts closely in accord with best. 
"£g movements in present day art can make 
oy occasional use of services of two original 
letterers and designers, three artists for 
.| so-called ‘fashion work, one illustrator 
P. and one expert in typographical layouts. 
y 
" [4 


ON —— 
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^ . Artists not connected w.th other agencies 
lf] desired. Commercial experience not 
T essential if artist has observed modern 
 ' commercial ‘art’ closely. Please, send 
T . name, address, telephone if any, how long 
" a | to do work, and style preferred, subjects 
preferred, and one or more printed (not 

. original) examples of work done. (If none 
. printed, please send originals which will be 


expected in future. Further, we are 


anxious to find a young artist keen on 
] = | advertising who will sincerely take up the 
- . .  ] problem of “lay-outs,” with the idea of 
WE  Tining our staff for part-time each week. 
| "A a y pay for this service would not be much 
| at first. 


Phy - 


| D i 3 T The AP of this agency is vouched for 
= | by THE ADVERTISING WORLD. 
_ | Address Box “ ARTISTS ^ 


DAE returned within a fortnight.) ^ Also. state . 
Fy | price received for past work and price , 
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BACK NUMBERS E 


Ghe Advertising 
| World 


We particularly desire to 
obtain copies of the following 
issues of < * The Advertising 
World " | | 
JANUARY .. 1914 | 
JUNE | be M 
SEPTEMBER RAEN 6 
FIULY*. ... 220251906 
JUNE 1918 


SEPTEMBER ` - 1918 
OCTOBER  .. 1918 


If you have one or more 
copies of the above numbers, © 
we > shall be glad to purchase. 


Digitized by Google 


PATRIOTIC PAPER 
with unparalleled m 
PULLING POWER 

Advertisement Rates: -- A | 


£9 per s.c. inch... s 


4 ‘cols.-to-page measure. 


PHILIP EMANUEL Advertisement Manager, 
|. ODHAMS, LIMITED, .. 
92 LONG ACRE, LONDON, W.C.2 : 
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Published by the Proprietors, A.W., Limited, Sardinia House, Kingeway, W 
. Smith & Son, The Arden Press, Stamford. 
Cover Blocke supplied by The Press Etehing Co. !2 wine. 
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| The Season's Compliments 
R. PUNCH and his Adver- 


i tisement Manager extend 
ny the Season's Greetings, 
sincerest Good Wishes for a Merry 
Christmas and a Happy New Year, 
and their warmest thanks to the hundreds of 


Advertisers, Advertising Agents and Adver- 


1 tising Managers who have so willingly helped 
|! in making 1918 the ELEVENTH consecu- 
| tive year of notable Increase of Advertising 


| cvenue. 
| 10 pieper (x 1 Sg 
a : Tienty Ah Advertigement Manager 
Eighteca Punch." 


! 


There's an undulating stretch or 
country in the North of England 
twenty miles square, whose borders 
embrace nine boroughs, with popu- 
lations ranging from 135,000 to 
20,000,and numerous smaller town- 
ships in addition. 


The people are sturdy and in- 


dustrious ; their energies have 
opened out coalfields, and built 
up great engineering and manufac- 
turing industries of world-wide 
reputation ; they are a people who 
earn more per family than any 
community in any other part of 
the Kingdom. 


Such are North-East Lancashire 
and its people. 


Geographically well set, by high 


organisation and unstinted service, 
THE 


NORTHERN 
DAILY 
TELEGRAPH 


is the newspaper of all classes in 
this populous and wealthy area. 
Each evening the ** Telegraph ” is 
read in from 70 per cent. to 9o per 
cent. of the homes, and in the great 
majority of cases is the only news- 


paper that gets there day by day. 
Head Office 
BLACKBURN 


London Office 
85 FLEET STREET 


Digitized by Google r - , 


The Craft of the 
Photo-Engraver 


MPARTIAL SERVICE 
Service has been vaguely defined as an 
“intangible something” necessary to 
business success. 


But there is nothing intangible about the 
Craske Block Service. It is the Service 
given by intelligent and highly skilled 
craftsmanship, added to the determination 
to produce “ Better Blocks," and to keep 
faith with the customers. 

This Craske Service is an impartial Service, 
not given exclusively to the man with 
large orders, but given with every block 
that leaves our building. 

The right block to fit the need—that is 
the policy of our craftsmen, enabling us to 
live up to our standard of ** Better Blocks." 


'Phone for Mr. Craske, Holborn 2529 


and make an appointment ror him to call. The more 
difficult the task the more anxious we are to master It. 
Nothing is too small to interest us if it interests you. 


Alfred Craske & Co 
“Makers of Better Blocks” 


at 5 East Harding Street 
Fetter Lane, E.C.4 
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"THE ADVERTISING WORLD" PROFESSIONAL BUREAU 


See also page 308. 


SITUATIONS WANTED.— We have on the Bureau several good men who are 
looking for positions as Advertising Managers; One or two Copy Writers; a lady 
who wants situation in an Agency as Copywriter, and another with experience in 
an Advertisers Othce. 


ASSISTANTS WANTED.—Two good Lay-out and Copy Men for London 
Agencies. Good salary ‘or first-class man. Capable all-round Copy Man in Studio. 
Salary £5 to £6 per week. Artists wanted in two Studios; and by three Agencies. 
Advertising Manager for Engineering and Motor Firm. 
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Ill ^ You are now too late to book spaces _ Ill 


Il for 1919 on the vans and motors of M 
2 J. WEINER’S Ü 
ll *VAN-AD' POSTER SERVICE. M 


ii Contracts are now being booked for m 
ll 1920 and early enquiry is desirable Mt 
ll to secure posters for that year. IH 


IH Write or ‘phone: | IH 
ili À Il 
| J. WEINER'S | 
n |. *VAN-AD"' Poster Service H 
————— 32 Shaftesbury Avenue — 
— ii LONDON, W.1 fr Purser = 
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you advertise in any manner or form—if you 
send out letters or catalogues—if you do any- 
thing to increase sales or if you desire so to 
do—it will pay you to discuss the matter with 
us. We secure our business by advertising— 
the method we recommend others to use. 
There is no other method that is at once so 
effective or so economical. We are the largest 
advertisers in our industry and we know. 
We practise what we preach and we have: 
always found it a profitable policy. No other 
firm of professional advertisers can show a 
similar record of success during the War. 


We are proud of this record and 
challenge comparison regarding it. 
We invite correspondence with 
manufacturers who now contemplate 
a vigorous and painstaking cam- 
paign for trade, and we stand 
ready to prove our capacity to 
serve them from every standpoint. 
Our present clients are the foremost 
Houses in their line and they are 
our credentials. May we serve you ? 


an. ma © Tr A 
* | ART HS 4 IH ILI ANT 
2 M Uu 989 UI) A ‘e ! Lit : gy. aivi 


LIMITED 
The Leading Firm of Professional Advertisers 


50 LUDGATE HILL, E.C.4 
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PRINCIPAL CONTENTS 
Art for Trade’s Sake— 


Britain's Awakening — 

London and the British 

Indian Market—What is 

the Increased Cost of 
| War Time Advertising ? 
| — Club Reports 


THE ONLY INDEPENDENT ADVERTISING TRADE PAPER PUBLISHED IN GREAT BRITAIN 
NO PRINTER, ADVERTISING AGENT, NEWSPAPER OR ENGRAVER HAS THE 
SMALLEST INTEREST IN ITS PROPRIETARY OR ANY VOICE IN ITS CONTROL 


1919 


E offer the most hearty of fraternal greetings to 
all readers of THE ADVERTISING WorLD and 
trust that nothing but good fortune may attend 
their doings during the first year of the Great 
Peace. 

The date 1919 is destined to be as significant 
to the historian of the future as even the fateful 
1914 that is the prime symbol of the most 

tremendous upheaval recorded in the annals of 
the human race. — 

Before another twelve months are past we shall know whether 
the world has been won at the cost of so much sacrifice and sorrow. 
We shall know whether the overthrow of irresponsible authority is 
to result in lawlessness and chaos or in the establishment of a new 
reign of sane and ordered freedom in both national and international 
affairs. 

And, coming to our own domestic affairs, we shall know whether in 
this country there is a spirit that will enable us to takethe place in the 
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peace-time order of things to which our war-time record so gloriously 
entitles us. 

This is the year of the laying of foundations ; and only if they 
are well and truly laid can we hope to build anything that will endure 
in the time to come. 

In industry and commerce what is done during 1919 will go 
far to decide whether Great Britain is to enter upon a further period : 
of expansion and advancement; or whether it no longer possesses 
the adventurous energy that in the past carried it into the foremost 
position. 

Our own belief accords with hope that British industry and 
trade will indeed prove fully equal to the demands about to be made 
on them, and that the end of 1919 will find them already embarked 
upon a new career of unprecedented vigour and prosperity. 


This of necessity means that 1919 will be a year of extraordinary 
enterprise and activity in advertising British goods, both in home 
and foreign markets. 

During war time direct Government advertising on a large 
scale, and more particularly that kind of advertising commonly 
denominated “ propaganda," has shown that scientific publicity is 
capable of doing much more than it has ever had any opportunity of 
doing in the sphere of commerce. 


The new conception of advertising and its possibilities that is 
in consequence now widely entertained is likely to have a very far- 
reaching effect upon all but purely local advertising; though no 
doubt it will be some time before all that it implies is fully realised and 
acted upon by those who have been successful practitioners on the 
old lines. 

More particularly must it both modify and develop the ideas 
relating to advertising in overscas markets that have hitherto 
prevailed. 

That in these some form of co-operative effort of a propagandist 
description must be done on behalf of British trade in gencral, and 
of industrial groups acting in combination, as well as by individual 
manufacturers and traders, is now clearly apparent to all but the 
small number of stalwarts who habitually refuse to accept plain 
facts. It is admitted that British manufacturers and traders in 
foreign markets must always be at a disadvantage as against better 
organiscd competitors unless they can contrive partially to subordi- 
nate individual interests to the common good. 


All this means that advertising men will now have to shoulder 
the responsibility for operations of a far more important as well as 
more delicate character than they have been in the habit of handling 
hitherto. They will be called upon to plan and practise with wide 
vision and a more comprehensive grip: to create and control trade, 
to stimulate and feed industry, not merely to switch Smith's business 
over to Brown, or Jones's over to Robinson. 


The year 1919 will show whether they are too short-sighted and 
pettifogging to be able to handle the big things, that have to be 
handled in the bold manner that alone can ensure success; or 
whether they can rise to meet the splendid opportunities that will 
be open to them. E 
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Taking their record during the past four ycars as a fair index of 
their will and power, we have small doubt as to the result of the 
searching tests to which they are about to be subjected. 


If they live up to the standard they have set for themselves 
during war time A will not be found wanting. 


_AN UNFORTUNATE CAMPAIGN 


=) HOSE who planned and conducted the 
| November appeal of the Church of England 
for a £5,000,000 reconstruction campaign fund 
were exceeding unfortunate in finding them- 
. selves committed to action at a time when the 
majority of people were preoccupied first with 
the all-overshadowing news of the end of 
hostilities and later with an imminent General 
Election. 

In these circumstances it could hardly have been expected that 
the Church's first great advertising effort would achieve anything 
but a very moderate success. The best planned campaign of its 
kind was bound to fail of its full objectives in face of conditions so 
adverse. l 

As a matter of fact the campaign, unless we are misinformed, 
came perilously near being a complete failure. 


The unforeseeable difficulties with which its directors had to 


contend may, as we have said, fairly be blamed for much of this 
unhappy result of what we had hoped would prove an inspiringly 
successful venture ; but they do not account for all of it. 


The Church authorities will profit little by experience pur- 
chased rather dearly if they do not realise that they themselves 
made mistakes which in any event must seriously have militated 
against the triumph of their scheme. 

In our judgment, and we by no means speak for ourselves alone, 
the Press advertisements issued in connection with the campaign 
were neither in matter or manner the best calculated to attain their 
end. 

They looked dull and uninteresting, and they were dull and 
uninteresting. With all goodwill towards the advertisers and their 
object we were unable to read them without a mixture of boredom 
and irritation. 

They were addressed either to Churchmen bed interested 
or to a general public largely indifferent, partly hostile. Those that 
appeared in the general Press may, presumably, be taken as intended 
for the second category. . 

Before such readers the Church stood on its defence : it had to 
show cause why it could justly claim the support it demanded ; and 
it could have done this by pointing to the great social value of the 
vast and varied activities in which it is, and has been for ages, 
engaged, in showing that what it is doing produces ample proof of its 
ability to utilise greater financial means to the general bencfit. 
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It could have mct the criticisms commonly levelled at the 
Church and its work by those disposed to look upon it with disfavour 
—more through ignorance and misunderstanding than through any 
irremovable hostility—and countered them by detailed explanation. 

These things were not done, and it was only natural therefore 
that the man in the street who did not happen to be a keen Church- 
man refused to put his signature to what he regarded as a blank 
cheque. 

Apart from these errors of omission there was one of commission 
which must be mentioned. In some of the advertisement copy used 
emphasis was laid upon the assumed necessity for providing further 
funds for Church education. 

What was meant by this was not very clear, but if it referred to 
any attempt to give a new lease of life to the Church school as 
against the State school, as a great many would suppose, it could not 
fail to arouse strong antagonism. 

This is not the part of the Church’s work which the average man 
is disposed to support ; and, in any case, it was not wise to give a 
highly controversial point so much prominence while so many of 
equal or greater importance of a non-controversial character were 
suppressed. 

We trust that the ill-fortune which has attended its first essay 
will not drive the Church from thc field of advertising ; but that in 
due time it will embark upon another which will convince the mass 
of people that it descrves to be entrusted with much greater financial 
resources than are at present at its disposal. 

That if the good work it is doing with limited means were more 
commonly known we do not for a moment doubt that the support of 
which it stands in such urgent need would be fortheóming. 

The obstacles in its way are widespread ignorance, misinterpreta- 
tion and prejudice : and these must be faced and fought, they must 
not be ignored. | 


PRICE MAINTENANCE 


DECISION that will interest manv of our 
readers was recently given in the Chancery 
Court of New Jersey, U.S.A. It restrained the 
proprietors of a department store from selling 
Ingersoll watches at less than the standard 
advertiscd prices. 
l The defendant claimed that the restric- 
tions placed upon the sale of thcir watches by the 
Ingersoll Company were in restraint of trade 
and invoked the Sherman and Clayton anti-trust Acts; but the 
Court refused to uphold their contention. 

It apparently based its judgment on the assumption that it is 
not detrimental to public interests for the price of an admittedly 
valuable guarantee, such as that given by the Ingersoll Company, to 
be strictly maintained and enforced by those who offer it. 

“ Complainant,” said Vice-Chancellor Lane, in delivering his 
judgment, “ docs not seek to retain any right in the article itself, it 
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" merely seeks to restrain the use of its trade name and goodwill 

" except under conditions fixed bv it. It may permit the purchaser of 

** the article to use its trade name and goodwill under such conditions 

" as it sees fit. It has an interest in addition to that of mere pro- 

“ tection to its trade name and goodwill, for it guarantees the article 
“ sold, and scrupulously performs its guarantee, maintaining a large 
" and expensive repair department for the purpose.’ 

It was emphasised that in any case of this description the public 
interest must always be the first consideration. 

All those trading in the U.S.A. who are concerned with this vexed 
question of price maintenance will welcome a decision which is so 
obviously in agreement with the dictates of plain justice. It is not 
likely to be reversed by any higher tribunal should the dispute be 
carried forward. 


MORE PAPER 


ESPITE the gloomy prophccies of a few 
pessimists there is before us the practical 
certainly that the paper situation will very 
speedily become a great deal more easy, and 
that many of the restrictions now affecting 
advertising will in consequence be removed. 

The prospect of a substantial increase in 
the imports of paper-making material in the 
near future has already had the effect of 

releasing stocks that were being very carefully conserved; one 
notable result being & large increase in the amount of the best 
newspaper advertising space available. 

It will unquestionably be some time before paper prices come 
down to a figure which will represent the normal under the new 
conditions ; but they are already subsiding, and the advertiser will 
find his operations much facilitated by the increased accessibility 
both in bulk and cost, of his prime material. 

We have now all reasonable assurance that it will not be long 
before the removal of rcstrictions will once more make newspaper 
contents bills the familiar objects that they were before ** Dora ” laid 
her devastating hand upon them ; will enable us to use more posters 
for commercial purposes, and to make them as large as may seem 
good to us; and will permit a resumption of advertising by means of 
mail matter or something like a pre-war scale. 

Altogether the worst of our paper troubles seem to be over 
already, and what remains of them will quickly be cleared away. 

So will the chief obstacle to the energetic and extensive adver- 
tising operations called for by *'reconstruction " conditions be 
removed: and we shall be able to set ourselves seriously to cope 
with the stimulating problems of peacctime publicity. 

[Since the above note was written we sce that an Order has 
been issued by the Board of Trade revoking the carlier orders 
prohibiting the publication of new newspapers, magazines, and serial 
publieations, and also revoking the prohibition on posters and 
circulars. | 
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ART FOR TRADE’S SAKE 
E TULLIUM RS 


Notes on a Booklet designed to impress an entirely 
Masculine Circle of Readers with an idea of the 
Super Quality of the Advertisers’ Wearing Apparel. 


A BOOKLET of quite unusual quality 
has lately been issued by Messrs. 
Marshall] Field & Co., of Chicago, to 
advertise men's wear. Itis, by the way. 
a booklet only by virtue of the limited 
number of its pages, for in size they 
each measure roughly sixtcen inches by 
eleven inches. 

This large size, together with the 
high quality of paper used, gives the 
book an appearance so much more 
impressive than is common among 
specimens of this class of literature that 
no one receiving it could regard it 
without respect, or fail to pay it the 
tribute of examination if not perusal. 

Almost certainly, however, an exami- 
nation of the illustrations would lead to 
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a perusal of the text. Few could help 
being somewhat curious as to thc kind 
of reading matter devised for associa- 
tion with pictorial advertising of so 
unusual and distinguished a character. 

They are so much the more likely to 
read the advertisers! text matter in 
that it is sct in the most readable of 
type and that there is not too much of 
it. 

The illustrations accompanying these 
comments give a -fair idea of the 
contents of '''The Store for Men," to 
give the booklet its proper title. 

They show how successfully the 
obvious has been avoided by the artist 
who was responsible for the pictorial 
portion of the advertisers' appeal ; and 


HAIS 


ERY few men have any proper idea of 
A the number and variety of processes 
that are required to make a hat. 
And yet every process affords oppor- 

Ud tunity for variation in the quality of 
Ai S8 the finished product. Men in general 
—even those who require the superlative in suits and 
shirts and shoes—are inclined to accept a hat that 
any one might choose. Others, however, appreciate 
super-quality in hats as in all other articles of apparel 
They know and feel the power of the best. For 
such men we produce hats that represent the 
highest possible standards known to the industry of 
hat-making. Every process involved in the manu- 
facture is analyzed and studied, and the very best 
possible method is employed, and superior materials 
are used, to produce a hat that is in every sense 
distinctly superlative—worthy to crown the head 
of the greatest adept in apparel quality. More and 
more are men coming to appreciate the fact that 
such hats afford a satisfaction that far outweighs 
the difference in cost. And yet much of this expert 
knowledge of hat-making is being embodied in our 
great general lines of hats, at the prices most men 
are accustomed to pay. 


TWO FACING PAGES FROM “THE STORE. FOR MEN" 
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how effectively he used a kind of wood- 
engravers’ technique in order to obtain 
the richness and strength of line 
appropriate to the large scale of the 
drawings as reproduced and also to 
emphasise the note of simple dignity 
that is dominant in the whole scheme of 
the production. 

Either of set purpose or instinctively, 
it may be supposed that he was also led 
to the particular style of his achieve- 
ment by a desire to avoid feminine 
frippery or fancifulness in a book 
intended for men. 

Be this as it may, he has certainly 
succeeded in turning out a set of illus- 
trations perfectly adapted to the par- 
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TO ILLUSTRATE A FEW 
WORDS ON NECKWEAR 


ticular purpose they were designed to 
serve. 

It would, of course, be absurd to 
suggest that this kind of pictorial 
treatment is alone suitable for adver- 
tising intended to interest and impress 
menfolk, or that the general scheme of 
the booklet of which they form the 


most important constituents is the only 
one that could with success aim at the 
same object. 

There are an infinite variety of means 
by which the advertiser can make any 
desired approach. Human nature, 
masculine not less than feminine, 
presents a different facet to every 
individual observer, and is accessible 


by he i 
` | n 

Bess ants 
Maka? y 
E^ Pet. 


; e | FHE AY np 
l Lit d LA s SRY 
i UA i abe , T ! 
‘ Ibi. 


r " 
=! " 5 
n 2 - m ni |] 
AG Il wwe A. 
i g 
; ce Me T ^ 
r ig Wy J 
R” phan 
"I Hg il 
M FL 4) i ` 
P. Eg [TU 
j : "1. Lc , 
f AMAT t 
M d 1 
TRY s - 
D d UM f 4 j 
T ADV C ^ ar —— 
7 1 i i HAYE y 
Am m^ ES 
ERIT "ME? 
"aL 
T. 


M ARAN Sai n 


GIVING AN IMPRESSION OF THE STORE 


from every side if appropriate advances 
are made. 

Without going to any extremes, how- 
ever, or attempting to set bounds to the 
illimitable, it may safely be said that 
this Marshall Field booklet is a specimen 
of “ quality " advertising intended for 
men—and it is in “ quality " that men 
are always most interested—of quite 
exceptional excellence, and that it 
contains lessons not a few for the host 
of advertisers who set out to do what 
undoubtedly it has done. with an 
equipment of good intentions more 
complete than their outfit of under- 
standing. 
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CORRESPONDENCE 
EXTITERIT TRUM 


Post-War Copy. 


Editor, THE ADVERTISING WORLD. 

Dear Sir.—The crux of the after- 
war problems is the returning soldier, 
and as he will bulk large among the 
coming purchasers it is not amiss to 
point out how “copy” designed to 
appeal to the Army has affected the 
reader in the Army. 

From this one can at least gauge 
where the faults lie, where an appeal 
failed, and without laying down arbi- 
trary rules, calculate what kind of 
advertisement will appeal to the coming 
civilian. 

Much o¢ the war copy has been 
flamboyant, flippant and plainly the 
outcome of minds who do not under- 
stand the soldier, who cannot see 
things from his viewpoint because they 
do not belong to the Brotherhood of 
Khaki. 

They have: mistaken the ** Cheeriho, 
old thing " of the revues for the Army 
subaltern : they have thought in terms 
of '* Gorblimys ” and ** 'Struth " of the 
man in the ranks, and their efforts are 
confined to the one fact that every 
officer wears a badge of rank and a 
Sam Browne, and the fallacy that every 
soldier is either a Young Bert or an Old 
Bill. 

Take the advertisements of Cavander’s 
Army Club cigarettes: they strike a 
false note; one fecls that the characters 
are unreal, that no Army oflicer ever 
spoke as Cavanders’ would have us 
believe. 

And on that account I suppose that 
the goods suffer. 

The Midland Furnishing Company 
artist, not content with placing the 
* pips ” of his officers on the cuff, must 
also place them on the shoulders : suf- 
ficient to condemn the advertisement 


In our British Market Supplement 
will be found an article on the subject 
of the increased cost of advertising 
due to the war. The point has been 
much diseussed and is the more import- 


from its birth in the eves of the class to 
whom the appeal is directed. 

I could multiply instances of bad 
copy, of worse pictorial displavs, but 
the above instances scrve to hammer 
home mv point, that truth is as 
essential in copy and pictures, even 
when they do not directly bear on the 
article to be sold, as in the article 
itself. 

The reader of the advertisement is 
super-critical where that advertisement 
appeals to his pocket. 

Make your initial position sure. 

The composite mind of the Army is 
not complex: all ranks of the Service 
have been trained in a hard school 
which has given them a big appreciation 
of things that matter, has enhanced 
their idea of the useful and beautiful 
and added a swift intuition of sham to 
their pre-war instincts. 

And all this will be felt in a cumula- 
tive fashion in the thoughts, desires and 
actions of the civilian of the future. The 
change in opinions, the subtle change in 
outlook, the thousand tiny tendrils of 
emotion that the soldier has absorbed, 
will all react on his mind and so will 
naturally influence what his mind will 
think when an appeal is directed to his 
sense of desire. 

I am pleading for sanity in adver- 
tising copy, for an understanding of the 
psychology of the Army, and for copy 
and appeals worthy of the new ** White 
Companies." 

Advertising can do much in building 
up a saner world in the present and 
future. 

Yours sincerely, 
J. E. WALSH. 

Swanage, 

December 12th. 


ant in view of the fact that it has to be 
worked out by advertisers before making 
their returns to the assessors of income 
tax, and, therefore, this article may be 
of considerable help to them. 
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The first Full-Page Department-Store Advertisement to appear ln 
any LONDON Newspaper during 1918! 


Reproduced 4] ation al flus uc | 15th, 


from "X. E KE, i 
Bulich asa lhadlury: and ao ulialte 


ADVT. RATE: £2 per s.c. inch. 
Philip Emanuel, Advert sement Manager, ODHAMS LIMITED, 92 Long Acre, W.C.2 
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VARIOUS AND SUNDRY 
Ge AHA HH E 


“The world is so full of a number of things.”—Robert Louis Stevenson. 


A Bright Spot on the 
* Underground.” 

The stations of the ** Underground ” 
were lately appreciably brightened by 
the appearance of the “ Derry & Toms ” 
poster reproduced on this page. Itisa 
fully worthy addition to a series of 
pictorial announcements of their wares 


TOYS IN 


POSTERLAND 


which long since earned for these ad- 
vertisers the particular gratitude and 
regard of all who hold it to be on every 
count desirable that art and advertising 
should walk hand in hand. 

Our reproduction unfortunately can 


give no idea of the bright but harmoni- 
ous colouring to which the poster owes 
so much of its power to attract and 
please the eye, but it indicates the 
quaintly decorative manner in which 
the subject selected, or rather invented, 
for treatment has been handled. 


A 


Newspaper Men’s 
Holiday. 

I noted with pleasure the 
decision of the proprietors of 
the London daily press not to 
publish on either Christmas 
Day or Boxing Day, and I 
believe the same course was 
adopted throughout the entire 
country. It was only fair 
that the staffs of the papers, 
editorial and advertising alike, 
should have their holiday, so 
well earned, and I do not 
think advertisers suffered 
either, for their announce- 
ments usually receive very 
scant attention on either of 
those days. The fact that 
the papers usually carried so 
few advertisements on Christ- 
mas and Boxing Days showed 
that advertisers in the past 
have not set much value on 
the appearance of their an- 
nouncements during the 
Christmas holidays. 


M 


Fifty Years Ago. 

An old copy of The Echo, 
which was recently placed in 
my hands, recalled the fact 
that it was fifty years ago on 
December 8th since that 
journal, the first halfpenny 
newspaper, was founded. Its promoters 
were Messrs. Cassell, Petter & Galpin, 
and its first editor, Mr., afterwards 
Sir, Arthur Arnold, the first manager 
being Mr. Horace Voules. In its day 
The Echo was a great power in the 
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Daily Mail 


London, 
| 10th December, 1918. 
‘Ghe Associatea Newspapers, Limited, 
Carmelite House, 
London, E.C. 


Gentlemen, 
We certify that the average net daily sale of 
" The Daily Wail” after deducting all unsold or free 
copies whatsoever for the periods set out below was as 


follows — : 

For the Month ended 
30th June, 1918 - - 978,158 
Jlst July, 1918 - - 961,321 
3ist August, 1918- - 999,080 
30th Septémber, 1918. - 995,845 
31st October, 1918 - 1,026,386 
31st November, 1918 - 1,042,045 


We are, 
Yours faithfully, 


A ^C. 


(Signed) 
LEVER, ANYON, HONEYMAN ó SPENCE, 
Chartered Accountants. 
(Signed) 
E. LAYTON BENNETT, SONS & CO, 
Chartered Accountants. 
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land, and it attained what was perhaps 
thc zenith of its fame about the time 
of Mr. Gladstone's famous Midlothian 
campaign of 1880. But like so many 
other famous journals it fell on evil 
days, and changed hands a 
good deal towards the close. 
Its final owner was Mr. 
Pethick Lawrence. The Echo 
appeared for the last time 
on August 4th, 1905. 


M 


A. Good Advertising 
Medium. 


The Echo in its palmy 
days was a good paper to 
canvass for, and carried a 
fine show of advertisements. 
Yet looking back now over 
a period of forty-five years 
it is curious to read that its 
first editor recorded of it 
with evident pride that 
about that time “the adver- 
tisements, I believe, often 
amounted in value to £120 a 
day." 

Mr. W. D. Nott, now of 
The Daily Sketch advertise- 
ment staff, was with the 
paper on its business side 
from the very beginning and 
was with it when the last 
issue appeared, though his 
connection with The Echo 
was not quite unbroken. Mr. 
Nott, though a veteran, is 
still hale and hearty, vigor- 
ous and alert. For many 
vears he was the advertise- 
ment manager. Among the 
publishers advertising in the 
first issue were Messrs. Macmillan, 
Ward Lock, and Partridge, and among 
the general advertisers, Horniman’s 
teas, Epps’ cocoa, Fry’s cocoa, Wileox 
& Gibbs’ sewing machines, J. W. 
Benson’s watches, Borwick’s baking 
powder and Keating s lozenges. 


M 


Jackets as Press 
Advertisements. 

The book “jacket " is a very potent 
means of advertising the book nowa- 


Ghe Game of 
Diplomacy 


by 
A^ Eu ropeap Diplomat 


lack the 


days, as every publisher would be 
readv to admit. Often a book which 
has failed to excite a demand upon its 
first appearance has sold like the pro- 
verbial * hot cakes " when a new and 


[By Courtesy of Messrs. Hutchinson & Co. 


—————— 
THE SUGGESTION THAT LEADS TO SALES 
Se 


ce 


more arresting “ jacket " has been dc- 
vised for its exterior clothing. There- 
fore it seems fairly obvious that repro- 
ductions of these loose covers should 
make useful Press advertisements, 
though, of course, in this shape thev 
allure of colour. Messrs. 
Hutchinson & Co. have been using 
several effective “jacket”? designs 
for their Press announcements. One 
of them I reproduce here. It has that 
quality of stimulating suggestion which 
cae the high art and craft of its 
zind. 
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Evil sentiment precipitated the 
war. Righteous sentiment won the war. 
Thus the greatest event in the world's 
history is wholly due to sentjment. 

Trade is enhanced by friendly senti- 
. ment. War propaganda proved up to 
the hilt that sentiment created and 
maintained by efficient publicity sways 
national opinion and develops inter- 
national goodwill. 

I have proved in my book, How to 
Reduce Selling Costs, that goodwill is 
the prime factor of sales cost reduction, 
and that efficient advertising is the 
creator of goodwill. So, also, is inter- 
national goodwill propaganda the means 
by which Anglo-American trade can be 
steadily expanded upon a sales cost- 
reducing basis. 

Impressive publie statement of the 
fundamental mutuality of interests be- 
tween the United States and the British 
Empire provides the greatest present 
opportunity for practical polities. This 
is an urgency that should immediately 
receive the most careful and candid 
consideration of important British and 
American Chambers of Commerce, Ex- 
port Trade Associations, and Patriotic 
Societies. 

International social and political mis- 
understandings flow steadily from un- 
friendlv international commercial rc- 
lations. The whole future English- 
speaking unity of feeling and world-wide 
influence and action will be based upon 


* Note.—This is the first of a series of British-American Trade “ get together’ 


By PAUL E. DERRICK* 


our permanent vital commercial good- 
will. Efficient sustained publicity is 
the only available means for quickly 
accomplishing that necessary solidarity 
of English-speaking. peoples, to ensure 
our united power for peace. 

Circumstances have put me in a 
unique position to assist in such a 
propaganda. An American with 25 
years of successful advertising achieve- 
ment in the United States and the 
United Kingdom; with an efficient 
organisation dealing with all phases of 
British and Overseas advertising ; with 
some of the greatest American and 
British commercial concerns in my 
clientele, and with some of the world's 
greatest advertising successes to my 
credit, I can bring to bear upon any 
proposed British-American Commer- 
cial Goodwill Propaganda not only 
expert knowledge of publicity methods, 
but also that experienced, balanced 
judgment that fully recognises the 
national idiosyncrasies, feeling, senti- 
ment and point of view. of both the 
American and the British public. 

I shall be pleased to co-operate 
patriotically and professionally with 
important American or British Com- 
mercial or Patriotic Organisations to 
solve this pressing problem for an 
enhanced goodwill and trade inter- 
course between our two nations—the 
Guardians of the Future Peace of the 
World. 


, 


advertisements of the 


Paul E. Derrick Advertising Agency, Limited, 34 Norfolk Street, Strand, London, W.C.2. Perhaps you also 
wili be interested in taking up with us the advertising of your business in one or the other of these markets. 


B 
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The Birth of a 
Fairy Tale. 

The excitement created one afternoon 
in London, and in the United States, 
too, by the erroneous announcement of 
the signing of the Armistice will long be 
remembered. The question was naturally 
asked : “ How did the mistake arise ?”’ 
The answer was understood to be that 
it arose from information imparted bv 
the U.S. Navy, and sinec then Rcar- 
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AN ARTISTS VISION 


Admiral Wilson, commander of the 
American forces in French waters, has 
officially informed the United Press, 
which sent out the message, that such 
was the case. The Admiral states that 
the announcement was made by the 
United Press in perfect good faith. 
‘This explanation has been inserted as 
an advertisement by the United Press 
Associations in some of the American 
papers. 

If the British Admiralty had made 
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such a slip, would they, too, have owned 
up and allowed the fact to be published ? 
I wonder ! 


A Dream that 
has Come True 

The poster reproduced on this page 
was designed bv the famous Alsatian 
artist Hansi, and invites subscriptions 
to “the loan of the liberation.” It 
has exhibited on all the walls of 
France a vision of the 
Cathedral at Strasbourg, 
from which is floating 
once more the tricolour 
of the Republic. Never 
was an artist's vision 
conceived, as one may 
well believe, with more 
ardent imagination, and 
surely never was one 
more quickly or more 
gloriously realised. 


M 


M 
The Return to 
Peace. 
A sign of the times 
lately has been the 


gradual disappearance of 
war posters from the 
walls of our Government 
offices, monuments. and 
the like. I cannot say 
that I am altogether 
sorry, for I do not think 
these posters, especially 
when torn and dirty. 
added to the dignity of 
our great buildings. 
Cleopatra’s Necdle, for 
instance, was not im- 
proved in appcarance by 
having posters plastered 
round its base. 
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Political Propaganda. 

The issue of The Daily Express for 
December 5th was remarkable for thc 
fact that, though the paper supports 
the Government, it contained what were 
virtually the clection addresses of the 
Liberal and Labour parties in the form 
of the programmes of those bodies. 

The matter was rightly deemed to 
be of sufficient moment to receive 
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The war pictures have 
gained readers for the 
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who have contínued to be read- 
ers because of its other features! 


Because as well as giving all the War news and 
pictures, the DAILY SKETCH has made a feature 
ot devoting considerable space to other topics of 
particular interest to women and the home circle ; it 
has in consequence gained considerably in prestige. 
Cessation of hostilities, with larger papers, have pro- 
vided room still further to develop this “home” circle. 
It is well known to advertisers that picture papers 
are read more by women than any other. 

As more pictures, news and articles of interest to everv 
member of the family appear—so does the circulation 
incredse ! 


INCREASED VALUE at 
REDUCED RATES | 


Advertisers will be interested to know 
that Advertísing Rates are now reduced 


from £500 to £250 per page. 


Applications for space to Advertisement Manager. 


46 Shoe Lane Withy Grove 
London, E.C.4 Manchester 
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editorial comment, for it was evidently 
felt that the presence of those pro- 
nouncements in the paper might occa- 
sion some misgivings. The conductors 
of The Express disclaimed responsibility 
for opinions set forth in the advertise- 
ment columns, and stated that ‘ we 
see no reason why they should. not 
appear since it is our policy only to deny 
insertion in our columns to advértise- 
ments which are of an objectionable 
nature." 


al 


New Presentations of an 
Old Proposition. 

I reproduce on this page two alver 
tisements of footwear that with all their 
unlikeness have this very important 
characteristic in common : they present 
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FROM A BOOKLET ILLUSTRATION 


a very commonplace proposition in 
most distinctive and arresting fashion. 
One, from a “ Marshall Ficld ” book 
further dealt with elsewhere in this 
issue, isolates the articles: to which 
attention is drawn in a natural manner 
by placing them outside the berths of 
a sleeping car; the other isolates a shoe 


by displaying it in the hand, not, as 
usual, on the foot, of an admiring 
beauty. The methods emploved[,by 
the artists severally responsible for these 
admirable pictorial appeals could not 
be more unlike each other : but in each 
drawing the chosen convention" is 
handled with full understanding and 
success. 
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FROM A PRESS ADVERTISEMENT 


A Good Bargain. 

Very few advertisers have cver 
been able to get such a discount off 
the price of their advertisements as 
has been secured by the fortunate 
people who have “ gone into " Canada 
in Khaki. This publication had the 
good fortunc to secure Mr. Gilbert A. 
Godley as its advertisement manager, 
and he was able to promise to every 
advertiser who took a page in Canada 
in Khaki that he should have a happy 
little paragraph in the “Gossip of 
To-day " in The Daily Mirror. These 
paragraphs occupied nearly an inch 
apiece. The cost of a page in Canada 
in Khaki is £30, and the advertising 
space in The Mirror, with its two 
million circulation, is valued, I believe, 
at £5 an inch. 

The secret of this remarkably good 
bargain is that Canada in Khaki was 
started to aid a noble cause, that of a 
permanent memorial to Canadians who 
had fallen in the war. THOTH. 
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it is necessary for you to study how she sets about it—is 
American Methods. The through the American Press 
coming Trade | —right here 
Boom will in your own 


NEW YORK TIMES 


mean Trade NEW YORK SUN office. We 
T NEW YORK EVENING POST 

competition. BOORI EAE can supply 

America .’. PHILADELPHIA ENQUIRER copies of any 

won’t sit still. BALTIMORE AMERICAN Publication 


S c th BOSTON TRANSCRIPT -— denued | 
ee to it that | NEW ORLEANS TIMES PICAYUNE | «+ issued in 


in friendly .-. CHICAGO TRIBUNE | America— 
“val WASHINGTON STAR Eth 

vau y Joy MINNEAPOLIS TRIBUNE most ot them 

aren’t left be- SAN N ape from stock in 
PI 

hind. Next | creveLaND PLAIN DEALER | London. 

to making ST. LOUIS REPUBLIC Write us, ' 


investigation | Advertisements & Subscriptions should be | Stating nature 
right there, sent to the Sole European Representatives: of your busi- 
the best me- UBRO PORGAND AGENCY ness, and we 
thod to learn will send you 
all about America—what she a list of publications likely 
is making and selling, and to be of real service to you. 
TUE DNDNADPT ANN DTANING DAARA 
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Containing latest issues of most of the leading American Papers and Magazines, 
is at your service. Call and have a glance through them. Subscribe to a few— 
study them—pass them on to your staff and let them learn much that will help you 


The DORLAND AGENCY L* 


Advertising Agents and Representatives of the 
Leading American Newspapers and Magazines, 


16, REGENT STREET, LONDON, S.W. 1 
"Phone: Regent 113. 


New York. Buenos Aires. Paris. Brussels. Rome. 
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BRITAIN’S AWAKENING 
Ge HM AIIAIIHIRR 


An American Publicity Expert on Trade Relations 
between the Old Country and the U.S.A. 


“WHAT STRIKES me most on re- 
visiting Great Britain after an absence 
of six years is that the people are so 
much more ‘live’ than they were 
in 1912. Another thing is that thev 
.are so much more determined to push 
ahead. I see this in every department 
of hfe—in commerce, in the. banks, 
in the railways. There is not the trouble 
there used to be to get things done, 
nor the delay. If vour business men 
approve a scheme they get to work 
with it right away. Six years ago 
there was ground for the Britishers’ 
belief. that the United States might 
oust the Old Country from her position 
in the world’s markets. There is no 
longer any reason for you to fear that. 
It is rather for us to fear British 
competition.” 


THE OUTLOOK FOR ADVERTISING. 


This significant testimony to British 
energy, to the change which has come 
over the people of these islands as the 
result. of the war, was afforded to a 
representative of THE ADVERTISING 
Word, by Mr. Carl Byoir, Associate 
General Dircetor of the Foreign Section 
of the United States Committee. on 
Public Information, who was spending 
a few days in London at the beginning 
of the month. Mr. Bvoir was on his 
way to Paris to direct the publicity 
work of his department in connection 
with the Peace Conference, and while 
in London kindly gave a represen- 
tative of this paper some of his impres- 
sions as to the outlook for trade in the 
States and the business relations 
between the two countries, with special 
reference to advertising and adver- 
tised commodities. As Mr. Bvoir had 
been engaged in the motor-ear business 
in the States bcfore taking over his 
present duties, conversation turned 
towards the close of the interview on 
the prospects of the development. of 
that industry in the two countries. 


Before coming tothat particular subject, 
however, Mr. Byoir made some inter- 
esting references to general trade con- 
ditions in the States. 


GROUNDLESS FEARS. 


* One thine that strikes me as an 
advertising man," said Mr.  Bvoir, 
“as the feeling of uneasiness in Great 
Britain about British and American 
competition fer the business of the 
world, and it seems to me there is so 
little ground. for it, because of the 
fact that. compared with Great Britain, 
we have not been either a great carrier 
or an export nation. Most American 
manufacturers have found such an 
immense market at home, and in what 
I may call the mechanies of export 
business, especially in packing. banking 
and financial arrangements, we are 
years behind vou. If an American 
manufacturer gets a big order through 
for a distant part of the world. that 
means he must pack differently from 
what he would do if the goods were for 
home consumption, and he must make 
shipping and banking arrangements. 
What usually happens, therefore, is 
that the manufacturer savs, ‘I can 
sell these goods to someone who will 
take them from my door and save 
me the trouble of sending them away.’ 
Then came the building of a tremendous 
British merchant tleet, which was con- 
structed with no other design than to 
beat the submarines, and it will be 
remembered that a great part of our 
troops were transported to Europe in 
British boats. Whatever available 
shipping America has lett will be Kept 
busy for a long time in bringing our 
troops home and in bringing across 
supplies to those men still in. Europe. 
If it took all the time it did to get the 
troops across to Europe with the great 
help of the British merchant marine 
it will take a Jong time to get them 
home. Public opinion in the States 
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SHIPBUILDING. 


- 


B E LF AST before the war was one of the most 


important and most prosperous of 
the British Empire's industrial and commercial communities. 
During the war its operations have been enormously stimulated 
and increased, and it is already clear that the multitudinous 
demands of the reconstruction period will still futher extend 


and intensify its activities. Full employment at high wages is 
assured to all its workers for as long as it 1s possible to foresee. 


The advertiser appealing to them consequently addresses a 
constituency of exceptional purchasing capacity. 


The Belfast Telegraph 


gives its advertisers the best of introductions to the whole 
of the great market of which Belfast is the centre 


LONDON OFFICE: 40-43, FLEET STREET, ECA 
"PHONE: HOLBORN 118. 
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will demand that they be kept abroad 
no r than is necessary. 

* The great would-be competitor on 
the seas was Germany, and she is now 
out of the world trade for some time 
as a great carrier and a great exporting 
nation. The markets of the world now 
open are so much vaster for England 
than ever before, that from our point 
of view we can only see the limits to 
British expansion of foreign business 
in the power to produce the goods and 
the shipping to carry it. We remember 
the sacrifice in ships which Great 
Britain has made. An expansion of 
overseas trade is not essential for the 
well-being of our business as it is for 
your country. That overseas trade 
has bcen the foundation of the business 
organisation of the British Empire. 

“ We feel that the most important 
thing is an absolute understanding 
on the part of the two peoples. If we 
have shed blood and spent treasure 
together for a common aim, I think 
our worst enemies are those who would 
try to make us forcigners to each 
other now that we have won for each 
other in the struggle. Having laid 
the foundation for enduring friendship, 
don't let us have groundless fears." 


PROPAGANDA. 


Passing on to speak of advertising 
propaganda and the conditions of 
advertising in the two countries, Mr. 
Byoir said: “ Mr. Val Fisher, of your 
staff, has done good work inlaving the 
best foundations of a good under- 
standing among business men in the 
development of trade relations and of 
permanent goodwill, and we feel rather 
remiss in that we have not yet felt 
able to do the same thing in Great 
Britain. Ithinkour Government would 
in a very short time have reached a 
decision to send a group of advertising 
men to England to propose such an 
exchange, but our advertising situation 
was very different from yours at the 
beginning of the war. ! 

* Advertising had reached. tremen- 
dous proportions in the United States. 


Our leading magazines, like The 
Saturday Evening Post, carry as 


much as a quarter of a million dollars? 
worth of advertising in a single issue, 


but our Government did not employ 
advertising in the same way that vours 
did. Our Government advertiscd, but 
did it on the basis of getting the 
business men to buy space and devote 
it to Government purposes. In our 
national magazines alone we had adver- 
tising which reached a circulation of 
54,000,000 rcaders. In our campaign 
for thc Registration of Labour, through 
a Government Employment Agency, 
we had an equivalent in about a weck 
of 10,000 full-page newspaper adver- 
tisements. 


OUTDOOR PUBLICITY. 


3? 


" What strikes you most," we asked 
"in comparing the advertising of the 
United States with that of Great 
Britain ? " 

“ The great outstanding thing in 
British. advertising as compared with 
that in the States is the much more 
considerable use of outdoor advertise- 
ments in Great Britain, though the 
poster is making tremendous strides 
in the States. Great sums of money 
are expended in outdoor publicity in 
my country, and we are getting more 
and more to make an appeal thereby 
to the public rather than merclv to 
get them interested in the name. 
The 24-sheet has become practically 
the standard size for our outdoor 
publicity, for that gives better results 
for colour values and for ** reason why ”’ 
advertising. Your outdoor appeal is 
of a type we used in America four or 
five years ago. For example. six 
vears ago we put up billboards, but 
now the hoardings are permanent 
structures with artistic panels, and the 
question of location is now regarded 
as much more important, for adver- 
tisers with us do not buy space by the 
foot but by its location. 

"Is there, in your opinion, a good 
opening for the American motor cars 
in this country, and therefore for 
advertising the same over here ? ? we 
asked. 

"The big field. for motor cars in 
America," Mr. Byoir replied, ** has 
been for the cheaper variety, and the 
feature of the industry has been 
quantity production on a huge scale. 
In America we consider your high- 
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DAILY MAIL. 
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Owing to the increased supply of 
paper, all trade advertisement contracts 
from and including 5th December, 1918, 
wil be executed at the following 
reduced rates - 


Front page and specified positions 
£3 10s. Od. per single column inch 
(except solus on splash page). 


Position at our option £3 Os. Od. 
per single column inch. 


The net sale of the DAILY 
MAIL is over One Million Copies | 
daily. 


Associated Newspapers Ltd., 
Carmelite House, E.C.4. 
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priced cars the finest in the world, 
but the feature of our work has been 
the turning out of a machine-made 
product in tremendous quantities. With 
the gigantic plants you have in Great 
Britain, which have been making 
munitions and are now frce to be used 
for other purposes, and with your 
skilled mechanics, it seems to me vou 
should be able to make low-price motors 
cheaper than we ean make them in 
the States, for vour labour costs, too, 
are lower than ours. and to the cost 
of our machines would have to be 
added the freight charges. It is not 
unusual for riveters in the States to 
make the equivalent of £15 a weck. 
We also have to face the re-adjustment 
of our factorics to ordinary conditions. 
It seems to me Great Britain will be 
able to produce a great many things 
which hitherto she has imported. —— 

" I don't think there will be anv big 
"mpaign to sell our cars in Great 
Britain vet awhile, because the home 
demand will be very great. For some 


v 


time the making of motor cars in the 
States, except for Government purposes, 
has been restrictcd or forbidden, and 
it will be a long while before American 
makers will be able to supply the home 
demand. You must remember the 
proportionate number of pcople who 
use motor cars in the States is far 
larger than it is in England. Prac- 
tically every farmer. in the States 
has a car, and in the last three or four 
vears the farmers have been getting 
such good prices for their crops, and 
the crops have been so big, that they 
have plenty of moncy to spend. Con- 
sequently there is a demand for a 
better class of cars.” 

“Then do you think that instead of 
Amcricans pushing their cers in England 
there is an opening for gcod British 
‘ars in the States ? ” 

“ Yes! For the best and high-priecd 
British cars there is a big opening in 
the States. In New York City alone 
there is a waiting list of from 200 to 
300 people for Rolls-Royce cars." 


* 


*THE SUNDAY EXPRESS" 


The latest addition to the Ranks of 
Sunday Journalism 


AN IMPORTANT addition has just becn 
made to the ranks of the London Sunday 
papers, for on. December 29th The Sunday 
Express, appeared for the first time, being 
issucd from the offices of The Daily Express, 
under the supervision of Mr. R. D. Blumenteld, 
the chairman, and his co-directors, 

For some time it had seemed to Mr. Blumen- 
feld to be a great pity that the admirable 
organisation of The Daily Express should not 
be utilised for the preduction of a Sunday 
paper. All the machinery for a successful 
Sunday paper was available and now with the 
end of the war and the removal of the res tric- 
tions forbidding the starting of new publica- 
tions, a favourable opportunity has. arrived 
for the launching of the venture. The fact 
that the complete results. of the General 
Klection could be made known for the first 
time on Deeamber 29th gave The Sunday 
Evrpress à fine send-off. We regret, however, 
that the time at which we had to go to press 
prevented us from reviewing in this issue 
the first number of a very interesting publi- 
eatien, 

The essential feature of The Sunday Express 
is that it is a news paper. All Saturday's 


news will be found in it each week and it will 
be brightly and attractively presented, the 
conductors having at their command the 
services of the staff of The Daily Express 
special correspondents in all parts of the world. 
Sport, finance, the drama and new becks will 
all receive adequate. treatment, sport being 
handled on rew lines, but Mr. Blumenfeld 
emphasises the fact that it is on its news that 
he looks to achieve success for his latest 
venture. The Sunday Express will not invite 
circulation on the strength of “stunts " and 
"star" writers. It will be a newspaper pure 
and simple. Also it may be added that 
The Sunday Express will confine itself to 
Saturday's news and not present its readers 
with a résumé of the week's happenings. 

In political matters the new paper will 
adopt an independent attitude, The paper is 
cditcd by Captain T. H. Bird, an old member 
of the staff of The Daily Express, just back 
from foreign service, and it has its own staff, 
quite separate from that of the daily issue. 
Mr. George Wetton, is the advertisement 
manager, and, as our readers have already seen, 
he took big spaces in the London Press to 
announce the advent of the new venture. 
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it is significant that most of our largest Agency 
clients—firms spending £5,000 and over— 
have first asked us to do a small thing for them. 


The satisfaction in being able to test Greenly’s 
has been evident. Step by step their confidence 
grew—their business grew. We claim them as 
clients only so long as the Service is Satisfactory. 


Can you imagine a more equitable method of 
doing business ? 


We welcome all—we work for all—and we 
please all by conscientious service and ability. 


Business 


Greenly: Propaganda 
€? Advertisi ng ^ 


Limifed 


3(-38, Strand,W.C.2. Him: S2Staiyaa Phene.london 


HELPFUL 
SUGGESTIONS 


from the 
SERVICE DEPARTMENTS. 


Trade Mark Designs. 


The verious limitations and restrictions in 
designing Trade Marks are borne in mind 
when evolving ideas. By commissioning us 
vou are able to secure a mark that will be 
both distinctive and registerable with least 
possible difficulty. 
Series of Eighteen Original Suggestions 
£5/5/0 
Folders and Circulars. 


Rough Colour Suggestion for Folder or Cir- 
cular, including ideas tor title, headings, 
illustrations, ets s ‘ ax S1/1/0 
As above, with copy complete .. 1999/0 
Rough Colour Suggestion for five ‘ follow- 
up” Folders or Circulars, including ideas for 
titles, headings, illustrations, etc... £4/14/6 
As above, with cape complete for whole 
series .. à .. £9/19/6 
Complete Folde r, ready for printer, including 
original suggestion in colour; after r approvab 
of rough, finished drawings, copy and blocks 
complete £8/8'C 
Colour lav- -outs will $ show what the folde ts or 
circulars will look like when printed. 


Ideas for Advertisements. 
Six Original Pencil Snegestions, for series of 
trade (1, § or page), or daily papers (up to 
7in. d.c.) including headlines, etc., showing 
advertisement as it will appear ..  23/3/0 
As above, complete with copy... £10/10/0 
Series of thirteen 1 or } page trade paper 
advertisement suggestions in form of pencil 
sketches, including finished line drawines and 


copy .. ie ar T .. £26/5/0 


Circular Letters and Complete Follow-un 
Scheme. 


One Circular Letter for wholesale trade, 
retail trade, or gustó including study of 
proposition .. «3 £1/1 /0 
Six Circular Letters on the s same subject, but 
appealing to different classes of buvers if 
desired re T" ei .. £3/3/0 
Complete Follow-up scheme, comprising a 
series of four letters: Colour Suggestions for 
two-folders with copy ^^ .. 48/6/0 


Maii Cards. 


Rough Colour Suggestions for 2 Mail Card, 
Id. postal rate, sıze about 5 by 83, including 
Idea, Headline, and Illustrations .. £1/1/0 
As above, but including writing the necessary 
copy and dese riptive matter .. £2/29/0 
Rough Colour Suggestions for five mail 
cards .. Be "E T .. £4/14/6 
With copy... " P .. £9/19/6 


Letter Headines and Stationery. 


Rough Colour Suggestion for letter heading 
design co. SELLO 
Three Rough ‘Colour Suggestions for letter 
heading designs, including Finished Colour 
Drawing ot selected design £5'5/0 
Rough Colonr Suggestions for comple te Ofice 

tationery, including original ideas for letter 
headings, invoice, label, envelope, post card 


and receipt form .. es .. £5/5/0 
Coined Words. 


Twenty-four Suzrzestions for coined words 
for article or product. For example, 
t xe f* ae vs pi .. 29/910 


Fiftv ditto .. «s M .. £4/4/0 


Designs for Packaves or Cartons. 


Original Rongb Colour Sucgestion — £1/11/6 
As above, but including Sis Original Designs 
tor Irade Name ot Article .. £3/3/0 
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A PROBLEM FOR BUSINESS MEN 
GH HA a 


: How Much Money should a Firm Invest in Advertising ? 
By VAL FISHER. 


OF THE many queries put to THE 
ADVERTISING WorLD Information 
Bureau one of the most frequent and 
most difficult to answer is: * What 
proportion of our turnover, or of our 
profits, should we spend on adver- 
tising ? " Our chief difficulty in replv- 
ing to queries of this kind lies in the 
fact that it is impossible to give any 
figure without knowing more of the 
advertiser's business than he usually 
supplies. 

No gencral rule could be laid down 
on which to answer this question. 
Even in a single trade, such as that of 
the departmental store, factors peculiar 
to the individual businesses must be 
taken into consideration. 
time established, locality, class of trade, 
possibility of increasing turnover, ctc., 
are each and all determining factors. 

In manufacturing businesses the 
amount varies far more than in retail. 
One of the chief functions of adver- 
tising is to reduce selling costs, and the 
amount to be spent on advertising 
varies as much as does the cost of sell- 
ing. For example. it is frequently 
stated that it costs three times as much 
to sell as to make a typewriter. In this 
case the amount spent on advertising 
could legitimately be far higher than 
would be possible in another manu- 
facturing business. 


THE ECONOMY OF ADVERTISING. 

Over a year ago the Oliver Type- 
writer Co. in America decided to close 
all their branch offices, dispense with 
the services of all travellers and agents 
and sell their machine entirely through 
advertising. While they maintained 
their offices in 50 cities and had 15.000 
salesmen and agents, the price of the 
Oliver typewriter to the publie. was 
£20. Now they sell it solely through 
advertising at the price of £9 16s. 

The Postal Assurance Co. obtain all 
their business through advertising and 
claim to be able to give better terms 


Length of 


to the public by reason of the fact that 
their cost of getting business is 93 per 
cent. lower than that of any other 
insurance company in the U.S.A. 


SELLING Cosrs. 

In any manufacturing business selling 
cost goes down in proportion to the 
reputation of the goods and the favour- 
able conviction in the mind of the buyer, 
and in all branches of trade, manu- 
facturing, wholesaling and retailing, 
the cost of advertising decreases as the 
sales increase. That is, of course, where 
the advertising is right. 

Let me give a few figures from a 
single trade in the United States. 
SELLING COSTS IN THR MANUFACTURING 


CLOTHING TRADE or THE U.S.A. 
Total Selling 


National percentage 
Advertising. of tumover 
Costs. 
£ K 
Hart, Shafer & Marx 17,000 21 
B. Kuppenneimer & 
Co. ssi 9,800 $ 
Samuel Peck & Cn.. 5,800 6 
Alired Benjamin 4,800 T 


" National advertising " in this 
case refers to publications having 
national rather than local circulation. 
The total expenditure of Hart, Shaffer 
& Marx on advertising alone is £25,000, 
equal to ‘83 on their annual turnover 
of £3.000,000. 

It is diflicult to give figures relating 
to British firms, for so many of our 
manufacturers and retailers are ob- 
sessed by the fear of giving “ informa- 
tion to the enemy,” whereas by a 
judicious comparison of their figures in 
trade journals they could learn much 
from cach other's experience. I remem- 
ber one case, that of St. Ivel, reported 
in this magazine at the time. The 
proprictors of St. Ivel specialities 
planned a complete advertising cam- 
paign and spent £60,000 in two vears. 
This sum was provided for out of 
revenue, and at the end of the second 
year they sold the goodwill of the name 
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TO THOSE WHO ADVERTISE TOBACCO, 
BEVERAGES, CLOTHES, SPORTS 
REQUISITES, SHAVING SOAPS, COLLARS, 
TIES AND EVERY DESCRIPTION OF 
GOODS USED OR WORN BY MEN 
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which has just resumed 
publication as a separate paper, 
provides for advertisers who 
desire to reach large numbers 
of men, a medium absolutely 
unque in pulling power. 


Because of its extensive yet intensive 
circulation, when the proper appeal is 
made—when both the goods advertised 
and the “copy ” are right—no medium 
can equal the “ Athletic News” for 
= profitable publicity. ——— 


The ‘Athletic News” is the only complete Athletic Weekly 
Paper with a national circulation. 


WITHY GROVE Applications for rates and space 
to Advertisement Manager 


46 SHOE LANE 


MANCHESTER LONDON, E.C.4 
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treated in the same manner as one would 
treat the cost of new buildings, new 
fittings, ctc. Under such circum- 
stances It eannot be based on turnover. 
In 1910 (the year of opening his storc) 
Mr. Selfridge said that the threc largest 


to "St. Ivel, Ltd." for £10,000, still 
retaining the right of supplying the 
commodities to the new company at 
an agreed upon price. 

Here are some department store 
figures : 


Cost OF ADVERTISING IN DEPARTMENT STORES. 


(The figures below are for the first six months of 1916.) 


Relation Amount Relation Relation 
Sales Gross of spent on of of 
Profits. Profits Adver- Adver- Adver- 
to tising. tising to tising to 
Sales. Sanies. Profits. 
£ e o; £ 9; m 
McCreery & Co., New York City 909,310 206,282 32:590 34,233 3°76 11:55 
Lord & Taylor, New York City 850,521 309,089 35:91 29.978 3-48 9-69 
Hahne & Co., Newark, N.J.... 469,630 147,189 31:31 26,340 5:60 17:89 
Powers Merc. Co., Minneapolis 427,354 112,036 26:21 15,771 3:60 14:07 
J. H. Adams & Co., Buffalo ... 388,457 116,750 30-05 18,845 4:85 16:14 
Hengerer & Co., Buffalo . 948,980 112.457 32-22 13,534 3°S7 12-03 
Stewart & Co., Baltimore .. 267,004 70,817 26-52 14,929 5:59 21-08 
D. G. Stewart Co., Louisville — 194,545 26.316 28:94 13,744 6-03 20-85 
£3,865,6C3 1,221,038 31:58 165,376 4-27 13:24 
b 
Thus the smaller the volume of items on their expense sheet were (1) 
business, the greater proportion of material, (2) advertising, (3) rent, and 


gross sales are required for advertising. 
THE OPINION OF EXPERTS. 

Mr. Parsons, of Messrs. Carson, Pirie 
& Scott (one of Chicago’s great stores), 
speaking of retail store advertising, 
said, * I do not know of any retail 
store of any consequence which spends 
less than 13 per cent. of their gross 
sales on advertising, nor did I ever 
hear of any store lasting very long 
with an advertising burden of more 
than 4 per cent." In an interesting 
analysis of department store trading 
Mr. Parsons struck an average of 
2% per cent., ranging from 1 per cent. 
on laces, ribbons, trimmings, notions, 
ete., to 5 per cent. on furniture and 
men's clothing, other departments 
coming between these two figures. He 
estimates that the turnover of the 
departments which are not advertised 
should bring the total down to 24 per 
cent. on gross sales. 

These figures relate to American 
stores, but while it is difficult to get 
(for publication, at least) similar figures 
in this country, I should say that they 
are substantially the same. Of course, 
in opening a new store, or in commencing 
to advertise a business previously un- 
advertised, the amount spent should 
be regarded as an investment and 


that his policy has proved successful 
I will show later. 

The late Sir Richard Burbidge said 
Harrods spent £40,000 in 1906 and 
£68,000 in 1909 on advertising, which 
figures would be between 2 and 3 per 
cent. on their turnover in those days. 
While, in the absence of turnover, I 
cannot give figures for British retail 
stores, a recent analysis which I have 
made of war-time trading in British 
drapery and departmental houses re- 
veals some interesting figures on the 
value of advertising. — Since the open- 
ing of their store Messrs. Selfridge have 
been the largest and most persistent 


advertisers in their class, and their 
profits have been as follows : 
£ 

Ist vear 6,000 
2nd, 36,000 
3rd ,, 350.000 
4th ,, 104,000 
5th ,, 131,000 
6th 134,000* 
7th = ,, 150,000 
Sth 225,000 
9th ,, 258,000 


* Retarded progress due to outbreak of war. 


In comparison with other London 
stores over the same period Messrs. 
Selfridge show that their profits were 


made on comparatively small stocks— 
e 
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—there should be something set down for 
" Pytram" and “ Facio" special window 
displays. They represent unique value in advertising 


T is hardly possible to imagine anything that cannot be 

modelled in ‘‘ Pytram”’ so as to secure a facsimile effect of 

any material that it is desired to suggest. ‘‘ Pytram " models 
look expensive because they are perfect reproductions of their 
originals; but they are in fact more economical in first cost than 
anything in any way similar—and in addition they are practically 
indestructible. 


“ Facio ” lettering on ‘‘ Pytram " models or tablets gives exactly 
the same effect as though made of polished metal or done on 
glass, but it has an enormous advantage over these in its relative 
cheapness of cost and in its durability and quality of unbreak- 
ableness. 


Wherever we have introduced ‘‘Pytram” and “ Facio" to 
advertisers we have received large orders from them. Our 
proposition is its own sure recommendation. 


That you will find it very well worth while to make an advertising 
investment with us we are well assured. We have had no single 
experience of a customer who has not been delighted with what 
we have been able to offer him. 


Write to us or give us a telephone call so that we may have an 
opportunity of proving this. 


DRUMMOND-WALRKER &C? 
63 QUEEN VICTORIA STREET 


'Phone: City 5134 LONDON DE C a 


Appointed Distributing Agents for T he A if Mfg. Co. and The Drummond-W alher 
Mjg. C 
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the basic principle of good retailing 
and the primary object of all retail 
advertising being to turn the stocks 
over the greatest number of times in a 
given period. In 1917 the value of 
the stocks carried by this house was 
approximately 14 times the amount of 
the profits. That year they increased 
their profits by £33,000 and their stocks 
by £22,000 only, thus bringing down 
the proportion. In the same year 
(1917) other leading London stores 
showed that their stocks were 2$, 2%, 
2} and 2g times as great as their 
profit. 

Since the opening of the Selfridge 
store all the London stores have greatly 
increased their advertising, and a 
perusal of their old balance sheets 
shows that stocks are turned over 
much: more frequently now than in 
the days of smaller expenditure on 
advertising. 

Speaking generally, the retailer can 
afford to invest in advertising from 2 to 
4 per cent. of his total sales. This, of 
course, does not apply to the opening 


of new premises, etc., which point I 
dealt with earlier in the article. 

In a manufacturing business the 
amount to be invested must be deter- 
mined on the merits of the case. In 
the marketing of an entirely new com- 
modity history shows that with the 
right goods, boldness in advertising pays. 

In speaking of advertising aud its 
relation to the growth of his business, 
the man who has built the largest 
store of its kind in Great Britain 
said to me only three days ayo, '* We 
grew from the commencement of our 
advertising, but we only commenced 
to grow really big when we commenced 
to use big spaces.” 

The greatest believers in advertising 
are those who have invested the most 
money in it. That doyen of adver- 
tisers, Mr. John Wannamaker, has just 
announced his intention of doubling 
his advertising expenditure. 


I am indebted to Printer’s Ink, U.S.A., and 
to Advertising, Selling the Consumer, bv John 
Lee Mahin, New York, for the information 
concerning American stores. 


BUSINESS GOING OUT 


The advertising of Wasco-Balata is being 
placed for Messrs. Robert H. Whitehead, 
61 Cheapside, E.C. by the Brandis-Davis 


Agency. 

Messrs. Walter Judd were entrusted with 
the advertising for the British Bank for 
Foreign Trade of the £500,000 debenture 
stock and shares of Messrs. Siemens Bros. & 
Co. 

Karsote, “a safeguard against influenza,” 
has been advertised a good deal on behalf 
of the manufacturers, Messrs. E. Griffith 
Hughes, 68 Deansgate Street, Manchester. 
The business has been placed by the London 
Press Exchange. 

The attractions of Bath for the Christmas 
holdiays were widely advertised in the sections 
of the press read by the more well-to-do 
public. The business was placed by the 
Publicity Department of the Bath Corporation. 


The advertising of the large block of shares 
in Messrs. Brown Bayley’s Steel Works, Ltd., 
was entrusted to Messrs. Walter Judd. 


The Aircraft Manufacturing Co. have been 
advertising a good deal latelv. The business 
has been placed by Messrs. S. W. Benson. 

Messrs. Morris & Jones, Ltd., Whitechapel, 
Liverpool, have been taking space for their 
Kecnora sugar substitute. The advertising 
was in the hands of Messrs. W. S. Crawford. 


The advertisements for ** Farotex ` roofing 
compound were prepared and placed by 
Messrs. Greenly's on behalf of the proprietors, 
Messrs. T. & W. Farmiloe. These advertise- 
ments formed part of a preliminary campaign 
in the London daily Press, and an energetic 
campaign is being prepared to appeal to leading 
builders’ merchants. This will take the form 
of direct postal advertising. k ; A 


A new advertisement for English papers is 
that of Adams Chiclets, a chewing gum. The 
business was placed by Messrs. W. S. Crawford. 


With the lessening of the restrictions on 
the issue of new capital owing to the 
close of the war, advertisements of such 
issues are now more frequent. Two such 
appeared just before Christmas, those of the 
Mond Nickel Co. and the Morgan Crucible Co. 
The publicity for the former was placed by 
the Exchange Telegraph Co. and that of the 
latter by Messrs. G. Street. 


Special features in recent issues of Higham’s 
Magazine have been the series of articles by 
Mr. C. F. Higham on prominent advertisement 
managers. A start was made with Mr. Philip 
Emanuel, and then followed Mr. Roy Somer- 
ville, and Mr. George Sparkes. The subject of 
the sketch in the December issue was Mr. 
A. J. Bonwick. 
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For the 
BEST, 
FULLEST, and 
QUICKEST 
IRISH 
ELECTION 
NEWS 


—the most 
momentous 
Election in 
the whole 
history of 
IRELAND 


GET THE. 


The“Generalissimo” 
of IRISH Morning 
NEWSPAPERS. 


NET PAID SALE CERTIFIED OVER 


COPIES PER DAY. 


Larger by at least 50,000 copies per day than 
the sale of all the other Dublin morning newspapers 
added together. 
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IN THE PROVINCES 
Ee 


What Advertisers and Advertising Men are doing in 
Provincial Centres—from the Special Correspondents of 


* The Advertising World." 


Bristol 


The local papers, like the London dailies, 
showed a marked increase of big spaces and 
new advertisers following on the news of the 
armistice. The two dailies and evenings have 
for months been rather bare of big spaces, and 
it was a refreshing sight to war-wearv eyes to 
open the papers and see something like pre- 
war editions. 

The Brislol Observer, a weckly paper pub- 
lished by the proprietors of The Western Daily 
Press, announces that it will be enlarged and 
priced Id. Before the war it was an eight-page 
paper, but suffering from war conditions it was 
considerably reduced in size and the price 
raised to 14d. 

Local advertisers throughout the war re- 
flected the news of the moment. On the whole, 
local advertising firms had little at which to 
grumble. Those firms which kept their end up 
are now looking forward to reaping their reward 
in the coming revival of business, and in the 
many schemes of reconstruction which we shall 
witness. 

Messrs. Chris. Thomas Bros., Ltd., during 
the epidemic of influenza, had a series of 63 


“ Flu," and 


inches double-column entitled 
** First-Aid ” 


pushing the claims of their 
soup, 


Burnham-on-Sea 


The Burnham-on-Sea Advertising Associa- 
tion has for the second year contributed a large 
portion of its season receipts to the relief of the 
local rates, the amount this year being 
£67 5s. 6d. 


Dublin 


Dublin can pride itself on the production of 
a notable set of Christmas numbers alike from 
the literary and advertising standpoint. This 
year’s issue of The Lady of the House eclipsed 
all previous records. It carried a series of 
attractive. displav advertisements, several of 
which were excellent examples of three-colour 
work. The Christmas Irish Life was a capital 
production, with a liberal display of full-page 
advertisements (many in colours) from leading 
Irish and cross-Channel firms. The popular 
“ weeklies,” such as The Freeman's Journal, 


. The Irish Times, The Evening Mail, and The 


Irish Independent, published their customary 


NO OTHER PAPER 


PRINTED AND PUBLISHED 


in the prosperous area served by 


Che Wellington Journal & Shrewsbury Rews 


CERTIFIES 


LATEST AUDITORS’ 


ITS NET SALE. 
WHAT DEDUCTION DO YOU, AS A SHREWD ADVERTISER, 


MAKE ? 


CERTIFICATE. 


“ We have examined the books of ‘The Wellington Journal and 
Shrewsbury News’ for the month of September, 1918, and we 
hereby certify that, after deducting all unsold and free copies, 


The net actual Sales average 4 p», ] Í 4 R Copies of each Issue.” 


HARRISON, WEST, LEDSAM & Co., Chartered Accountants, 


16, Waterloo Street - - 


Birmingham. 


THIS IS THE LARGEST NET SALE PROVED & CERTIFIED BY 
ANY COUNTRY WEEKLY. 
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I am once again free to attend to my 
civilian duties. 


Fully 20 years’ Practical experience of - 


Advertising in all its phases has given 
me a specialized knowledge of the 
Scottish ` and Northern ‘Territory — 
knowledge tabulated and at your service. 


Why not make your Scottish appro- 
priation a separate programme and so 
assure the best results ? 


Money is plentiful in the North— 
wages are good—and the commercial 
outlook is excellent. Shipbuilders, 
Engineers, Manufacturers, Coal Miners— 
all will be busy for years to come. 
Every class must benefit—why not 
secure their custom for your goods ? 


An INTENSIVE campaign in the busy 
Scottish towns and districts is a business 
proposition worthy of consideration. 
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| Bal v i INJ A W Á Ld "V A Wd 
No Appropriation is too small if 
it can be developed by success. 
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Christmas numbers in folio size, and there was 
no diminution in the volume of spccial adver- 
tising. In all cases the scale rates had been 
considerably increased. 

A most enterprising Irish manufacturing 
firm represented amongst the Christmas adver- 
tisers was the New I.D.A. Coffee Co., Dublin— 
a full page in three colours being included 
in The Lady of the House and Irish Life, and a 
special pictorial half-page was allotted to the 
other journals. The introduction of two and 
three-colour advertisements in Irish papers is a 
departure in advertising work in Ireland 
The examples shown were prepared and placed 
by Messrs. McConnell’s Advertising Service. 

Until the present election none of the poli- 
tical parties in Ireland had utilised press 
advertising in a skilfully devised fashion as a 
medium for propaganda. In a modified wav 
Mr. Henry Hanna, K.C., the Unionist candidate 
for one of the Dublin divisions, adopted the 
method by the publication of “ Hanna's Daily 
Bulletin " in some of the Dublin dailies. It 
remained, however, for the Sinn Fein party to 
set about the work in whole-hearted stvle. A 
most arresting series of display advertise- 
ments, occupying 8 inches double-column 
was run in The Irish Independent, and indicated 
a decided recognition of the power of snappy 
publicity matter. 

Messrs. J. M. Barnardo & Son, Ltd., furriers, 
Dublin, have been represented in the Dublin 
dailies during recent weeks by several note- 
worthy full-page advertisements. Special 
borders and name-blocks have greatly en- 
hanced the appearance of the displays. 

A new series of illustrated advertisements, 
6 inches double-column in size, is being 
placed by Messrs. McConnell’s Advertising 
Service for Messrs. H. Sharman Crawford's Red 
Cross Invalid Port Wine. The campaign will 
be extended with the advent of the New Year. 

Under the direction of the Irish Industrial 
Development Association (Incorporated)—the 
controllers of the Irish National Trade Mark— 
a novel advertising scheme is being conducted 
in the Queen's Theatre, Dublin, during the 
pantomime season. A special scene depicting 
on a large scale the Irish Trade Mark is exhi- 
bited during the performance, and a number of 
the artistes, representing individually the 
registered name, device, or product of Irish 
firms who are entitled to display the Irish Trade 
Mark on their goods, participate in a parade on 
the stave. 


Edinburgh 


The Edinburgh Corporation Tramway Com- 
mittee have been considering the question 
whether advertisements on the cable cars 
should be continued when these came under 


At the Fuel Economy Exhibition in Trafalgar 
Square there was exhibited an interesting 


: development of the idea of the now so popular 


hay-box. This improved form of hav-box is 
made of Pytram and is a model of simplicity in 
operation. ‘The P.F.C., as it is called, is dome- 
shaped and the principal on which it works is, 
of course, that of the heat-retaining power of 
a vacuum. The article which it is desired to 


their control at the expiry of the lease. By 
six votes to four the Committee agreed to 
invite offers for advertising space on the cable 
cars, leaving the whole question to be 
reconsidered when the new electric cars are 
ready. 

At a recent luncheon of the Edinburgh 
Rotary Club—Mr. Alexander Wilkie, Presi- 
dent, in the chair—Mr. A. W. Fisher, com- 
mercial manager of Messrs. Pullars, Perth, gave 
an interesting address on * Propaganda." 
Mr. Fisher showed especially how in war time 
the British nation had, after overcoming its 
natural antipathy to any kind of self-advertise- 
ment, so effectively organised its service of 
information as to make its propaganda over- 
whelminglv powerful and telling all over the 
world. 


Manchester 


Steady progress is being made in furthering 
the recently established. British Manufac- 
turers’ Corporation, which has been created 
for the development of Sir Chas. Mandleberg's 
scheme for concerted action by manufacturers 
with a view to increasing British export trade. 
Sir Chas., it will be recalled, wrote an article 
published in our May issue concerning his 
plans. Complete unanimity nas been ex- 
pressed as to the desirability of putting the 
scheme into operation, and the secretary pro 
tem. is. Mr. Colin Cooper, 60 Spring Gardens, 
Manchester. 

The scheme provides for the appointment 
of agents-in-charge to protect members 
interests abroad, technical experts who will 
give advice, information bureaux at home 
and abroad to equip manufacturers and pro- 
ducers with all the necessarv knowledge, 
and financial facilities and safeguards 
against risks. The great advantage of the 
corporation, according to its sponsors, to 
everv manufacturer is that it will put him into 
à position for getting into direet touch with 
his foreign customers. He will get to know 
their precise needs on the one hand, and on 
the other, will be able to put before them his 
entire range of products. He can get his own 
trade marks known and established. 


North Wales 


The Executive Committee of the North 
Wales Advertising Board in their ninth annual 
report stated that advertising had only been 
possible in a very limited degree, but what the 
Committee did resulted in 400 applications 
being received for handbooks, ete. The Com- 
mittee urgently appealed to the constituent 
authorities for the prompt payment of ar- 
rears. 


cook having bcen started on the fire is placed 
in the P.F.C., which is a non-conductor of 
heat, and as the dome-cover stands on a thick 
mat no heat escapes from beneath. Apart from 
the national service which it renders by saving 
in the consumption of coal or gas, the P.F.C. 
soon pays for itself and then leaves the 
owner with a much reduced bill to pay for 
firing. 
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Memo 


| T O one need consult ‘Carlton’ unless 
N hred with the ambition to make his 
= advertising better, in every particu- 
lar—infinitely stronger in character, more 
striking in design, more convincing in 
argument—than any of his rivals. 


The Carlton claim 
to carry out business 
propaganda with an 
altogether unique 
degree of quality and 
distinction is known 
to be no idle boast. 
It is simply the in- 
evitable result of the 
natureof the Carlton 
organisation. 


Where else are over 
seventy expert artists 
and writers — not 
‘hacks’ but Aca- 
demy-exhibitors on 
the one hand and 
known journalistson 
the other—working 
under one roof ex- 
clusively in the in- 
terests of commerce? 


To call on * Carlton’ is to commit yourself 
to nothing except to a more intimate know- 
ledge of Carlton work and Carlton methods 


* 
* € 


CARLTON STUDIO & 
CARLTON AUXILIARY 


CARLTON HOUSE : 29-30 - BEDFORD 
STREET - STRAND : LONDON = W.C.2 
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OVERSEAS ADVERTISING 
OM On AMM 
CANADA 


Several trade and labour organisations in 
Canada interested in the development of over- 
seas trade have been conferring with the 
Canadian Cabinet with a view to framing a co- 
operative scheme under which a Commission 
might be appointed to send trade representa- 
tives to European countries to represent 
Canadian industrial interests, so that Canada 
may secure a share of the orders that will be 
available in connection with reconstruction 
work. H.M. Trade Commissioner at Toronto 
states that he understands Sir Robert Borden 
said that some of the matters referred to were 
already receiving the attention of the Govern- 
ment. He suggested that the delegation and 
all interests it represented should themselves 
nominate a Committee which would act in 
co-operation with the Development and Re- 
construction Committee of the Senate. The 
Joint Committee could then arrange to discuss 
the plan, and in this way the country would 
have the benefit of their joint views and 
experience. 

In this connection it is to be noted that 
British firms are arranging to send representa- 
tives to Canada to develop trade with the 
Domininion, and it is understood that they 
are encountering difficulties in obtaining pas- 
sages to the Dominions. In such cases where 
it can be shown to be of paramount importance 
that a representative should sail at an early 
date, the British Department of Overseas Trade 
is prepared to consider applications for assist- 
ance in facilitating matters. 


H.M. Trade Commissioner at Toronto 
(Mr. F. W. Field) has recently completed a 
tour of the towns in Western Ontario. During 
the tour meetings were arranged with manu- 
facturers and importers in the chief centres. 
At the majority of the meetings the main 
questions which appeared uppermost in the 
minds of the Canadian commercial com- 
munity were: (1) The present difficulty in 
obtaining shipping space, with the expression 
of hope that the needs in this direction of the 
various parts of the Empire would be con- 
sidered by transportation authorities after 
the war. (2) How to obtain the necessary 
raw materials. (3) Inquiries for dyes. (4) The 
need for more aggressive action by United 
Kingdom selling organisations in the Canadian 
market. 

As to the dye industry, the Commissioner 
stated that a number of inquiries were received 
during his tour in regard to its progress in the 
United Kingdom. There is scope, he thinks, for 
a publicity campaign in Ontario and Canada 
generally similar to that carried on in the 
English Press as to the advance being made 
by the British dye industry. 

Commenting on the success which had 
attended fraterna] visits of Canadian business 
men to the States, and vice versa, Mr. Field 
urged that visits after the war of principals 
of United Kingdom firms to Canada, and, when 
possible, of parties representing United King- 
dom Chambers of Commerce or groups of in- 
dustries were obviously very desirable. 


South Africa 


In a recent issue we mentioned that Mr; 
Cecil J. Sibbett had written us that the South 
African advertising contractors now control all 
the hoardings in the Cape Peninsula. The 
South African Railwavs and Harbours write 
us to sav: “ Whilst this may be correct in so 
far as Cape Town and suburban towns in the 
Peninsula are concerned, attention must be 
drawn to the large number of hoardings con- 
trolled by the South African Railways Pub- 
licity Department. Within the Table Bay 
Docks arca, inside and outside the rail termi- 

“nus at Capetown, and at stations throughout 
the Cape Peninsula, facilities are offered for 
exhibition of posters 10 fect deep. In addition 
numerous painted signs are exhibited. At 
Cape Town station a special feature is made of 
show-case advertising. 

“The South African Railways advertising 
department has its headquarters in. Johannes- 
burg, and controls advertising at more than 
800 stations. Little by little advertisers 
throughout the world are realising the possi- 
bilities of the South African trade, and when 
the sea routes are re-opened it may reasonably 
be anticipated that the enormous market 


which has in the past been served bv the 
favoured few of various countries will be 
fought for by live British firms and other 
firms throughout the world. It is therefore 
up to those interested in the South African 
trade to prepare now for the rush after the 
war, and map out their schemes for adver- 
tising. The greatest advertising centre in 
South Africa is undoubtedly at Johannesburg 
and at stations along the gold-bearing reef. 
which extends a distance of 30 miles in each 
direction. Ten-foot hoardings are erected at 
these stations, the advertisements on which 
must be seen by enormous crowds of the 
suburban population daily.” 


India 


H.M. Trade Commissioner at Calcutta, who 
recently completed a tour of Ceylon, has since 
been on a visit to Bombay, Karachi, the Pun- 
jab, Delhi and Cawnpore. He returned to 
Calcutta at the end of December. These tours 
have been undertaken in order to keep in touch, 
as far as possible, with local conditions at. these 
trade centres, 


‘Continued on f age 292. 
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Sie LIMITED 


There are eight million people in Canada, most of 
whom are glad to give the preference to goods 


“Made in England.” 


You can quickly build up a 


profitable market among these people, if you 
place your product before them in the right way. 


While we are “Advertising 
Agents, the preparation and 
placing of advertisements is 
a small part of our selling 
service. 


We are “builders of markets” 
for our clients. The “people” 
are the material we build 
with: our tools are advertising. 


We make investigations of 
trade conditions as they affect 


your product,, study it, and 
advise as to the best method 
of inducing wholesalers and 


retailers to stock your goods. 


We are on the ground; we 
know trade conditions from 
Prince Edward Island to 
British Columbia. We are in 
close touch with capable, 
energetic selling agents and 
with the principal newspapers 
and periodicals in all parts of 
the Dominion. 


Permit us to make a prelimi- 
nary study of your product 
without charge and advise 
you frankly in regard to its 
selling and advertising pos- 
sibilities in Canada. 


We shall be pleased to send— free on request—a 
booklet which contains miniature reproductions of 
advertisements we have prepared for various clients. 


SMITH, DENNE & MOORE, 


Advertising Agents 


TORONTO 


Lumsden Building 


London Office : 


limited. 


MONTREAL 
The McGill Building 


25 Victoria Street, London, S. W. I. 
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O those British 


houses already formulating plans to grasp 
the opportunity which American markets 
will offer to English goods after the war, 
the Atlas Advertising Agency extends its 
services as advertising and merchandising 
counsel. 


That this service is of a character befitting 
the interests which it seeks to serve is, 
perhaps, best evidenced by the high stand- 
ing of these English and French clients 
which this Agency has the honour to repre- 
sent in America; notable among whom 
are :— 


NASSAU-BAHAMAS 


(The Atlas Advertising Agency acts as the exclusive 
American Advertising Representative tor the Colonial 


Government) 
W. & A. Gilbey Co, Il td. International Sleeping Car Co, | 
London & North Western Railway Resorts of Vichy and Aix-les-Bains 
Egyptian State Railways Elysée Palace Hotel 


Paris, Lyons, & Mediterranean Railways 


The success of an advertising campaign in a foreign country 
depends largely on the thoroughness of the preliminary investi- 
gations. We shall be glad to prepare a report on America 


as a market for your goods after the war. ! 


ATLAS ADVERTISING AGENCY, INC. 


450, Fourth Avenue, New York City, U.S.A. 


Executive Officers — 
, | 
WILLIAM F. PAYSON, President " 
JOHN CURTIS, Vice-President. CHARLES DERHAM, Jr., Secretarv. EDMUND R. MARVIN, Treasurer 
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You Planned It Out So cle 
"m i dj 
Directly you grew up you were going ; tao tat of June ber to 4 
son Crusoe on an island, only the persc are eie aY, citi,’ Pile OU the o 
for would be there with you. In the - Wou; lacked n in the vt Shor, 
swim and fish and sail, and live in the hon its i Mone, alngjy ted S 
the beautifully lonely nights, with or olida shing "eloug sur Vo in p" 
in a skyfield of stars, bearing you corr id ould, mem pls i bathing 
But while the years totalled up ast ‘At. «a T 
seerned quite able to overtake you P fep tc * Wong 
broke away from the grind long eno Boa » 


well, but somehow you never had ! 


Lockily, when the break-down his "d time +° to to 
could hea! dreams as well as pe/ AS | , Goy, to p, 


There the winter temperature aver 
salt tang of the sea and the wild, swee 


At fürs: it was jus: josfing in tb 
surf batha iben interesting drives, th 
another man. Derk as a walnot, 
Treasure lelands! —— 


FEMINIS 


| 
TTL a p 


Illustrated bookleta and comp/lete treve! — ——— 
information will be mailed upon request. e ms 


BAHAMAS GOVERNMENT AGENT 
450 Fourth Avenue New York City 
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TE 
Gilbey's Invalid Port 
ee ee 
y 
Wine Merchants in the Wacld 


“The Golden Link that binds health 
to the body.” 
For sale by a!l Srut-class Wine Merchants 


CV A 
— 1 |J 
WU  Thewonderfal lend of the Pharache [. 
! The Home of Romance and Mystery 
The Winter Playground of the World 


The Egyptian State Railways have made the 
marvels of ancient Egypt casily accessible by a 
sumptoogs service of fast expresses and trains de Luxe, 
serving all noteworthy centers. 


Leser—13% bours trem Cairo Assouas - 19 beers trem Caire 


) date Hotels. Winter Palace and Lusor Hotel, Luxor, 
Upper vay Cataract Hotel, Savoy Hotel and Grand Hotel, 
Assoven, Upper Egypt. 

For dlestrated pamphlets, information amd tickets, apply t» 


American Agency of 


EGYPTIAN STATE RAILWAYS 


281 Fifth Avenue, New York City, or to any local Steamship Agency 
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U.S.A. 


The United States Tariff Commission ap- 
pointed to formulate a revised draft of the laws 
and regulations governing the methods of 
collecting the customs, has now completed its 
labours, and the report has been published. 
The proposed new code is divided into seven 
chapters, comprising in all 198 sections, which, 
if enacted as prepared, will take the place of 
four times that number of provisions scattered 
throughout the Statute Books, and will, the 
Report states, make a compact, coherent body 
of law, easy to consult and understand. 

The United States Secretary of Commerce 
urges the necessity of continuing *' Good-will 
advertising " in foreign markets. Some firms, 
he savs, in face of export restrictions and lack 
of tonnage, are at a loss to know what to do 
and are leaving the foreign market altogether. 
“ Good-will advertising " would bring its 
harvest, and create a goodwill, not only for 
the individual business, but for the nation as 
a whole. 

The National Association of Purchasing 
Agents of the United States has finally adopted 
two sizes for all catalogues and booklets. 
namely 73 inches by 10$ inches and 5] inches 
by 74$ inches. The Graphic Arts Section of the 
Canadian Manufacturers! Association have also 
approved a table of standard sizes for cata- 
logues and booklcts. 


Sweden 
H.M. Consul-General at Gothenburg is 
forming a collection of British commercial 


reference books, trade catalogues, cte., and 
would welcome thc assistance of United King- 
dom manufacturers and merchants in making 
the collection as complete as possible. He is 
therefore anxious to be supplied with suitable 
British trade publications, reference books and 
catalogues. He states that considerable com- 
mercial activity may now be expected at 
Gothenburg. 


Mexico 
The Board of Trade Journal lately 
contained a useful article on mining ma- 
chinery for Mexico. The writer first pointed 
out that the proximity of the United States 
to Mexico has given the former country 


considerable advantages there, with the 
result that some of the most important 
British-owned mines of the country are 


managed by Americans and with American 
purchasing agents. The writer further urged 
the British maker of mining machinery, if he 
desires to enter the field, to send a thoroughly 
competent representative to study the con- 
ditions. It is essential that the British maker 
should in every possible way study the desires 
of the prospective purchaser. The agent 
should speak Spanish and know something of 
the country. *''The British agent's samples," 
adds the writer of the article, ** as a rule are 
excellent, but the reverse can be said of his 
advertising matter, which too often is not in 
the least suitable to the ‘country.” The 
writer pointed out that the very best ma- 
chinery is necessary. Catalogues should be in 
Spanish as well as in English. 


The Lyons Fair 


ORGANISED BY the Association of Great 
Britain and France, a mceting of representa- 
tives of leading British manufacturing firms, 
for the purpose of encouraging British manu- 
facturers to exhibit at the International Fair 
to be held at Lyons in March next, took place 
at Princes Rooms recently. Admiral Sir 
Charles Dundas (secretary of the Association of 
Great Britain and France) said that the two 
nations which showed themselves before the 
war most energetic in trade were the Germans 
and the Japanese, both of whom owed their 
success chiefly to unity and Government sup- 
port. Commercial unity in this country would 
mean that we could easily demand and get. 
Government support. The Lyons Fair pro- 
vided a great opportunity to manufacturers to 
extend their foreign trade. 

M. A. Victor (Deputy-Mnvor of Lyons) said 
that the Lyons Fair would be, perhaps for ever, 
closed to German firms. Exhibits by British 
manufacturers would be admitted without pay- 
ment of duty. so long as they were afterwards 
returned to this country. 


A Misuse of Advertising 


THREE SENTENCES of three months’ hard 
labour, making nine months in all, were passed 
at the Marylebone Police Court on Decem- 
ber 10th, on a valet named William Henry 
Patterson, of Camden Town, on charges of 
obtaining 7s. 6d.,' 10s., and 15s. by means of 
fraudulent advertisements inserted in The 
Bazaar, Exchange, and Marl, offering boots 
for sale at a price considerably below their 
supposed cost. In each instance an accom- 
modation address was given. A large number 
of letters was received in reply, and when 
arrested the prisoner had fifteen in his posses- 
sion, several of which contained postal 
orders. 

The prisoner, it was shown, had been carry- 
ing on these frauds as far back as 1913, and 
within the past month he had had five different 
advertisements running in the same paper 
in different names and from different addresses. 
His record showed that he had been convicted 
cight times of theft. 


It has been remarked that it is the height 
of fame to be the subject of a single figure 
cartoon in Punch. Mr. Dunlop has not vet 
attained that lofty eminence, but he was the 
subject of an article in a recent issue of the 
great weekly, apropos of the invariable use of 
the well-known figure in the very numerous 
advertisements of Dunlop tyres. The writer 
professed anxiety lest he should come to be 


regarded by forcigners as the typical English- 
man and oust John Bull. 


Owing to the latge number of applications 
recently received for posts in the Commercial 
Diplomatic and Consular Services, it has been 
decided that for the present no further applica- 
tions for these posts can be entertained except 
from officers and men who have served in the 
Forces during the war, 
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Do You Want a Market In 
the United States? 


We can help secure one for you 
in the' shortest possible time. 


vo greatest and most 
profitable market may be 
right here in the U. S. A. 
even though the time 1s not 
immediately ripe for its intro- 
duction. 


We can give you definite 
and exact merchanising infor- 
mation. Our advice is based 
on long experience in intro- 


ducing and developing almost. 


every conceivable kind of 
' goods into the richest ard 
most populous portions of this 
country. 


Trade investigations, dis- 
tribution and sales methods 
and advertising campaigns 
are planned and executed by 
experienced men, fully con- 
versant with all general and 
local conditions. 


We should like to confer 
with you in regard to extend- 
ing the sale of your product 
into any part of the United 
States. If you already are 
considering such a step, our 
suggestions may save you 
from costly experiments. 


A request for information or preliminary advice 
involves no obligation. We shall be glad to send 
you a list of our British and American clients. 


Collin Armstrong, Inc. 
Advertising and Sales Service 
1463 Broadway at 42nd St. 

New York 
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RAILWAY STATION ADVERTISING 
GH DH GS 


Some Remarks on the Importance of Uniformity in Style. 


, 


THE VERY untidy appearance presented 
by the walls of many of our railway stations, 
owing to advertisements of all sorts, sizes, 
and descriptions being put up in hiugledy- 
piggledv fashion, has more than once been 
referred to in these pages. Some years ago 
we devoted an illustrated article to showing 
how greatly the appearance of the Underground 
Railway platforms in London had been im- 
proved bv the adoption of a uniform style 
of advertising announcements, and by tlie 
arrangement of all these announcements on 
one line, rather than by putting them up 


anyhow. Instead of chaos there resulted 
order, and the advertisements themselves 


gained greatly in value. In June, 1914, a 
similar work on the North-Eastern Railway 
was described in these pages, and the illus- 
trations showed how successful it was. A 
booklet on the subject, lately issued by Mr. 
E. M. Horsley, Trade Advertising Agent of 
the North-Eastern Railway Co., demonstrates 
still further how systematic and well thought 
out is the plan adopted by him for the securing 
of orderliness for the walls of the stations on 
that system, and how very successful is the 
result achieved. Not only do the stations 
gain greatly in appearance but, here again, 
the advertisements are displayed to better 
advantage. 

The publication of the booklet is partic- 
ularly appropriate at the present time, 
when the nationalisation of the railways has 
been made one of the planks of the Coalition 
platform, and if that nationalisation is carricd 
through, and the railways of the entire country 
thus come under one control, it is to be hoped 
that a uniform system of orderly arrangement 
of advertisements may be adopted. If it is, 
a better system than that introduced by Mr. 
Horsley can hardly be chosen, alike for 
the sake of the stations and of the adver- 
tisers. 

We do not at all share in the belief that if 
the railwavs are taken over by the State 
advertisements thereon will be abolished. 
That used to be one of the arguments put 
forward in favour of the project, and the 
example of the Prussian State Railways, 
which had no advertisements thereon, was 
quoted as one to be followed. Our Govern- 
ment are much wiser than that, and they will 
want all the revenue they can get. Also 
well-framed, well-arranged advertisements do 
much to ensure a bright and pleasant appear- 
ance to the platforms. 

As of interest to advertising men generally 
and a guide to other railway companies 
which have not vet put their house in order, 
we may quote a few of the regulations enforced 
by the North Eastern Railway, which, bv the 
way, is the third largest railway company in 
Great, Britain. They include the following : 


* Uniformity of design and definite scheme to 
be observed for cach station or portion thereof, 
in harmony with the architectural features. 
Traffic and trade advertisements to occupy 
separate portions of a station wall when 
possible ; the separate portions to be specially 
allotted in each instance, with a suitable space 
between the two. Waiting shed exteriors, when 
made of wood, to bear trade advertisements, 
provided the latter are neatly arranged and 
balanced. Waiting room interiors to be 
utilised for traffic and trade advertisements, 
provided thev are neatly framed and harmonise 
one with another as regards size and general 
appearance. No booking hall interior is to be 
utilised for trade advertisements, except 
where it also forms a waiting room. No 
advertisement to be fixed within six feet of 
a station name-board. No advertisement to 
be fixed within three feet of a clock. No 
station front to be occupied by trade adver- 
tisements except on boards matching those 
which may be fixed there for traffic purposes. 
Framed boards to carry eight-sheet posters 
to be arranged on the station walls in * picture 
gallery ° form." 

Further, it is provided that all boards are 
to be in the company’s standard colours, and 
fixed in regular sizes and at regular intervals 
along the walls clear of trade plates, for which 
special provision is made. 

Show-cases for platforms, uniform in size 
and design, are also insisted upon by the 
management of the company, and they must 
be placed at regular intervals. Even news- 
paper bill boards have to conforn. to the 
company's requirements. 

It must not, however, be assumed that. all 
the company have done has been to rearrange 
the advertising space so as to give a good show 
and orderly appearance to the advertisements. 
The company have gone further. They are 
offering in the travelling exhibit, the standard- 
ised eight sheets and other schemes such 
advertising as has not hitherto been available 
at railway stations. They are alwavs ready 
also to consider any suggestions, outside their 
own schemes, from advertisers who desire 
something original provided it is in good 
taste. 

If any of our readers want to see for them- 
selves how satisfactory is the result achieved 
by these regulations they have only to studv 
the admirably produced booklet to which 
we have referred. It is called ** Railway 
Station Advertising Opportunities in a Flou- 
rishing District." It is clear that all thesc 
regulations greatly enhance the value of the 
advertisements and their good appearance, 
and are therefore in the interests of the 
advertisers as well as of the pleasant and 
attraetive appearance of the railway stations 
themselves. 
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AV only essa; 
by V.S Crawford 


Ne. 8. l January, 1919. 


HE new year is full of problems for all of us. Not alone has 

. the nation its plans of reconstruction and reorganization to 
consider. Every individual business has its problems, and there is 
little in the way of precedent to afford guidance in the unique 
circumstances in which we find ourselves. 


The nation is calling to its aid expert counsellors in every branch 
of political and commercial activity. Manufacturers must solve 
their problems in the same way. One of those problems is that 
which includes the selling organization, the building up of goodwill, 
and the development of trade. 


What force will solve this problem > All past experience and all 
present knowledge point to advertising. By its aid tremendous 
results are brought to pass. But there is one vital reservation which 
should never be overlooked, namely, that advertising, to be successful, 
must be competently handled. Mr. Bonar Law’s counsel is worth 


remembering :— 


“If you are to get publicity, you must have 
to direct it some one who understands it." 


The part we are playing in this penod of industrial reorganization 
is that of directing the publicity and solving the problem of trade 
building and expansion for manufacturers and industrial concerns. 


W. S. CRAWFORD Lid. p*í. 


Advertisers’ Agents and Consultants 


Craven House, Kingsway, W.C.2 
Telepione - hegent 5069 
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SUBSCRIBERS’ 


ADVERTISING 


Edu 


In this section we review each month the Advertisements 
and Advertising Literature, and answer the questions 
pertaining to their advertising, sent by our Subscribers, 


free of charge. 


our opinion upon any advertising matter. 


Subscribers are cordially invited to ask 


Replies and 


reviews will be dealt with under assumed names if desired. 


THE BIRMINGHAM SMALL ARMS CO. 
forward us three examples of a series of 
advertisements they are running to make 
known their B.S.A. Twist Drills, through the 
medium of the engineering papers. Of 
one of these we give an illustration, and the 
other two are very much like it. The ad- 


Drills for 


acquaint clients and prospective clients 
with the advantages of publicity through 
the medium of their service. This pro- 
paganda matter should carry conviction. 
MESSRS. McCONNELL'S ADVERTISING 
SERVICE, Dublin, forward us some exam- 
ples of their work, the feature of it being the 
use Of Celtic art for decorative purposes, 
thereby giving to the articles advertised 
the desired Irish individuality. The 


raent Purpose 


hat anl! epood up the building of more chips 
và sme, corre aii sese imiin 
»^ nla$ epermtee represents in the eggrepet 
& Cul svind of eme m the shapyerd SSA XT 
vee! Tw Dnie heve achieved e e greet repstetice for 
(ew cortng emd long weenng «eshtes Fer cli 
ve ork here ne a M the e 1mos velue end 
sused by tool falere means serves lom. the seres 


McConftell Service has specialised in this 
form of ornament, and the result is dis- 
tinctly happy, for this style of treatment is 
very decorative and lends itself to such 
use. This is especially the case when the 
designs are reproduced in colours as in the 


let way ss to use BSA Tons Dniie 


"€. P" wRILLS 


Mae erie 


ace 


A FINE SPECIMEN OF 
ENGINEERS' ADVERTISING 


vertisements present a distinctly attractive 
appearance and are a vast improvement 


on much of the advertising by engineering : 


firms which one sees in the technical Press. 
The type is clear, and the little illustrations 
are dainty examples of pen drawing. 

THE GOLDBERG ADVERTISING AGENCY, 
Wellington, New Zealand, send us a folder 
and a booklet which they have issued to 


In our last issue we observed, apropos of the 
illustrations of the Erasmic advertisements, 
that “it will be interesting to note to whom 
the advertisers will next turn if they continue 
to endeavour to obtain distinctive pictorial 
representation for their speciality.” In reply 
to this remark, Mr. E. J. Richards, the 
advertising manager of Erasmic soap, writes 
as follows: ‘* We have recently placed com- 
missions with three well-known artists, two 
of whom have not done any work for us 
before, and the other not for many vears. 
The sketches will be something different from 
what we have hitherto used.” 


BURTON, GRIFFITHS & co. Ltd., 77 London, 


examples forwarded to us. One of them was 
executed from the original Celtic bv the 
late Mr. James McConnell, who achieved 
a great reputation in the production of 
such designs in Celtic ornamentation and 
illuminating work. There is scope for the 
wide development of this style of decora- 
tion in the advertising of essentially Irish 
commodities. 

MESSRS. KENNY'S ADVERTISING 
AGENCY, Dublin, send us a copy of a 
folder they have prepared for the Ovelle 
Spice Co., Newry. Opened to its full extent 
the folder measures 124 by 8j inches, and 
it relates to a bonus offer to spice dealers. 
The case is lucidly set forth and neatly 
printed in red and black on a glazed paper. 
A feature of it is the list of ninety papers 
in which the Ovelle advertisements were 
to appear, with the dealer's name as agent. 
The striking statement on the folder, when 
closed, should command perusal for it. 


Dr. Allinson, whose name became so widely 
known in connection with the bread called 


after him, died recently, and there 


away in him a great believer in the power of 
publicity. The death also occurred lately of 
another extensive advertiser in the person of 
Mr. Moses Woolland, one of the partners in the 
great firm of Messrs. Woolland, of Knightsbridge. 


The accounts of the Lady’s Pictorial and 
Sporting and Dramatic Publishing Co. for the 
year ended September 30th last showed a profit 
of £379, against a loss of £3,520 for the previous 
year. The amount at debit was reduced to 
£3,985. 
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THE ASSOCIATED NEWSPAPERS 
CED AOE 


A GREAT gathering took place on Dec. 8th 
at the London Rifle Brigade Drill Hall, Bunhill 
Row, E.C., when Lord Northcliffe and the 
editorial, commercial, advertising, mechanical 
and distributing staffs of The Daily Mail, The 
Evening News and The Weckly Dispatch enter- 
tained the presidents and secretaries of the 
trade unions connected with the printing 
trade. "The company altogether numbered 
about 1,600, Lord Northcliffe presiding: 

Referring to the fact that more than half 
of the male staff had joined the Forces, Lord 
Northcliffe said : 

" Every man of our old staff who returns is 
given the same place, or a better place than 
that he left, and those who came to us as 
substitutes during the war have the next 
claim. Those who come back maimed and 
unable to follow their old occupations have a 
right to a fund which we have established—as 
hav c others who have special needs. 

* I am very proud also of the work of our 
civilians. 
Sutton, one of our directors, who is here, is the 
man responsible for the wonderful publicity 
and Organisation of the National War Savings, 
which has resulted in the sale of nearly 
£1,400,000,000 of war bonds. He is the in- 
ventor of all these various ** Feed the Guns " 


schemes and Tank Weeks. Others of our 


Mv long-time friend, Mr. George | 


staff whose services have been utilised by the 
Government are Sir Andrew Caird, in America 
and also in the Ministry of Munitions ; Mr. 
Wareham Smith at the Admiralty and Ministry 
of Pensions; Mr. W. G. Fish and Mr. C. D. 
Sandeman at the Coal Controller’s Department, 
and many others whose particular training 
and knowledge have made them of extreme 
use to the Propaganda Department. 

“ I do not believe that it is difficult to main- 
tain warm, friendly relations in big under- 
takings. 

* One rule I have, and that is to read 
personally every letter received from the 
workers, the understanding being that the 
workers do not write making frivolous sugges- 
tions, which, as a matter of fact, they never do ; 
also to see personally and at once any worker 
who has any suggestion or complaint to make." 


Mr. Grantham Robinson, formerly on the 
staff of this paper, has joined Messrs. Lever 
Bros. as assistant manager at their works at 
Ashton-under-Leigh. He has been lucky 
enough to be placed under his father, Mr. 
Young Robinson. Mr. Grantham Robinson 
was in the Army in the early days of the 
war, but was invalided out. Later he rejoined 
and after a while was again invalided 
out. 


ADVERTISERS 
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PAPER 


REQUIRING 


OF ANY 
DESCRIPTION: 


ART PAPER & BOARDS - NEWS 
M.G. POSTER 


DUPLEX PAPERS . 
CREAM LAIDS >» 
TICKET CARDS : 


S.C. 
CHROMOS 
MANILLAS 


CIGARETTE PAPER 
TOBACCO PAPERS 
BOARDS OF ALL KINDS 


CARTRIDGE - 


Won 


EIC. ETC. 


Should apply, giving fullest particulars as to amount, 
quality, weight, size, etc., to Messrs. 


FENNER, BROOKES & CO., 


8, MILES LANE, 
KING WILLIAM STREET, E.C.4. 
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| ITEMS OF INTEREST 
ELLEN 


Sir Herbert Morgan, of Messrs. W. H. 
Smith & Son. has been co-opted as a member 
of the Council of Malvern College. 


Mr. Chas. F. Johnson has resigned his 
position as advertising manager of the Enfield 
Cycle Co., Redditch, and is taking up a similar 
position with the Swift Cycle Co., Coventry. 


Mr. H. Ewart Popham has been appointed 
London manager of The Nottingham Guardian, 
Nottingham Evening Post, and allied papers, 
and will carry on at the old address, 59, Fleet 
Street. Mr. Popham is well known in adver- 
tising circles, and was founder and original 
secretarv of the Nottingham Progress Club. 


Messrs. Baron Hartley, Ltd., advertising 
agents, have lately removed from Portugal 
Street to 81, Shaftesbury Avenue. 


Miss Estelle Stead, who has edited The 
Review of Reviews since 1916, has now under- 
taken the business management of Stead's 
Publishing House, at Bank Buildings, Kings- 
wav, W.C. She will continue to edit the 
review founded by her father, and will also 
retain the editorship of ^" Books for the 
Bairns." d 


The will has been proved at £85,572 of Mr. 
Horace Aubrey Cox, formerly the chief pro- 
prietor of The Queen, The Field, and other 
papers. Another will lately proved was that 
of Mr. Francis J. Fry, a director of Messrs. J. S. 
Fry & Sons, chocolate manufacturers, Bristol. 
He left, * so far as can be at present ascer- 
tained," £500.000. 


Mr. J. Wallace Black, a well-known adver- 
tiser in North and South Shields, has been 
placed on the Commission of the Peace for the 
borough of Tynemouth. Mr. Black is an 
' expert in the art of publicity, and during the 
war has done much good work in helping 
schemes for raising monev for the Government 
and for other good causes. We offer our con- 
gratulations on this recognition of Mr. Black's 
services. ` 


The will has been proved at £916,672 of 
Mr. Thomas Dence, proprietor of Messrs. 
Brand & Co., manufacturers of sauce and 
invalid foods. Mr. Dence was also chairman 
of the Linoleum Manufacturing Co., and 
Argylls, Ltd., and a director of the Hovis 
Brcad Flour Co. 


Mr. Robert Thornberry has resigned his 
position as advertisement manager of The 
Christian World, after eighteen years, and 
has taken up a position under the direction of 
Sir Charles Starmer, as London manager of 
The Birmingham Gazette, The Evening Despatch, 
The Sports Argus, and The Weekly Mercury. 
Mr. Thornberry is one of the original members 
of the Aldwych Club, and a founder and oflicer 
of the Aldwych Club Ledge. Just rece ntlv he 


resigned the post of Assistant Chief Organiser 
of the Paper Control, Buckingham Gate. 
He is a member of the Incorporated Society 
of Advertisement Managers of the London and 
Provincial Press, and well known in London 
Masonic circles. Mr. Thornberry fills the 
position of County Councillor of the Croydon 
Borough, being Chairman of the Allotment 
Committee, and a member of the Tramways, 
Roads, and other Committees of the same 
borough. 


With a view to rendering still better service 
to their engineering clients, Messrs. Greenlv's, 
Ltd., have secured the assistance of Mr. S. M. 
Hills, who has resigned his position in the 
sales department,of the West Ham Corpora- 
tion Electric Supply to join Messrs. Greenly's 
staff. Mr. Hills obtained his technical training 
and diploma in electrical engineering at the 
Northampton Institute, and his practical 
training with the British Westinghouse Com- 
pany and the Mersey Electric Railway. Since 
then he has been more particularly identified 
with the publicity side of engineering in 
the U.S.A., Australia, New Zealand, Japan, 
Ceylon, and  elsewhere—experience which 
should be of considerable value in planning 
export campaigns. 


Messrs. Hazell, Watson & Viney, Ltd., 
have issued a special Armistice number of 
their house organ * With the Colours." The 
chief feature was the section devoted to a 
record of the employés of the firm who had 
been killed or wounded in the war. This was 
illustrated by portraits. ‘ With the Colours " 
is a very attractive publication. 


Mr. James Fairhurst has relinquished his 
position as chief of the London office of The 
Freeman's Journal, Ltd., advertisiny depart- 
ment, after a service of over twenty-five years, 
and is being succeeded by Mr. Leo F. Kenny 
from the head office advertising staff in 
Dublin. Mr. Fairhurst will be retained for a 
time in a consultative capacity. Mr. W. J. 
Swords, who has been connected with Messrs. 
McConnell’s Advertising Service for some time, 
has received an appointment on the adver- 
tising staff of The Freeman’s Journal, Dublin, 
and takes up his duties early in January. 


The annual general meeting of the Fleet 
Street Club was held December 18th. It was 
decided to hold the usual Bohemian concerts, 
dinners, whist drives, etc., during 1919, as 
these gatherings were always a feature of the 
club in pre-war days. The election of officers 
resulted as follows : President, Mr. A. Harold 
Paine ; Vice-President, Mr. F. A. IHardy ; 
Hon. Solicitor, Mr. G. A. Baker ; Hon. Auditors, 
Mr. J. M. Ellworthy, and Mr. Cyril Barney ; 
Hon. Secretary and Treasurer, Mr. Thomas 
C. Walters; Committee, Messrs. J. Baxter, 
M. Blythe, S. G. Coram, A. Drew, E. Folkes, 
B. Fuller, S Perrin, and G. Rawscn. 
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FIGURES that Speak. — 


REA 


Actual figures of Newspaper circulation carry . 
infinitely more conviction than mere general state- 
ments. Those here given represent the NETT 
SALES from week to week of the Weekly Mail 
and Record. They show an.increase over the 


period specified of 30,348 COPIES PER WEEK. 


D these 


WEEKLY MAIL & RECORD 


N umb 23 Sold 


, Cc r" "T 


The sustained progress of SCOTLAND'S POPULAR 
WEEKLY is a proof of the growing favour in 
which the paper is held throughout the wide con 
stituency in which it circulates. No other Weekly 
Newspaper printed in Scotland can offer such 
advantages as an advertising medium that are 
presented by the Weekly Mail and Record. 


Head Offices—Renfield Lane and Union. Street, Glasgow. 


LONDON—65 FLEET STREET. E.C. 4. 
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XMAS GREETINGS AND SOUVENIRS 
UTILI 


FROM VARIOUS quarters we have received 
Christmas greetings, souvenirs, and the like, 
many of the former having as their inspiration 
the happy reflection that. we are now once more 
virtually at peace after four Yuletide seasons 
spent under war conditions. ‘To the donors of 
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MR. PUNCH IN GOOD HUMOUR 


these welcome greetings we tender our hearty 
thanks, and wish them all good things in the 
coming year. 


'The Christmas card issued from the advertise- 
ment department of Punch is a peace portrait 
of Mr. Punch himself, and the expression on 
the old gentleman's face in this new portrait 
conveys without words the changed conditions 
brought about bv the wonderful and satis- 


factory end of the war. Mr. Punch always 
was a cheery old soul, but in this portrait 
he is cheerier than ever. Good reason, he 
has to be cheery. Not only is the world 
at peace once more, but throughout the 
war he has been able to make in excess of 
100,000 personal calls every week, has always 
had more advertising offered for each issue 
during the war than he could print, and has 
been able to maintain a full-size paper, except 
for two issues. The advance booking for 1919 
has already been mentioned by us, and 1919 
does not end the story. There are .already 
considerably over 250 pages of high-class 
advertising booked up on specific dates for 
1920. Several agents have each booked of 
this amount in 1920 twenty-six pages, and one 
agent has come across with specific orders for 
not less than ninety-five pages in that year. 


From Mr. J. Bernard Palmer, now in 
France, came a greeting, illustrated by himself 
in charming style. 


The Northern Echo sent out a diary and 
calendar in suede leather case, simple, and in 
perfect taste. 


For the New Year. 


ALTHOUGH THE pictorial almanacks and 
similar publications had to be produced under 
war conditions, the work of the leading firms 
of colour and photogravure printers shows no 
signs of any falling off in the standard of 
excellence. It seemed, indeed, that these 
firms had shared in the genera] determination 
of British producers to turn out their work in 
even better stvle than before the war. German 
competitors will find it very hard to surpass 
these products of the printer's skill. 

Messrs. Bemrose, of Derbv, sent us several 
specimens of their achievements in the pro- 
duction of calendars, which are verv beautiful, 
alike in technical excellence in printing and in 
the tasteful nature of the mounts. In choice 
of subject, too, great judgment has been shown, 
and 2 very wide circle of the public will be 
delighted with the selection offered them, the 
more so that the same picture can be had 
in differing sizes and mounts. Particularly 
worthy of note are ‘‘A Sussex Cornfield,” 
* In with the Catch," a very happy rendering 
of early morning effects. * The Deputation,” 
an interior with figures, by A. D. McCormick, 
R.L, and a picture of a munition girl, re- 
markable for the skill with which the dress 
fabric has been reproduced. Very popular, too, 
will be the picture representing H.M.S. Broke 
ramming a German destroyer, a spirited 
painting. 

Messrs. E. T. W. Dennis & Sons, Scar- 
borough, have again produced a number of 
very dainty calendars, with the illustrations 
printed in colour with marked skill. In the 
selection of subjects, great taste has been 
displayed, and the mounts set off the pictures 
most effectively. The passe-partoul calendars, 
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The Railway’ Company have recently so 

re-arranged their space as to enable them 

to offer exceptionally good positions for 

the usual type of Station Advertisements, 
or THEY TAVIS ALSO INTRODUCED A 
IDEAS TO APPOCAL. TO ADVERTISERS “WHO 
RENOIR SOMETIENG OUT Qui pue Camas 

For booklet and further details apply :— 


E. M. HORSLEY, TRADE ADVERTISING AGENT, 
NORTH EASTERN RAILWAY, YORK. 
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for which a patent'has been obtained, are the 
feature of the 1919 output of the firm, and 
these are very pretty. A calendar which opens 
out in the form of a tank will be to many an 
attractive design for an office table, especially 
for men who have served in the land ships. 


THE XMAS 


THE CHRISTMAS numbers of the illustrated 
weeklies made, as usual, a brave show, their 


HOW LOVELY! 


 WILSON'S SOUP FOR THE KAISER 


and 


EDWARDS 
Desiccated So U PS 


FOR THE PEOPLE. 


THE UPPER PORTION OF A “JAPE ' 
ADVERTISEMENT FOR THE XMAS, 
: NUMBER OF "TRUIH" — 


attractive appearance being heightened in 
many cases by the abundant use of coloured 
illustrations. The war was a conspicuous fea- 
ture, naturally enough, in many of them, but 
others gave themselves up frankly to the old 
style of Christmas matter. All of them carried 
a goodly show of advertisements. Clearly 
people have the money to spend. 


The Sphere made a brave show of three 
colour illustrations, admirably reproduced, 
the subjects mostly relating to the war. All 
advertising space was occupied, and no doubt 


From Messrs. Davy Hammond, Alderman- 
bury, E.C., we have received some useful 
calendars for office use, with the dates in 
delightfully bold type, so they can be read 
across a room. The desk calendars include 
some dainty specimens of colour printing. 


NUMBERS 


many more pages could have been similarly 
filled had conditions permitted. 


Country Life resembled a book rather than 
an issue of a weekly paper, so big was it, 
running in all to about 200 pages, of which 
about 124 pages were devoted to advertise- 
ments. The matter was full of attraction for all 
who care for country life, and the illustrations, 
excellent as always, were, as always, excellently 
reproduced. Such a publication as this should 


` be, and no doubt is, of absorbing attrac- 


tion to the educated publie of the United 
States, as well as to those of Great Britain. In 
it the former see one aspect of England at its 
best. 


The Ladies Field, as might be expected, 
was a fine number, and carried a very big 
show of advertisements, for out of a total of 
116 pages, 68 were devoted to the announce- 
ments of advertisers, so many of whom 
always like to be represented in this popular 
production. The cover was a reproduction of 
a painting by one of the Old Masters. Matters 
of topical interest and the fashions formed the 
subjects for the editorial pages. What is known 
as the “ Christmassy " clement was entirely 
lacking. 

Truth’s special Christmas No. supplement 
was again an extremely clever bit of work, 
being entitled ** The I.aily Stunt," a ** take-off ”’ 
of a very popular daily paper. The model 
in style and make-up was very smartly paro- 
died, and the advertisements were caricatured 
in the same happy. vein of humour. Of a part 
of one of the advertisements we give a repro- 
duction. Another, an imaginary testimonial 
to Virol from the ex-Kaiser, was also an 
extremely happy conception. We congratulate 
the writers of ** The Daily Stunt" upon their 
facile wit. 


The Christmas Presents Number of The 
Blackburn Weekly Telegraph, presented a 
very healthy appearance, and proved its 
popularity as an advertising medium. It 
also suggested that the people of that pros- 
perous Lancashire town had plenty of money 
to spend. The paper consisted of sixteen 
pages, six columns to the page, and of these 
thirt v-three columns were devoted to advertise- 
ments. 'The number carried a good show of 
national advertising. 


Rubber Leaves Christmas number, the house 
organ of the London Rubber Co., deserves a 
word of mention by reason of the attractive 
manner in which it was produced. Some 
hints on Christmas advertising for retail shops 
were of practical value. Their 1919 calendar, 
too, will be warmly welcomed. 
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PEACE i A -A- 
PROGRAMME 


OSTILITIES ceased at 11 a.m. on I Ith November, 


1918. From that hour onwards it is not for us to 


sit thinking of the past four years of uncertainty, 
but to be up and active. 


Programmes for extending British. Trade and industry must 
be mapped out now: with fullest energy and determination. 
Every British firm will best advance National and individual 
interests by striving for a great victory in commerce, which 


should be the complement of that already obtained in the 
field. | 


Great possibilities are opened up by improved photographic 
reproductions, either for sele or by way of advertisement 
and adornment of manufactures ; and best of all reproductions 


for all purposes bear the trade name ROTARY. 
Enquiries Large or Small are Welcomed. 


ROTARY PHOTOGRAPHI 
CO. 2: (1917) E LTD. 
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NOTES ON MEDIA : 
E] 1E 


SOME very striking figures concerning the sale 
of The Daily Mail have just been published. 
From this it appears— 
and the fact is vouched 
for by two firms of 
accountants—that the 
average net daily sale 
of the paper for last November was 1,042,045 
copies, as against 1,026,386 for October. In 
the four preceding months the average net sale 
was 8 trifle under the million copies per diem. 


Early in this month The Daily News reverted 
to its old size for its pages. The smaller size 
——— had undoubted advan- 
tages in the conveni- 
ence of handling in 
crowded trains and 
trams, but we think the 
larger pages give to the paper a dignity which is 
not to be ignored even by a democratic paper 
in these very democratic days. 


Tune Victory Number of The Graphic was con- 
spicuous for two very fine pieces of colour work, 
the cover by Septimus 
Scott (the retum to 
wife and children of the 
Roman warrior), and 
the double-page plate, 
* Nemesis," an allegorical picture painted by 
Henrietta Rae. Both were admirable pieces 
of draughtsmanship and dignified concéption, 
while the reproductions were most creditable 
to those concerned. Another interesting fea- 
ture was * The Head of the War Cabinet," 
a photographic study of the Premier. 


Punch's Almanack has becn in great demand 
this year, several reprintings being necessary, 
the total net sale hav- 
ing run to over a 
quarter of a million 
copies at one shilling 
per copy.: This is al- 
most as great a sale as the Almanack ever had 
in pre-war times at sixpence per copy. 

The net sale of Punch is now, and for some 
time has been, greater each week at sixpence 
per copy than it ever was before the war at 
threepence per copy. 


A GLANCE through the December issue of 
The Connoisseur confirms our deep-rooted 
belief in the excellence 
of this publication as 
a medium for the ad- 
vertisements of dealers 
in furniture, old pic- 
tures, silver, glass, china and works of art 
generally. A "better medium could not, we 
believe, be found, and the pages of the maga- 
zine showed that the dealers, too, share that 
conviction, The December issue. earried no 
less than 105 pages of advertisements, and 
these in themselves constituted a most inter- 
esting number, which we are sure were studied 
by readers of the magazine every whit as care- 
fully as were the editorial pares. They con- 
stituted a truly delightful picture galery of 
applied art of the most fascinating kind, three 


"THE DAILY 


MAIL" 


“THE DAILY 


NEWS" 


“THE GRAPHIC” 


*5 


"PUNCH'S 


ALMANACK" 


"THE 


CONNOISSEUR " 


or four firms at least taking two or more pages. 
Some of the advertisements were in colours, 
super-specimens of the art of colour printing, 
and we notice among them advertisements bv 
Messrs. Bemrose, and other printers. The 
Connoisseur, appealing as it does to firms 
requiring their illustrations to be reproduced 
in the very best stvle, is an excellent method of 
reaching such customers. Magazines like The 
Connoisseur, especially this Christmas issue, 
are kept like Looks. 

Blackwood's Magazine always fully holds its 
own among the monthlies, and is vigorous as 
ever, despite the years 
which sit so lightlv 
upon its shoulders. The 
December issue illus- 
trated this fact, for it 
was a most attractive number, full of interest, 
well varied and by no means of that ** heavy `” 
character which many people who don't see 
much of the class monthlies are inclined to 
attribute to them. Blackwood’s writers suc- 
ceed in making their articles thoughtful and 
informative without being oppressive. The 
December issue carried a good show of adver- 
tisements, but not, we feel sure. as much as a 
magazine of its position and circulation would 
allow. Considering that Blackwoods has a 
guaranteed sale of 20,100 per month, it clearlv 
constitutes a most valuable medium for the 
advertising of high-class goods. A public that 
pays half a crown: for a monthly magazine can 
certainly afford to buy fairly high-priced articles. 
Mr. Edward J. Burrow, who has been con- 
ducting the business of The Car and Aviation 
during three vears of 
the war period, has 
appointed Mr. John 
Warburton, late ad- 
vertisement manager of 
The Daily Graphic and formerly of The Times 
staff, general manager and director of advere 
tising of The Car. As from the beginning of 
January, The Car will revert to the original 
position which its founder—-Lord Montagu of 
Beaulieu—designed for it. That is, it will be 
a society paper for society people with motor- 
ing tastes. This, coupled with the reputation 
of the paper as the official organ of the Roval 
Automobile Club, should ensure it a successful 
future. 


As a de luxe publication devoted to the fine 
arts, The Burlington Magazine is a most 
—— attractive publication 
for all those who col- 
lect or make a study 
of objets dart. The 
wholly admirable man- 
ner in which The Burlington is produced 
enables. illustrations of pietures, furniture, old 
silver, china and other articles to be presented 
in a manner that does justice to the originals, 
so that the reproductions are themselves things 
of beauty. Colour is used for both editorial 
matter and advertisements, and the subjects 
treated of cover a wide range in most charming 
manner. 


"BLACKWOOD'S 
MAGAZINE " 


"THE CAR AND 
AVIATION ” 


"THE BURLINGTON 
MAGAZINE "’ 
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THE BRITISH ELECTRKAL S 
j FEDERATION LTO. gag 


250, 029, CSO Passengers Carried 
Annually on Our Tram & "Bus Systems 


ihe THE Advertising Com- 
mittee of the British 
Electrical Federation have 
only a very limited number 
of unlet spaces on the 
various Tramway Systems 
Merthyr they control. 


Barrow 
Birmingham 
and District 
Dudiey and 
District 
Gateshead 
Gravesend 
Greenock 
Jarrow 
Kidderminster 


Middieton 


For particulars of same write to 


Mumbles 
Oldham 
Peterborough 
Rothesay 
South Staffe 
Swansea 
Taunton 
Tynemouth 
Weston:supers 
are 
Wolverhampton 
and Di trict 
Wrexham 
Yorkshire 


J. PEACE, Advertisement Manager, 


THE BRITISH ELECTRICAL FEDERATION, Ltd. 
1 KINGSWAY, LONDON, W.C.2 


RE you a member of the 
L confraternity of all-alive, 
get-a-move-on business men ? 
Then give the sign !—so that 
everyone may be quite sure 
youare not one of the wait-and- 
see, down-and-out brigade. 


The sign to give isan Oldham 
sign, always a sure and certain 
sign of vitality. We can de- 
sign and make one to fit you 
and your business to a nicety : 


one that will impress upon 
your possible customers what 
you want them to feel about 
you at the first glance. 


We can give you a sign that 
will be an introduction to 
business and that will be re- 
garded as a guarantee of your 
enterprise and "' live" business 
spirit. 

Why not let ushavea chance of 
proving our usefulness to you ? 
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SIGNS TO COVER ALI. YOUR NEEDS MADE AND FIXED BY OLDHAM, LEEDS. 
J- OLDHAM (with which is incorporated Gawthorp's, Lid.), Sign Advertising Specialist, Fco! of York Road, LEF DS. 
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Wr. Chairman and Gentlemen! 


SOCIETY OF MOTOR ADVERTISING MANAGERS 


Trade Exhibitions as a Means of Advertising 


THE THIRD meeting of this session of the 
S.M.A.M. was held on December 6th at the 
Frascati Restaurant, when Mr. C. F. Rymer, 
of Liverpool, gave an address on “ Trade 
Exhibitions Abroad." 

The president, Mr. Delacour, presided. 

Mr. C. F. Rymer said their selling policy 
must be "''fair," generous, quiet and vet 
strong. But he did not want to ruffle the 
fcelings of people abroad and give them the 
impression that because Great Britain had 
taken such a great part in the suceess of the 
war thev wanted to be “cock of the walk." 

Thev had a great deal to learn as to adver-i 
tising in foreign lands, and one thing was the 
necessity of having afl price lists, catalogues 
and. descriptive literature printed in the 
language and currency of the country in which 
they exhibited, or better still, in the languages 
of all the countries whieh are likely to be 
represented. Britishers had still a Jot to 
learn from American advertisers, British 
catalogues were too full of beautiful pictures, 
and that was where they had got to alter their 
methods. Particularly would that be necessary 
when they were trying to enter a foreign 
market where sympathy was not in their 
favour, They must also be in a position to 
give a price free on quay, not Liverpool or 
London, but wherever the customer wanted 
it in his own country. 

Then, in connection with exhibits abroad, 


they needed to send a most clever salesman 
and a practical demonstrator, The man must 
be able to talk not only the language of the 
country, but the language of the * man in 
the street ” of the country to which he went. 

The descriptive literature would have to 
show not only the commodity and the finer 
technical points, but also the conditions under 
which the employés worked and lived. The 
advertiser would have to make a point of the 
facilities he had given to his employés of, 
working in ideal conditions. But the literature, 
whilst being technical, must be readable. 
The most technical subject could be clothed 
in reasonable language without great effort. 

Any breakaway from standard | practice 
must be fully explained. Something out of 
the common, something that did not follow 
standard practice ought to be illustrated by 
a diagram or by questions aud answers, 

The people sent out to the foreign exhibition 
should not be frequenters of the nearest. bar, 
but should study the psychology of questions 
that were asked, and obtain new points of 
view. The salesman should not only be a 
salesman, but a student of human nature. 

After the exhibition, which was only the 
beginning of propaganda, the representative 
should be ready to follow up all the inquiries 
that emanated from the show. 

Finally, they must. be careful. that. the 
British regard for stability was maintained. 


THE ALDWYCH CLUB 


The Boys’ Welfare Movement 


SO MUCH was the address of the Rev. Robert 
R. Hyde appreciated when he spoke to the 
members of the Aldwyeh Club a few months 
ago that he was asked to speak to them again, 
and this he did on November 26th, when his 
subject. was ** The Boys" Welfare Movement." 
His point was the importance of taking an 
interest in lads in the great factories, especially 
just as they were starting their new work. The 
chair was taken bv Mr. H. Thomson Clark, and 
the vote of thanks was proposed by Mr. C. 
Mason. 


Dr. Addison and Reconstruction 


LORD LEVERHULME and the Rt. Hon. C. 
Addison, M.P., had some interesting things to 
say at the lunch at the Connaught Rooms on 
December 11th. when the Minister of Recon- 
struction gave an address on the reconstruction 
problems to be faced now that the war is over. 
Neither gentleman touched on advertising 
questions. 

Lord Leverhulme presided and was sup- 
ported on his right by Dr. Addison and on the 
left by Sir Herbert Morgan. Others present 
included Sir Theodore Chambers, Sir H. Dalziel, 


and 


Mr. Howard Deighton, Under-Sheriff. 
There was a large muster. 

Dr. Addison, in the course of his address, 
assured the meeting that as one responsible for 
the institution of permits and licences he had 
resolved as soon as possible to remove all the 
intricacies of the permits and licences that had 
grown up during the war and to bring about 
more liberty. They must, he said, encourage 
the policy of self-help in the future. Both 
these statements were warmly applauded. 

The thanks of the gathering to Dr. Addison 
were conveyed by Sir Henry Dalziel, who took 
the chair during the latter part of the proceed- 
ings, as Lord Leverhulme had to go away to 
keep another appointment. 


On January Ist Mr. C. G. Quetton, A.C.G I.. 
will join the staff of Messrs, Greenlv's, Ltd. 
Mr. Quetton has had considerable experience 
as advertising manager to various firms in 
England and the U.S.A. He recently re- 
turned from an important post in Russia, 
where for three vears he was engaged in organ- 


ising publicity and business propaganda 
campaigns on behalf of a large combine of 
British manufacturing firms. . 


No. 4620 


second-hand Office Furniture in London, and can 
give immed ate delivery from Stock of everything 
required in office furnishing. 

Please call and see us, or write for Price Lists. 
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—— “What a Lot of Paper — 

— is coming over Now!" = 

* Yes! The newspapersare be- | ought to spend more time in 


ginning to look forward to a 
resumption of normal conditions. 
Some, ] see, are putting on 
extra columns. It's time we 
settled our appropriation. Nine- 
teen hundred and nineteen is on 
the doorstep, loaded up with 
opportunities." 


* Settling the appropriation is 
more easily done than getting 
out the right kind of copy. We 


ERES 


Oak Type 
Table with 
flap, 42 in. by 
18 in. by 26 in. 
Four drawers 
and pull-out 
slide. As 
illustrated. 

We hold the 


larg gest and fine st 
stc ck of new and 


'Phone: City 1473. 


o——,— ————— —— ————— "X————. JJ—————— 


Quis IRL. 


15 Su-Tall Corner, Fore St., London, E.C. 


CHARLES POOL & CO., Ltd. 


180, 181 FLEET STREET, LONDON, E.C.4 


Telegrams : 


preparing our advertising cam- 
paigns—yet how can we? To © 
tackle the business organisation 
is as much as we can manage." 


« Well, why not ask Pool's to 
prepare us a scheme— you know, 
the people who sent us those 
stories of successful advertising 
campaigns. They're on the 
‘phone. Say, girl ring up 


City 1473." 


LADY-COPYWRITER 
WANTED 


Applicants are asked to submit 
proofs of work done and to give 
full particulars of previous 
engagements; also to state 
salary required. Good pros- 
pects offered to person able to 
write sensible copy in good 
English, :and to prepare own 
rough lay-outs for setting. 


“ Advexero, London.” 


Initiative, some practical 
knowledge, and common 
sense, are three essential 
qualities for which we offer 
very fair remuneration. 


P. C. BURTON & Co., tr. 
34 NORFOLK ST., STRAND, W.C.2 
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ADVERTISING PROSPECTS IN 


[wj ALL 


A Belgian correspondent who has just 
returncd from a tour through his native land, 
and has looked into the condition of the 
country with special reference to advertising, 
writes us as follows : “ Almost any article is 
wanted, not onlv during the reconstruction 
period, but always. The exclusion of the 
German trade, and the destruction of Belgian 
preduction plants have made immediate im- 
port imperative, and ] understand that it will 
not be long before railway conditions will 
permit imports. What mostly will interest the 
readers of Tne ADVERTISING WorLD is the 
condition of the Brussels press, and of the 
papers of important centres. To give adver- 
tising orders to Belgian papers with the 
knowledge of ** what they were " in 1914 is-— 
in some cases—like trusting vour monev in a 
bank on the evc of bankruptev. Indeed, 
some old favourites have lost all credit, and 
some newcomers are in big demand. Only a 
person following closely the everyday changes 
in the Belgian press will be in a position to give 
useful hints to prospective importers and their 
advertisement advisers. On the other hand, 
advertising i is more productive now in Belgium 
—owing to the actual conditions—than it has 
ever been, and I should most decidedly advise 
the British trade to give orders accordingly 


iuum BELGIUM winnie 


to Belgian advertising agents or to British 
agencies having à man on the spot. Adver- 
tising ought to be done both in French and 
Flemish papers, and catalogues and folders 
ought, in order to be productive, to be printed 
in the two national languages. I shall be 
pleased to give the readers of THE ADVER- 
TISING WonLp more extensive information 
about the points to consider when starting 
advertising in Belgium." 


The will has been proved at £65,700 of 
Mr. James Pascall, of Croydon, wholesale 
confectioner. 


Mr. H. W. Morris-Pugh, in addition to 
occupying the position of advertisement 
manager of The Pall Mall Gazette, has taken 
over control of the advertising departments of 
Reynolds's Newspaper and The Sunday Evening 
Telegram as from December 31st. * 


Speaking at the annual general meeting of 
the Amalgamated Press, Mr. G. A. Sutton, 
chairman, said the financial position of the 
company was far stronger than at any time 
in its history. They looked forward with con- 
fidence to a great increase in advertising 
revenue. 


Advertisers, their managers, and 
Surprised at its weekly range and usefulness, It pi 


is the most wisely spent Specimen free:fiom 14, Cri 


Booklet Writing 


I specialise in this branch of copy work 
and write for any proposition. If you 
want carrying matter | can supply it 


(including almanac information and 

forecasts) and when required | write 

up from interview. I am well read 

in medicine and modern science. 
For estimates please write 


‘* Booklet," c/o The Advertising World 


æ- 


704 pages 


"The cheapest. best and handiest Railway. NEM. 
< published. ‘The best advertisement: met ium. of. its. 
s J kind extant, Send for copy. 


their azents, who do not yet subscribe to THE NEWSPAPER WORLD v 
intg a clear hincer to the progre iblicat:ion 


) yl t tid which I ney 
ss Street. Finsbury, E.C.2 Annual subscription 10/- [ADY ] 
LI 
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LEARN TO WRITE 


ADVERTISEMENTS 
AND EARN £5 PER WEEK 


Write for particulars to the Secr:tary, Dept. 3 
_ DIXON INSTITUTE OF ADVERTISING 
195 OXFORD STREET, LONDON, W.1 


x HERR HH N 


STMT mn 


^ AND RED RAIL-GUIDE (ABC 
FITS THE POCKET w SIZE , 


Nee an 


eral Offices : Hampden House, 8 


' 
* 


December, 1918 


yg PDITOR & PUBLISHER, § 


Eu e ^ PUES 


eui ow 


Covers completely the news of the newspaper 
and advertising fields of America. Special 
correspondents at London, Paris, Rome and 
all parts of the world. Leading trade journal 
for newspaper makers and advertisers. Widely 
designated as '' A Publication of Character." 


Weekly 40 to 52 pages. 
Foreign subscriptions - — 17[- per year. 


1117 - WORLD BUILDING : NEW YORK 


ONLY G RULES AND 29 CHARACTERS 
Why wot give half an hour per evening at your own fireside to 
the study of this simplest of ali systems of Shorthand ? 
COMPLETE THEORY LEARNED IN 34 HOURS. 
Send 2d. stamps for specimen lesson to— 
DUTTON’S COLLEGE (Desk D.1. SKEGNESS. 


8X Blocks enable you to ; 
three colour. Good 


Good HalFtones- D Y T TS 


black & colour. Good Designs. 
Blocks & Artist Wood done well mean satisfaction to your f 
customer and to you. , Send us your next order. 


GARRATT & ATKINSON, Blockmakers, EALING Zaocbe*' | 
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IHE 
Lonz Eaton 


Advertiser 
and Stapleford and Sandiacre 
Weekly News . . . 


Price Three Halfpence. 


E Es only medium for 
results in this prosper- 
ous, progressive and 
ever-growing district. 

CIRCULATES IN EVERY HOME. 

15,000 


READER S. 
Advertisement Revenue 
has trebled in 1918. 
Trade Advertisements 
Is. 3d. per inch for series. 
Copy received up to 6 
p.m. Thursday night. 


Every Friday. 


Telegrams : Advertiser, Long Eaton. 
Telephones: 140 and 41 Long Eaton. 
Chief Offices: 20, High St. Long Eaton. 


€099090090000000000000000000000000000000000000000000000000000000000000000000000000000900 
€90909090009000000000900090000009090000000000000000000000000000900000000000000000009000000000 
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The A.W. Professional Bureau 


This Bureau will furnish employers (free of charge) with full particulars of the 
qualifications and experience of suitable men or women for any position they 


have vacant. 
Address for Letters : 


The “ A.W.” Professional Bureau, Sardinia House, Kingsway, W.C. 2. Telephone: HOLBORN 2269. 
IAM ———————————————À 


See p. 252 for Bureau. 


SITUATIONS WANTED 


Advertisement Manager B 66 
desires to negotiate with principals who want 
a capable practical man with wide experience, 
with a view to taking up a similar position, 
entire management. Experience covers Whole- 
sale Manufacturing, Advertisement Agency, 
Multiple Store, etc. Age 38. Salary, £500. 


H WELL-KNOWN 


5 Advertising Agent 


is prepared to give 


+ personal service to : 
TE one or two new Lr 
P accounts for post. E 
UD war preparation i 


:: Write '*Adsuccess'" Box :: 
:: ADVERTISING WORLD :: 


LANNEIII *****0606060606060609660c6060000000606060060626250 
**9*9090650099*72*92222929424*50929299 . 


"2999€ ee 


dian € Colonial 
A dyert sing Em 


knowledzs of Markets and 60 years’ expscienco. 
WRITS FOR PARTICULARS. 
D. J. KEYMER & CO, 
B :JHITEFRIARS STREET, LONDON 
Telephone No.: 5310 Holbora. 


ADVERTISINO 
COUNSEL 


For Our Sailors. 


The Committee of the ** Newspapers for the 
Fleet," whose oflices are at 97, Cannon Street, 
E.C.4, make an earnest appeal for a regular 
supply of newspapers, books, magazines, etc., 
for the sailors in our Fleets at sea, or for funds 
to enable such supplv to be acquired. Our 
sailors, who do us such an inestimable service, 
have manv dull hours at sea in the intervals of 
their unsleeping watch, and supplies of papers 
are of the utmost value in passing away the 
time off dutv. We hope our readers will think 
of tbe happiness of the men who guard us and 
make safe our food supply. Cheques should be 
drawn in favour of the Hon. Treasurer, Mr. 
Lione! A. Martin. 


SITUATIONS WANTED 


Artist 

Free lance, first-class figure, lettering, etc., 
is open to accept work from one or two firms. 
Box *' Litho,” c/o ADVERTISING WORLD. 


Typographical Expert B. 29. 
Possessing wide practical experience, well 


developed sense of display, refined taste in 
colour, and type faces, commercial art, engrav- 
ing processes and their adaptability to media, 
lav-outs for catalogues, booklets, folders, 
used to controlling large staffs, efficient 
organiser. Has successfully held important 
Government position, effected great economies 
in the same capacity for the past two years. 
Age 36. Commencing salarv £350. 


SITUATIONS VACANT 


New Zealand Agency 

has an opening for competent advertisement 
writer who is anxious to leave England for 
New Zealand. Box “ Colonial." c/o ADVER- 
TISING WORLD. 


Figure Artist 

Wanted, accustomed Showcard and Poster 
work, with experience cut-outs ; whole time. 
Henry .Hildeslev, Ltd., Colour Printers, 124 
Shacklewel Lane, E.8. 


Advertising Manager 

For Scottish Agenev handling several clients 
selling first-class goods. Apply, stating ex- 
perience and salary expected, to Box “ Scot- 
tish,” c/o ADVERTISING WORLD. 


As a proof of the great stride the British 
manufacturers are making in the prcduction 
of magnetos, we note that Messrs. C. A. 
Vandervell & Co.’s output for October alone 
was no less than 3,500. The C.A.V. magneto 
figured largely on the motor cycles of our 
despatch riders on all fronts during the war. 


Mr. F. Lewis has resigned his position as 
advertisement manager of Reunolds's Newspaper 
and The Sunday Evening Telegram to take a 
similar post with Messrs. James Clarke & Co., 
the proprietors of The Christian World, etc. 
After being wounded on the Somme in Febru- 
arv, 1917, Mr. Lewis returned to Flect Street 
in the following November. 


- 


11 


3 


into two 


g carried by various London daily, evening and weekly journals during. 
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AN ANALYSIS of the advertisin 


THE 


November, 1918. For the purpose of the following computation the advertisements were divided 
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THE POPULAR WEEKLIES 


(DISPLAY AND CLASSIFIED—PAGES). Insets not ineluded. 


Week 
ending 


Cassell’s | peayson's|) John | Passing | London 


Weekly Bull Show Hail. | Pictures. 


London | pi) Bits | Saturday 
Journal 


Opinson 


THE ILLUSTRATED WEEKLIES 
(DISPLAY AND CLASSIFIED—PAGES) 


a a S « 


t Su t © v a "S t | sss $ z h 

Week >S $3 | t z te $ * H 3%? 3 $ ev 
ending ae = 3 & 3E N s à | a. Sez $ à, k’ 
Nov. 16 424 | 28 | 28 | 21 |234.14 |132]|i9 Ful! 184|35 |74 , 1 
23, 42à | 723 | 28 25 |21 | 162/13 | 20 | Full, 183,30) | 431% 9 

30, 41 20 | 28 34 123 | 144 2 18 |Full! 154 | 344/30 | 9 

Dec. 7) 128$ | 51 344 | 26 | 22¢ |20 16 | 45¢ |Full) 20%) 33 | 49 | 9 


THE SUNDAY NEWSPAPERS-«coLUMNsS) 


Date | Observer Sunday | News of | Lloyd's | Disbatch| People Reynolds's! A | gn News 


National 


Times the World. Chronicle 8 


— | || eee | — —— | ee oo | ee — | eee | ee EEE eee 


D. C.| D. C. D. C.|D. CID. C.|D. C.|D. C. | D. CjD. C. 
Nov. 16 36  54|42 6 22 |8 29 1584 3416 2/85 -|9 -| Ful 
23| 354 59) 40d 61 24 |8 2} 9 38% 4/| 16g 2} 8& - 82 -! Full 
30 434 6 | 40 54 24 | 9} 2 | 9 3188 3% 16¢ 3} 8} - 82 -` Ful 
Dec. 7! 272 413343 51 23 310à 149 1731 5 | 17 a 8$ - 8 mia Full 
Total |1424 214/156 228) 10 | 36 "m 1 |33} 164 653 10134 - 34 -; 68} - 
| | | i | 


WipeH op COLUMNS: Uoserver, 25 in». , Sunday Times, 24 ins.: News of the w orid, 255 ins ; Lloyd's, 2 & 2} ins., 

Dispatch, 2% ins.; Profle,21n«.; Reynolds’s, 2& 108. ; National News, 23 ins. LENGTH OF CoLuMNs: Observer, 

2} ins.: Sunday Times, 22 ins.: News of the World. 22: ins.: Liovd's, Yog ing.: Dispatca 22 ns.: People. 18in«.: 
Reynolds's, 24à ins. ; National News, 18 ins. 


THE POPULAR MONTHLIES—DECEMBER. 


(DISPLAY AND CLASSIFIED—PAGES!. Special Note—Insets are not included 


Date Strand | Cassel's | Quiver | Mr. RERE ol Nash's a Home | Pearson’ s Windsor Wide 
s Wn A 
Dec. | 834 | 564 51 48à | 134 11 | 35 45 | 62; | 344 
“s | English - - 
Date ,Connoissewr | "e 5 NETS | Royal | Grand |Novel Mag.| London Captain one. Lioyds 


| 
l 
183 19 ; 


Dec. | 102 323 221 m 324 


THE LONDON EVENING NEWSPAPERS-—co.umns: 


Evening Warani Pall Mall Bvening 
News Gasette Gazette Globe Star Standard 


254 40} 


Date 


D. OG. | Di. C|D CID CID CID. C. 
Nov. |175} 144 256 551,372 583,177 438| 3164 251/1584 13 


WiprH op CobUmnNs | Evening Standard, 23 103. ; Westminster Gazette, 3à ana 41 ins, ;. Pall Mal, 
2à and 2}1na.; Globe, 24 ins. ; Star, 21 ins, ; Evening News, 2% ins. 


Printed by W. H. SmıTH & Son, THE ARDEN Press, Stamford Street, London, S.E., and published by the 
Proprietors, A. W. LiuiTED. at Sardinia House, Kingsway, W.C. 


The ADVERTISING WORLD 
INDEX TO VOLUME XXXIII. 


JANUARY, 1918, TO JUNE, 1918. 


Mt 


PAGE PAGE 
Advertisers’ Protection Society, The— " A.W.” Prize Scheme : ** Selling War 
By Mr. A. Bond Hickisson .. 316 Bonds"  .. obs ws se 28 
Advertising by Catalogue (Lyons! Fair) 272 


Advertising Campaigns : 
Specimens of Tootal Advertising... 
L.C.C. Trams, Advertising the ... 26 
Advertising the Zonophone .. 380 
The Bush Terminal Service e. 79 
An Advertising War Baby (Nesta 


24 British Industries Fair ... 149, 164, 329 
Business Going Out, 56, 119, 172, 224, 282 


Chairman and Gentlemen : 


Mattresses) 133 'The Aldwych Club— 

Equipmeut for the Ideal Office The Club and War Bond Week ... 14 
(Messrs. Kenrick & silat E Mid Lord Rhondda on Our Food Supply — 36 

Advertising Beauty Specialities jud The Club and Business Men's Week 92 
(Mrs. Pomeroy, Ltd.) ans ica od The Club and Business Men's Week 

Campaign to Advertise Concrete... 258 (Mr. Wareham Smith) ... 122, 141 

Advertising in Canada for Airmen 305 Difficulties of British Trade— 


Advertising Club for Ireland ... e.01024 Sir A. Mond € 122 
Army Critics—The Earl of Derby 123 


Advertising Man's Library, The : Our Food Supplies (Fish)—Lord 


The Romance of Commerce "— Morris 


123 
Mr. H. Gordon Seltridge 38 Club Pundhen- otd Jellicoe iud 
Mitchell's Newspaper Press Mr. Bonar Law ... ; 184 
Directory... e aes. d 40 Briberv in Business—Mr. Stanley 
“ Digest of Merchandising '"— Machin 172 
Taylor-Crichfield-Clayne . 40 The Ideas of Labour—Mr. J. H. 
“ Human Nature "—Mr. H. N. Clynes, M.P. : 230 
Casson PES 100 Advertising and the Man- Poser 
“The Free Press’ "—Mr. Hilaire : Act—Sir Charles Starmer 230 
Belloc... Zr M. 145 Commerce and Government —Mr. 
Lydiatt’s " Whats What in Asquith 2s ius .. 336 
Canada". . 216 “Sammy in Blighty "—Mr. Max 
Advertising on the L. GO. ar. H. L. Pemberton 336 
Spratt) ... 284 Annual Meeting 338 
Advertising, The Functions of.. 333 l 
Advertising Paint 312 The Society of Motor Advertising 
Argument of the Case for Adv estisingis Managers— 
The Association of British Adver- Art in Relation to Advertising— 
tising Agents 15 Mr. Delacour 59 


314 


THE ADVERTISING WORLD 


PAGE 
Chairman and Gentlemen—continued. 

The Relation of the Advertising 
Manager to his House—Mr. J. A. 
Masters —- j 123 

Annual Meeting 286 

Sales Managers’ Association— 

Every Man's Duty to the State— 

Mr. H. Gordon Selfridge 46 

Advertising War Bonds—Mr. Hol- 
ford Bottomley and Mr. C. F. 
Higham ... das ims .. 59 

The Association of Advertising 
Women— . 

Opportunities for Women—Mrs. 

Alys Russell us i ... 286 
Conference of Trade Paper Editors 284 
Correspondence : 

The Security of Trade - Mark 
Holders—Mr. W. B. Warren ... 28 

A Charge of Cribbing—O-Cedar 
and Komo ‘es es 98 

Business Men and the Government 
—Mr. K. J. P. Benn 162 

Undesirable Advertising 216 

Increasing the British Export 
Trade—Sir G. Mandelberg 268 

* A Prophecy " 252 

A Hint to Advertise s—Mr. E. i 
Aplin 114 

En Passant ; 

Advertisers! Protection Society, 
The T ga ion e. 207 

British Empire Trade Mark, A 75 

Business Men and the Government 78 

Cinderella of Commerce, The 299 

Economic Weapon, The 13 

Educational Advertising ... 14 

'Feeling the Pinch ... Psi 245 

Give the Retailer a Fair Deal 137 

Hail and Farewell . 195 

Important Function of Adver (Ung, 

An is 249 

Is an Opportunity “Being "Mise d ? 195 

National Advertising Society, The 

137, 196 

National News, The 300 

Notes from France... - es. 300 

New Menace to Trade Mark 
Owners 133 

Newspaper Publisher rs’ Policy, The 135 

New Laurels for the Aldwych Club 136 

Paper Commission Revokes 12 

Paper Restriction Order 78 

Preparing for Peace 76 

Reassuring ... 11 


-In the Provinces, 


En Passant—continuned. 

Security of Trade-Marks Holders, 

. The 

Space : Demand dd Supply 

Space Restrictions . 

Situation of the Smaller Agente, 
The s s Del ass 

Taxing Adventure ii aise 

Trade Marks Bill, The = 

Women’s Work in Advertising ... 


For the Fallen Brave : Memorial Ser- 
vice for Advertising Men 
Function of Advertising, The ... 


Government Information Bureau 


How to Write an Advertisement— 
By Sydney Walton 


In Memoriam :—- 
The late Mr. Cyril Castling 
The late Mr. George EN 
The late Mr. James Wann . 
46, 120, 170, 222, 278, 
Interview with Mr. Louis Porter (Bush 
Terminal Service) . 
Items of Interest, 


Law Reports, ** A.W.” : 


Advertising Bonds : Claim against 


54. 118, 178, 226, 280, 


PAGE 


Messrs. Walter Hil! dvs 330 
Acroplane Advertisements e. 204 
Can Advertisement Orders be Can- 
celled ? 175 
Circulars 275 
Do Display Heads on a | News- 
paper constitute a Poster ? 4 
Ethics of Advertising, The... .. 232 
Paper Contracts and the War ... 124 
Screen Advertisements e. 274 
Stamping Advertisement Con - 
tracts 274 
Theatrical Posters (Oversized) 274 
Lecds Mercury Bi-centenary ... 342 
Little-known Advertising Man, A— 
Mr. Neville Noller ... bs e. 324 
National Advertising Society—Annual 
Meeting $e ong bes S. 230 
National Advertising  ... Ves 138, 197 
New Year Calendars  ... gus e. 56 
Notes on Media ... .. 57, 115, 176, 227 


[ELE LLLLLLLLIZLLLLQLGQOÁOXLOILLAAILIGLLLILULKLULUIULLUL.CEXLLUNLALÜÁSSLLUÁC óc EMMos TTS, 


THE ADVERTISING WORLD LL IHE ADVERTISING WORLD i815 
PAGE PAGE 

Organiser, The ... bes is .. 172 American Supplement— 

Organisers of Commercial Victory  ... 309 January. 

Overseas Advertising :— Time to Look Round—An Inter- 
China see abs T .. 282 view with Mr. Porter, of the 
France and Italy ... si 224 Bush Terminal Co. iu se UNI 
New Zealand and Canada . 168, 275 Consumers Who Respond... xii 
Trade in South Africa se e. 114 Popularising a Pen—The Water. 

man Fountain Pen ie oe.) XVI 

Personal Sketches of Well-known Ad- February. 

vertisers, with Portrait Plates :— Open Channels of Distiibution i 
Mr. W. M. Letts... Nus on e The Multiple Shop System and 
Sir Frank Bowden .. eee eos 80 the Natiónal Advertiser—By H 
Mr. H. A. Spoor ... ite n. 148 Val Fisher n) T We dV 
Principles relating to Advertising 
Agents: The Agreement between March. 
the British Association of Trade What the Big Stores Can Do for 
Journals and the Association of Advertisers ' : i 
Advertising Agents ... vis .. A The Foundation of noc A 


Conversation with Mr. H. Evan 

Subscribers’ Advertising, 48, 117, 174, 232,282 Smith  ... iv 
The Multiple Shop System and 
the National Advertiser (con- 


Various and Sundry :— tinued). By H. Val Fisher ... xii 
Aldwych Club and Business Men's 
Week EN .. 92 April. 
Advertisements Forbidden. in How the “ Co-op.” Movement 
French Papers Sent Abroad ... 302 Affects Advertisers See ies i 
Advertisers in Small Spaces .. 808 The Co-operative System. By H. 
Advertising in Canada for Airmen 305 Val Fisher ius iv 
Birthday Honours . eee 17, 802 The Multiple Shop System ‘and the 
British Industries Fair eas e. 149 National Advertiser (concluded) xiv 
Government as Paper Consumers, 
The es 152 May. 
Mr. Hassall's Posters for the Idea] Small but Fit T i 
Film Co. ve e. 151 The Co-operative System and the 
Imperial War Museum, The .. 804 National Advertiser. s H. 
National War Memorial ec: .. 201 Val Fisher m e dv 
Printing Charges in Germany... 202 The Co-operative Store “Mave: 
San Francisco Advertising... .. 806 ment. By Robert Walker, 
Smileage Fund, The e) 0e. — 807 General Secretary National 
Venus Pencil Advertising .. ... 806 Traders’ Defence League e. XiV 
June. 


Volume of Advertising 


The Value of Advertising—Moral 
61, 125, 185, 238, 290, 343 and Material LP us i 
Distribution in Great Britain T iv 


Woman's Work in Advertising .. .. 250 London as a Market jas wa. XIV 


= TO PROVINCIAL PRINTERS E 


4 

a GENT with splendid connection for the best J 

] class of black and white and colour work $ 

among big buyers is anxious to get in touch $ 

@ with a substantial printing house not represented W 

in London, on a commission basis. Quality of ll 

work rather than lowness of price to be the fret li 

ll consideration, together with a thorough apprecia- W 
tion of Service and all that it implies. 


Zz 
Advertising World, Sardinia House, Kingsway, W.C ll 


Business-building Copy 


Quick sales through the post and brisk counter- 

trade—these are the results assured to users of 

my copy. For Booklet Matter, Display Advts, T 

Circulars, etc., p pen is at your prompt service. 
ddress Box— 

M ADSCRIPT^ " cjo Advertising World 

SARDINIA HOUSE, KINGSWAY, W.C. 
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The January issue of THE ADVERTISING WorRLD will contain the story of a 
great campaign to advertise Irish linen throughout the United States. The 
story, fully illustratcd, will run to sixteen pages. We propose, by arrangement 
with Mr. Curtiss of T'he Dry Goods Econcmist, who has brought this corporation 
into being—the first of its kind to be launched in connection with the movement 
to increase the export trade from England of special industries—to reissue and 
distribute this story to the leading manufacturing firms in the country as a Special 
Supplement in art cover. It will be printed in two colours, and carry a few 
advertisements from firms which wish to get into direct touch with the largest 
manufacturing concerns in the country. 

The advertisements, in addition to appearing in the full issue of THE ADVER- 
TISING WORLD, will have a circulation of about 5,000 in the Special Supplement. 

We hope that the lead given by the Irish linen firms will be followed by some 
of the other industries in the country, and it is in such hope that we are republish- 
ing this most interesting story. This Special Supplement will be of very great 
interest in editorial and commercial circles on account of its unique character 
and will be kept as a reference by all firms which receive it. 

We feel sure that the advertisers who book space in it will find it a valuable 
medium for their announcements. 

The price is £10 per page, printed in two colours. 


Printed by W. H, SuirH & Son, The Ardem Press, Stamford Street, London, S.E., and published by the Proprietors, 
A. W. LIMITED, at Sardinia House, Kingsway, W.C, 


Special Insel, ** Advertising World," December, 1918. 
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ERAL VIEW OF MAISON LOUIS SANDERS AT 2 RUE DE LA 
C E. BRUSSELS: SHOWING GENERAL OFFICES AND WARE- 
OUSE, OCCUPYING A SQUARE HALF-MILE OF FLOOR SPACE 


BRITAIN’S GREAT TRADE OPPOR- 
teu TUNITY IN BELGIUM tien 


“ Money Never so Plentiful, nor British Goods so much 

in Demand,” says Mr. Louis Sanders, of Maison Louis 

Sanders, Brussels, now on a Visit to England after 
Four Years Under the Germans. 


NO ONE has done more to promote Anglo-Belgian trade than Mr. Lonis Sanders, 
of Maison Louis Sanders, the well-known Brussels wholesale house specialising in 
chemists’ and druggists’ specialities and sundrics of all kinds. 

It is pleasing, therefore, to be able to announce the arrival in London of this 
gentleman just as this issue was about to go to press. 

Mr. Sanders has been in Brussels and Belgium throughout the German 
occupation, and has experiences of the IIuns that he is never likely to forget, and 
that will certainly make him more than ever the frieud of the British trader. 


AnovT BrussELs AND Brercium To-pvy. 

Upon one subject Mr. Sanders is most cloquent. Apart from the narrow strip 
of Belgium that has remained so long within the battle zone, together with a few 
places where the Hun displayed his special brand of frightfulness, Belgium is much 
as it was before the war started. 


Money was never so plentiful, the Belgian Government having redeemed all 
the German notes, but, on the other hand, stocks of articles of all kinds are at zero, 
for the Germans robbed factories and works of all kinds of their plant and equip- 
ment, so that to-day Belgium is unable 


to produce even what she did before the | } 
war. VELL- VELL . ' 4 


ZA LEUTS FORCET fA 
IF UND TALK 
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And now that the Allies have set 
a guard around Germany, no goods are 
coming from that country. 


NEVER So GREAT AN OprorTUNITY 
FOR THE BRITISH TRADER. 


The state of affairs opens up an 
unprecedented opportunity for the enter- 
prising British trader, whose products 
will be welcomed with full purses and 
open hands, both on the score of supply- 
ing long-felt wants and because of the 
warm sentiment for Great Britain that 
now animates every Belgian. 

People in the United Kingdom, de- “PUTTING ON THE MASK."—The Ger- 
clares Mr. Sanders, can have no idea of the AS ELS Pide p 18 FA merce 
bitterness of the Belgian towards his to iur busineie | (Houston Chronicle. 
false and brutal neighbour. Throughout 
the long and weary years of the war the Belgian never lost his faith in England. 
* The British came into the fight because the German broke faith with us—they 
will never give up the fight. We know it will be a long and a stern fight, but that 
is just where the British bulldog wins," they would say again and again to one 
another and to me. 

Stories a-many have been published showing how the Belgians helped, and 
tried to help, the British prisoners—how they tried to smuggle their own military 
age men out of the country in order to help in the Fight for Freedom. Hundreds 
suffered death and torture for befriending Britons and the Allied cause. 

"This gallant little nation dared to stand up to the big German bully, and she 
never bowed the knee, even when he overran the country. 

To-day the Belgians are proud of having the victorious Briton as their “ big 
brother " who came to their aid. They 
will never forget it, and they want 
never again to open the doors of their 
heloved country to the treacherous 
machinations of their neighbour. 


GERMANY LOSES 67 PER CENT. OF 
BELGIAN TRADE. 
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Before the war Germany enjoyed 
the lion’s share of Belgian trade. British 
traders might have done this business, 
for even before the Germans attacked 
Belgium the people preferred English 
goods—but could not get them. Those 
British firms that cultivated the Belgian 
market did especially well. 
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No other country is so thickly popu- 
lated as Belgium. It has the world's 
record number of 589 persons to the 
ENTRANCE HALL TO square mile, also the world’s finest ser- 
MAISON LOUIS SANDERS vice of railways, roads and canals as 
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THE RECEPTION SALON AT MAISON LOUIS 
<- SANDERS IS IN THE FLEMISH STYLE .. 


means of transport. Belgians are, perhaps, the niost industrious workers in the 
world, and they spend their earnings freely, thus creating a market without 
rival for its population of 8,000,060. 

Fancy prices are being paid for everything to-day in Belgium, and it is certain 
that traders who can deliver goods now—or very soon— will thereby establish a 
branch of foreign business that must prove immediately profitable. 

It is known that Germany has “ domiciled " goods of all kinds in neutral 
countries ready to invade this rich Belgian market. Neutrals are also being 
employed to secure orders ** for delivery as soon as possible." 

Only quick action can prevent orders finding their way to the Germans— 
as the people must have the goods they have been without for so long. The Ger- 
mans boldly declare that they can beat the British business man. Well, that 
remains to be seen—and it will be scen if traders here do not act up to their present 


opportunities. | 
FINANCIAL AND SELLING ORGANISATION ALI. READY. 


It was because cf his well-known activities on behalf of British trade that 
Mr. Louis Sanders was allowed to be one of the first to leave the country for London, 
He has organised and prepared for this opportunity, and to-day is able to place 
at the service of British traders desirous of cultivating profitable and growing 
business all the resources of an organisation without rival in Belgium. His house 
has been in touch with every wholesaler and retailer in the country, and he is 
commissioned to obtain immediate supplies that mean large orders to those firms 
which lose no time in fixing up business relations with him during his present stay 
in London. 

GOODS ron WHICH LARGE ORDERS ARE WAITING. 


Mr. Sanders mentions as among the goods for which he can place large orders 
the following :— 

All kinds of medicines, such as nerve tonics, stomach remedies, headache 
specifies, rheumatism remedies, tonic wines, laxative and liver pills, purgative salts, 
liniments, ointments, emulsions, cough remedies, plasters, wadding, infant foods, 
dried milk, blood tonics, piles specifics, aud surgical appliances of all kinds, ete. 

All kinds of perfumes and toilet articles, such as medical, beauty, bath and 
shaving soaps, bath salts and perfumes, manicure ana toilet aids, powders, ete. 

All kinds of chemists’ and stores sundries, such as boot M polishes 
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dyes and paints for commercial and domestic uses, washing powders and soaps, ctc. 

The photographic illustrations herewith give some idea of the resources 
that the Maison Louis Sanders can place at the service of British traders desirous 
of developing export business under the most promisingly profitable auspices. 

It would be well for firms making goods not in the above list to see Mr. Louis 
Sanders while he is in Loudon, as he will be only too pleased to do all he can to help 
British traders. 

For his activities on behalf of British trade Mr. Louis Sanders was, before the 
war, elected a member of the Incorporated Society of Advertising Consultants of 
London. He started in business in quite a small way, as will be seen in the accom- 
panying photograph of the first premises he occupied in Brussels in 1911. Since 
that time his business has grown in the most remarkable way, and to-day there is 
not a single wholesale or retail chemist or druggist of good standing in the whole 
of Belgium that docs not do business with Maison Louis Sanders. 

The present premises of the firm are themselves a tribute to Mr. Louis Sanders's 
extraordinary ability as a business man, and it is certain that the Maison Louis 
Sanders has a much bigger future before it under Mr. Sanders's able direction. 


SOME EXAMPLES or Mr. Lovis SANDERS’S SUCCESSFUL SALESMANSHIP. 
It will be of interest to mention a few examples of Mr. Louis Sanders's triumphs 


ONE OF THE STOCK ROOMS AT THE MAISON LOUIS SANDERS, SHOW- 
ING THE CARE TAKEN OF STOCK, AND THE ELECTRIC GOODS LIFTS 


iu the sale of British products—and references ean be madc to most. of the bigecst 
houses in their respective lines in Great Britain :— 

(a) A well-known London firm wrote him under the date of June 21st, 1912 : 
“ We are in receipt of your order and will see that the goods are despatched early 
next week. Your sales this month have now exceeded £550, which is very satis- 
factory.” , 

(b) The same firm wrote him again on June 17th, 1913: '' We fecl certain 
that there are very few firms that could work in the splendid manner you have 
donc." 

(c) Another London house wrote him on February 3rd, 1913: “ The sales 
of our goods in Belgium have during the last few months grown to such a large 
and satisfactory extent that we shall in future have to hold a very much larger 
stock, put up in French labels. We can assure you that we are very gratified with 
the great success you have created in placing our preparation on the Belgian 
market." 

(d) And another large London firm wrote him on June 10th, 1918: “ You 
have been our agents for only three months. The sales have amounted to twice 
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the eost of advertising. These splendid results we have never had before, as our 
speciality | is rather expensive. We are sure you are building up an excellent 
business." 

(e) An important Paris concern wrote him on May 29th, 1918: “ It is a real 
pleasure to sce how successful the sale of our goods is. Your advice on advertising 
is execllent, and we fecl sure that the satisfactory nature of our business is due to 
the energetic way you work together with us. We are glad that we have appointed 
you as our sole agent for Belgium. We should never have had this splendid 
success through the usual wholesale dealers, as they handle too many articles.’ 

(f) A London firm wrote him on September 2nd, 1913 : '* We are glad, indeed, 
to hear that your business has grown to such a degree that you now require larger 
offices. It is of course, though, the logical outeome of such well-applicd efforts, 
Our relationship with your good selves has been most happy, and we could wish 
for no better representation. We congratulate you most heartily on the way you 
have marketed our speciality, and we look forward to an even greatcr success 
next season. Frankly, we wish that there were more Maisons Louis Sanders in the 
world.” 

A SPLENDID ORGANISATION FOR PUSHING BUSINESS. 


Maison Louis Sanders is a well-organised firm of wholesale agents and dis- 
tributors of medicines, toilet requirements, and sundries such as are usually 
handled by chemists and druggists. It employs a staff of travellers who regularly 
visit every chemist, druggist and perfumer in Belgium, and these, of course, 
make it their business to push every article for which their house acts as agents. 

How Mr. Lours Sanpers Ensures Success. 

Personal service of a rare order is the secret of the success of Mr. Louis Sanders 
and his firm. Whenever a new article is taken up, Mr. Sanders personally sees 
the principal wholesalers and retailers and obtains their advice and goodwill. 
Thus the Maison Louis Sanders works with the retailer. 

An example of this co-operative salesmanship was that with a French firm's 
speciality. Some advertising and a special countryside window display were 
arranged, and Mr. Sanders secured trade orders to the value of fres. 8161.85 
(£126 9s. 5d.), and he got repeat orders within seven weeks amounting to over 
fres. 5879.70 (£235 3s. 9d.). 


MAKING SALES AT A KNOWN Cosr. 


Mr. Louis Sanders's methods are not speculative—he knows, or gets to know. 
His experience to-day enables him to 4uote and stick to a gicen percentage of selling 
cost. ‘This fair-and-square feature of Mr. Sanders's methods will recommend them 
to firms that have had no experience of doing business in Belgium. 


KNOWLEDGE or BRITISH AND AMERICAN ADVERTISING AND SELLING 
METHODS. 


Mr. Sanders’s experience is unique, inasmuch as it includes a specially practical 
knowledge of the best British and American advertising and selling methods. 
This knowledge is rare in Belgium, and it is because it is rare that the Maison 
Louis Sanders achieves such ‘brilliantly successful salesmanship. Incidentally, 
it should be mentioned that the resources of the Maison Louis Sanders include 
an advertising department, the volume of business of which enables it to secure the 
advantage of standing contracts with the Belgian newspapers—an advantage 
to the British trader that means from a third to one-half the usual cost of advertising. 

The staff of the Maison Louis Sanders’ Advertising Department consists of 
men without rival in their knowledge of Belgian conditions, prejudices and pre- 
dilections. No other concern in Belgium is so well equipped, the usual advertising 
agent or agency being a mere machine for the receiving and passing on of orders, 
counting of “lines” and charging up accordingly. It was because of this very 
deficiency that Mr. Louis Sanders found it absolutely necessary to organise an 
advertising department on British and American lines. 

Mere translations of successful British advertisements are rarcly successful 
in Belgium, American firms have found that their own writers, and designers 
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do not “ hit the target " even in another English-spe aking country like the United 
Kingdom. The difference between the public taste in Belgium and Great Britain 
is, of course, much more marked. 

Another feature of Mr. Sanders's painstaking methods is his sclection of the 
best media for advertising. Ask ten different advertising agents for the best 
list of papers for the advertising of any product, and you will get ten vastly dis- 
similar lists—the reason being that the agents are more or less “ tied ” to various 
newspapers—-which, of course, they recommend. 

Then no agent will have such intimate knowledge of the best advertising 
media for the lines of goods handled by the Maison Louis Sanders. Each medium 
must prove its worth, or it is not used. Thus, unprofitable ** dead-heads " in the 
newspaper world are avoided. 


Make Haste SLOWLY. 


To * make haste slowly " is Mr. Sanders's method, and he never advises 
“Whirlwind Campaigus." His methods are “ British and Best." He firmly 
believes that his best course is to earn his remuneration out of actual sales for his 
clients. In sympathy with this policy, Mr. Sanders always prefers that the cost 
of advertising bear an agreed proportionate relation to the turnover. 


CONNECTION WITH BELGIAN MEDICAL PROFESSION. 


The Maison Louis Sanders, owing to its position in Belgium, enjoys the 
goodwill of the medical profession and hospitals, and nowhere are these factors so 
powerful as in Belgium. Thus, purely “ ethical " propositions ean be handled on 
the best. possible lines. 

MAIL-ORDER BUSINESS. 


There is a great future for what is known as mail-order business in Belgium, 
and here again Mr. Louis Sanders applies his knowledge of British and American 
methods in a way no other Belgian house or individual can. He will be pleased 
to give every information to firms desirous of conducting this class of business, 
and he recommends holeproof hose, safety razors, jewellery, handkerchiefs, boots, 
and such articles as having a most promising field. We have complete postal lists. 


Mr. SANDERS INVITES APPOINTMENTS TO Discuss BELGIAN BUSINESS. 


Mr. Louis Sanders will be glad to make appointments with principals of firms 
desirous of re-opening or establishing profitable business relations with Belgium. 
No fee or obligation of any kind is incurred by an interview, which can take ‘place 
anywhere in London by appointment. : 

Appointments can be made at Tur ApvEnTISING Wonrp Office, Sardinia 
House, Kingsway. W.C.2. 
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THE EASTERN ELDORADO. 


E publish in this issue some extracts from a 
conversation we recently enjoyed with an 
enthusiast on the possibilities of the Indian 
market. It was all the more enjoyable that he 
knows the market as it is known to few and is 
to-day engaged in business there of an ever- 
increasing magnitude. 

It has not been our good fortune to have 

traversed the market, but we have studied it as 

closely as it can be studied by any observer not on the spot, and 

confess to an enthusiasm little, if any, less thoroughgoing than that 
of our friend. 

The potentialities of the Indian market are so tremendous that 
they cannot but excite, though in the end they defeat, the imagina- 
tion. 

Here are hundreds of millions of human beings crowded into a 
relatively limited area, an amazing motley of races, communities and 
religions, a bewilderment of manners and customs: and all this 
swarming and variegated social mass is undergoing a series of changes 
which are rapidly transforming it into such a market for the com- 
modities of the Western world as can hardly be matched elsewhere. 

The bulk of the inhabitants are the very reverse of wealthy, 
true—but there are countless millions of them: and for the humble 
necessities they demand they furnish purchasers without end. Also, 
slowly no doubt with regard to the majority, but at speed in the case 
of a quickly-augmenting minority, the individual purchasing power 
is being raised, the standard of life is being heightened, and a demand 
for huge quantities of new commodities, undreamed of in old times, 
makes itself felt. 

There is also & body of British and native inhabitants of the 
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Indian peninsula—very large in itself, though small in comparison 
with the mass of the teeming population—which, in relation to its 
numbers, probably represents a greater amount of wealth than any 
other group, or association of groups, the ‘world over. 

It provides a market for luxury goods not less notable in its own 
way than the illimitable market for common necessities of which v we 
have already spoken. i 


The wealth of the well-to-do in India is increasing just as the 
poverty of the poor is being lessened: for the country has natural 
resources that as they, one after another, are tapped or developed 
bring an ever-swelling flood of gold into its coffers. 

For all that it can produce the demand excceds the supply, and 
prices in consequence rule high; nor is it at all likely for many a long 
year to come that conditions will be less favourable to India and 
its producers of all grades. Its output of valuable raw material is 
increasing. by leaps and bounds, and important manufacturing 
industries, already well established, are making headway in a manner 
no less remarkable. 

The world is witnessing the portentous rebirth of a great group 
of peoples representing some of the most ancient civilisations known 
to history or remembcred by tradition. The East is at length begin- 
ning to respond to the stimulus of Western ideas, and Western energy, 
with startling effect: and the movement sct up is gaining in 
momentum every day. 

Surely we may be excused for some excitement and enthusiasm 
in face of such a phenomenon ! 

But let us descend to a more prosaic considcration—-when and 
how should the overseas manufacturer make his entry into such a 
market ? To neglect it would clearly be inexcusable. 


The when to enter is Now! To come in on a rising market as 
near the ground floor as may be is bcyond question sound policy. 
To forestall possible competitors who will certainly become actual 
competitors later on is just as plainly the right thing to do. It will 
be easier to get in now and grow with the market than to find a 
desirable place unoceupied at a subsequent date. 

The question ** How ? " is to a great extent answered by the 
authority whose observations on Indian trade have prompted our 
remarks here. These are set down in the pages following. 

We can endorse his statement that the Indian market can at 
present be at least as effectively cultivated from London as from any- 
where else. Nowhere are better advice or facilities available for 
doing business in it ; and in no one other place could either advice or 
facilities of equal value and utility be obtained. 


During the war American manufacturers have considerably 
strengthened their standing in the Indian market. There is plenty 
more forthem todo. The natural expansion of the market will tax all 
their efforts to keep pace with it. 
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“I have enjoyed reading THE ADVERTISING WonLD and derived much helpful 
Getting the English viewpoint on advertising is a sur- 


prisingly great help in understanding the American one better." —Mn. MARTIN 
ULLMAN, President, Gotham Studios Inc., New York. 
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The easier paper 

situation has 

made possible to 

offer a little 

MORE SPACE 
IN THE 


eem ^ EN P7 £824 


ASSAS Qu yo NUN TUA 
3 


during 1919 


As the amount of extra space is 
limited—it is advisable to send in 
applications at once. 


ADVERTISEMENT RATES 


Ordinary Positions - £45 per page 
Facing Matter - - £50 , , 


and pro rata 


PHILIP EMANUEL 
Advertisement Manager . 
ODHAMS LIMITED 
85-94 ON CE 
LONDON, W.C 

9 Telephs 
Gerrard 9870 (nine lines). 
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POST-WAR MARKETS 
CE R 


Openings for Trade in Foreign Lands. 


A REPRESENTATIVE of THE ADVER- 
TISING WorLD has had an interesting 
little chat with Sir Herbert Morgan, of 
Messrs. W. H. Smith & Son, concerning 
post-war advertising and post-war mar- 
kets. The two chief points Sir Herbert 
emphasised were the urgent necessity 
for immediate removal of Government 
restrictions on trade, and the prestige 
British representatives would enjov 
abroad as the result of the great part 
which our Navy and Army had played 
in winning the war. 

In the course of his remarks Sir 
Herbert said :— 

*'The British manufacturer should 
immediately take steps to exploit the 
foreign market, and advertising must be 
one of the first things to receive his 
attention. The position of advertising 
during the war has been in many 
respects strengthened. First and fore- 
most it has had Government recognition, 
for the Government has realised that to 
convey information rapidly and econo- 
mically to vast masses of the people they 
must use the Press. This lesson has not 
been lost sight of by those traders who 
in the past did not advertise. 

** The war has also raised the standard 
of the requirements of the masses of the 
people, and as advertising is one of the 
most economical forces for distribution, 
advertising must be used to reach a 
publie who are now able to spend money 
on commodities over and above the bare 
necessities of life. 

** In order that our business men can 
make their plans for the future it is, 
however, vitally necessary that Govern- 
ment control, which is like an octopus 
choking all effort, should be removed at 
the earliest possible moment. Par- 
ticularly with regard to our hold on 
foreign markets the uncertainty as to 
the control of commodities is cramping 
all our export merchants. 

* So far as advertisers generally arc 
concerned, there is a vast field of enter- 
prise opencd to them. The probability 
is that many of our greatest under- 


IV 


takings, with the enormous resources 
they have created for war purposes, will 
inaugurate a production of commodities 
for the public at large. Such firms will 
be new to advertising and the service of 
the skilled advertising agent will be of 
the utmost advantage to them in guid- 
ing them through the difficulties which 
beset the new advertiser. It is most 
important, in the interests of the adver- 
tising business, that new advertisers 
coming on to the market should be 
advised with skill, judgment and 
prudence." 

" What about openings in foreign 
countries ? " queried the interviewer. 

“* Among our Allies their manufactur- 
ing efforts will very largely be concen- 
trated on works of replacement. Pro- 
videntially we, as a country, have no 
devastated lands and cities of our own 
to restore. I anticipate great commer- 
cial activity among our Allies, inasmuch 
as all their industries will be fully 
occupied and their people will be 
receiving good wages. While our Allies. 
will be engaged in reconstruction on the 
big scale wè shall be able to supply 
ta with the minor necessities of 

ife. 

" There is another very important 
factor to be borne in mind and it is this = 
that, as we have won the war, the 
representatives of Great Britain abroad 
can go to the neutral nations with the 
full knowledge that our victories in the 
field have added to the prestige of our 
name. That will reflect favourably upon 
our manufactures. In any case, we 
should have been sure of a friendly 
reception from our Allies; but if we 
had lost the war Great Britain’s repre- 
sentatives in the neutral countries would 
have run the risk of being treated with 
something amounting to contempt, 
while the representatives of Germany 
would have carried all before them. 
What I have said on this point applies 
with special force to the Middle East 
and the Far East, where prestige is of 


such vital importance." 
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Pem——ROM its first number The Sketch has been as remarkable for 
/3 At] its excellence as a specimen of high-grade printer craft as for 
the quality of its contents. 

Shortly before the war it introduced a new note into British 
pictorial journalism by issuing a supplement printed in photo- 
gravure as a regular weekly feature. | 
The whole of the editorial contents of the paper are now printed by this 
beautiful process, with a considerable proportion of the advertisements carried. 
Advertisers are eagerly availing themselves of the opportunity thus opened 
to them to present their appeals and illustrate their commodities in the most 
attractive and advantageous manner. 

No other illustrated newspaper in the country, with the single exception of the 
Illustrated London News, is able to offer them equal facilities, for none have 
up to the present been able to follow the lead of The Sketch in so extensive 
an adoption of intaglio printing. 

Advertisers in The Sketch can rely upon obtaining all the assistance that 
perfect printing can give them ; just as they can count upon securing the 
attention of a host of keenly-interested and really enthusiastic readers. 


^ 


Telegraphic Address : 


" SKETCH, VU Na e, oO] RAN rd , 
ESTRAND, LONDON.” // CA4" SESS DN Advertisement Ofhces : 
mS Se dees ESS oÈ, / 
Telephone : via NT aero S / | 67, SIRAN Ly 
No. 120 GERRARD SSO REY / LONDON, W.C.2. 
(Private Branch Exchange). VN Z 
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WAR-TIME ADVERTISING 
LCIITHITHNH THOU HOHER PT 
Expert Opinion on the Extent of the Increased Cost. 


THE QUESTION of what is the 
increased cost of press and commercial 
advertising in Great Britain by reason 
of the war is one that has been very 
widely discussed in this country, and 
there has been considerable divergence 
of opinion on the point. Our advice 
on the matter has, therefore, been 
sought by a big firm of rubber mer- 
chants, and in order that we might be 
able to give a considered judgment 
on the subject we submitted the whole 
question to one of the leading adver- 
tising agencies which does a big 
business both in Great Britain and the 
States. To our correspondents we 
have addressed a reply to their enquiry, 
but because we feel that the matter 
is one of wide-reaching importance to 
advertisers and advertising men, both 
here and in the States, we now publish 
the reply which we have received from 


the agency. The information we append 


is the more valuable because we believe 
that the increased costs have never 
before been thoroughly worked out, 
though many rather rough cstimates 
have been made. 

The reply sent to us is in the following 
terms : 

NEWSPAPER RATES. 

The following figures show the 
increase in cost of newspaper space 
in the Lonaon and provincial dailies, 
and in the sixpenny illustrated press: 


Per page: Sixpenny illustrateds, 
average pre-war cost, £50; average 
present eost, £60. 

Per single column inch: London 


pre-war ld. papers, average pre-war 
cost, £1 2s. 8d. ; average present cost, 
£2 6s. 1d. ; London pre-war id. papers, 
£1 10s. 2d. and £2 8s. 6d. ; Provincial 
pre-war ld. dailies, 9s. and £1 8s. 4d. ; 
Provincial pre-war 4d. papers, 12s. 8d. 
and £1 ls. 8d. 

This increase of price has probably 
reached its maximum, and reductions 
are already beginning to be notified. 

To endeavour to obtain as satis- 
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factorily as possible the information 
you require on the subject of increased 
cost of printing caused by the war, we 
have, in addition to writing the Secre- 
tary of the Master Printers’ Association, 
interviewed the Secretary of the Insti- 
tute of Printers and the costing clerks 
of St. Clement’s Press, and also Messrs. 
Spottiswoode, Ballantyne & Co. 

We have come to the conclusion that 
it is only possible to deal with approxi- 
mate figures all through. 


Cost or PAPERS. 

Ordinary printing papers (pulp and 
esparto), the approximate pre-war price 
of which would be 8d. per lb., have 
advanced to ls. 9d.—i.e., 700 per cent. 
Coated high-grade art and tinted papers, 
pre-war price 6d., increased to 2s. to 
2s. 6d., say 400 per cent. High-grade 
cover papers, which were approxi- 
mately 80s., are now 90s., say 800 per 
cent. The increased cost of labour 
in printing (composing and machining 
and also in the binding trade—100 to 
120 per cent), inks varying from 50 to 
100 per cent. according to the grade 
and colour. 

The quality of paper used for any 
job, and its value in relation to the 
amount for labour, makes the fixing 
of the average inclusive percentage 
very difficult. This may, however, 
be illustrated as follows, taking the 
above approximate percentages of 
increase : 

An ordinary drapers’ catalogue job: 
Cost of paper, pre-war prices, £10, 
present prices, £60 ; ink, £1 and £1 10s. ; 
labour, £5 and £11—totals, £16 and 
£72 10s.—an increase of approximately 
450 per cent. 

Or a high-grade booklet, but very. 
small edition : Cost of paper (cover), 
pre-war prices, £1, present prices £3; 
paper (inside), £3 and £12; ink, 
(double tone), 15s. and £1 10s. ; labour 
(printing and making up), £5 and £11— 
totals, £9 15s. and £27 10s. Approxi- 
mately 300 per cent. 
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During we 
have used space 
to the value of 


S299 || 


in “London Mail” 
to announce reg- 
ularly the fact that 
all advertisements 
in the pages of 


[oxoox Ray 


. are guaranteed. 


Verbum satis sapienti. 


Advt. Rate £40 per Page and fro rata. 


PHILIP EMANUEL 
Advertisement Manager 
ODHAMS LIMITED 
85-94 LONG ACRE 
LONDON, W.C.2 


Telephone No.: 
Gerrard 9870 (nine lines). 
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s We cannot reconstruct, we 
| Increased Production bes. even tory u^ 


unless we can continue to 
produce goods both for the home and overseas markets more 
speedily and more economically. That is the plain fact that 
dominates everything more or less problematical in the imme- 
diate outlook. And this is not only true of Great Brita n but of 
every country in the world, 


[: : and of every kind of pro- 
Speedier Production | ductive industry. The whole 


world has to make up for 
the immense wastage of the war, direct and indirect, as well as 
to render possible the better conditions of social life which 
everyone is now demanding. Labour will not be more abundant, 
nor will individual workers be content to work harder— 
machinery used more liber- 


| More Economical Production e ‘must solve our Groner 


of RECON: 
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The Big Three group of | | 
newspapers cover areas NORTHERN ECHO 

which have been prominent 

in the production of munitions of war and which must take 
an equally prominent position in the production of munitions 
of peace. It is to the great engineering works contained 
within their limits that great manufacturing organisations, at 
home and abroad, will look 

for the machinery that will | SHEFFIELD INDEPENDENT 
insatiable demands of an. 

unprecedented reconstruction activity. They will thus be 
called upon to produce for the producer as well as for the con- 
sumer; and they will be called upon to produce at top speed 
immediately. The end of the war will only mean the happy 
redirection of their effort 


from destructive to con- | BIRMINGHAM GAZETTE | 
structive purposes. 


RUCTION 
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Regarding the fixing of enamelled 
iron plates in country districts, securing 
positions, etc., for same, the numerous 
difficulties existing at the present time 
in connection therewith, positively 
preclude any definite quotation being 
given for the work, and only a vague 
approximate cost can be estimated, 
the same in no way binding. 

I consider tho most useful and effec- 
tive size to be, say, 40 in. by 60 in., 
and I suggest that securing positions, 
carriage of signs, and the fixing of same, 
roughly would cost on an average 50s. 
each. which does not include cost of 
the plates, nor rent of the sites, which 
would vary from 5s. to 40s. per annum, 
according to the value placed upon the 
same by the householders or landlords, 
nor fixing on timber uprights, which 
would have to be separately estimated 
for, the price of timber and obtaining 
same at the present time being quite 
prohibitive. Special sites cost any- 
thing up to £20 per site. A smaller 
plate would be desirable for fixing at 
the garages throughout England. 

Regarding the large plates fixed 
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outside the towns, the retailers of motor 
accessories are pleased if you will 
supply free a small plate to fix under 
your sign giving the name and address 
of the retailer. 

The present cost of enamel plate 
signs is about 100 per cent. higher than 
before the war; further, they are 
unobtainable now, the Government 
having control of all metals, and until 
they release iron, and stocks are 
replenished, the price will not be less. 
All manufacturers have large orders 
waiting to be executed. 

Two-colour enamelled iron plates 
before the war cost about 8d. per 
square foot in quantities of 5,000 sq. ft. 
or more. The price to-day is about 
Is. 6jd. per square foot delivered in 
England free in one quantity. 

White counts as a colour in enamelled 
ironware. Cases are charged for and 
returnable. The advertiser pays return 
carriage in advance. 

Before the war three-colour enamelled 
iron plates cost about 94d. per sq. ft. 
To-day the price would be about 1s. 84d. 
per sq. ft. 


LONDON AND THE BRITISH INDIAN 
ELLA MARKET ne 


What an exceptionally well-informed authority on 
market conditions in India had to say to a representa- 
tative of “The Advertising World.” 


IT ALWAYS astonishes me how little 
the majority of British—and, for the 
matter of that, American—business men 
realize the value, present and potential, 
of the Indian markct. The only people 
who really have their eyes open to its 
possibilities are the Japanese. They see 
in India a field for indefinite trade 
extension in the future, and are most 
energetically endeavouring to improve 
their present footing in it. 

You will not want a lot of statistics 
from me, but, after all, figures have a 
kind of eloquence for which nothing else 
can compensate, and I must remind you 
of two basic items. 

I cannot help reminding you, for 
instance, that when you talk of the 
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inhabitants. 


Indian market you are speaking of a 
community or group of communities 
altogether representing a population of 
well over three hundred millions of 
The population of the 
British Isles multiplied six times 
would not nearly equal this enormous 
concourse of people. 

You are speaking of a total seaborne 
trade not very far short of £300,000,000 
sterling in annual value, which normally 
is increasing with amazing and ever- 
accelerated speed. During the war 
period it naturally suffered a temporary 
sct-back, but it had almost recovered 
its position before peace was declared : 
and in the great era of universal recon- 
struction upon which we are now enter- 
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(20 years before the Indian Mutiny) 
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“ Ablest and Best Conducted Newspaper in Asia.” 
Vide EARL CURZON, Ex-Viceroy of India. 


Oifices: BOMBAY - CALCUTTA - LONDON 
And over 300 Agencies in the East. 


Its THE TIMES OF INDIA DAILY EDITION 
different Circulation guaranteed to exceed that of any other 

three Daily papers in Northern, Southern, Western 
Editions: and Central India. 


THE TIMES OF INDIA ILLUSTRATED 
WEEKLY—Guaranteed Largest Circulation of any 
Weekly or other Illustrated paper out East. 


THE TIMES OF INDIA MAIL EDITION 
for circulation overseas. Circulates on board all 
Passenger vessels plying to and from the East. 


THE TIMES OF INDIA CHRISTMAS NUMBER 
largest circulated and most popular of any annual in 
the Indian Empire. l 
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Send your Enquiries to THE TIMES OF INDIA, 
187, Fleet Street, London, E.C. 4. Telephone : 
Central 1674. Cables: " [ndiadabad, London.” 
Code : Western Union. 
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ing it cannot fail to pass very speedily 
far beyond any record established 
hitherto. 

! Ifthe extraordinary vitality of British 
Indian industry and commerce had 
needed any demonstration the manner 
in which they have sustained the shocks 
of wartime would have supplied it. 
None of the manifold difficulties with 
which they had to contend could restrain 
their powerful impulse towards expan- 
sion. 

Now that those difficulties will one 
after another be removed you will, I am 
certain, see in British India such a rapid 
and far-reaching development in every 
department of industrial and commer- 
cial affairs as will make the country the 
magnet of magnets to every trader in 
search of a market. 

The field for developmertt is abso- 
lutely illimitable, and now that a great 
deal of the preliminary work has been 
done progress must needs be made at a 
pace for which its growth in the past 
affords not even the slightest indication. 

A lot of nonsense is in common circu- 
lation about “ the unchanging East," 


* East is East and West is West, and 
never the twain shall meet," and so on. 
This has blinded a great number even of 
intelligent people to the plain fact that 
the East is changing with revolutionary 
speed in these days, and that it is 
actually in & contact with the West 
which is more and .more profoundly 
modifying its ancient civilization with 
every day that passes. l 

There are, very broadly speaking, two 
markets in India. One, comparatively 
small, but highly potential, demands 
“luxury " articles of almost every 
imaginable description, practically re- 
gardless of price. The other market is 
that of the millions, who in effect do not 
consider quality at all but look wholly 
to the price. 

It is a misunderstanding of the atti- 
tude of mind, and pocket possibilities, 
of this latter market which has cost 
many Western would-be traders in the 
Indian market dearly ; and has given 
alert and adaptable Japanese manufac- 
turers and merchants the opportunities 
they have lately utilized to such good 
purpose. 


Some Indian Papers, wit 


“Statesman.” , 
“ Times of India.” 

“ Pioneer." Madras “ Mail." 
" Civil and Military Gazette." 
“ Bangabasi." ‘Capital.’ 

* Rangoon Times," etc., etc. 


STRAITS “PAPERS. 
* Straits Times." “Free Press." 


"Malay Mail." ‘Times of Malaya.” 


Etc., etc. 


HOME and OVERSEAS 
ADVERTISING 
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which we are able to arrange 
advertising contracts upon the 
most favourable terms, are listed 
opposite. There are many 
others which we represent in 
like manner. 


Not only INDIA, but all 
other British Dominions come 
within our facilities, especially 

AUSTRALASIA and 

SOUTH AFRICA. 


Inquiries for the above, or for advertising 
throughout the United Kingdom, are 
invited and will be promptly dealt with. 


Steele’s Advertising Service, Ltd. 
Norfolk House, Norfolk St. 
LONDON, W.C.2, 


and at SYDNEY and CAPE TOWN. 
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The S.MRC. 1-BULL " PRACTICE” TARGET. 


25 Yards 
SOCIETY OF MINIATURE RIFLE CLUBS. 
THE “ROBERTS * TARGET, 
ARUNDEL HOUSE, 


ARUNDEL STREET, 
LONDON, W.C. 


THIS IS A GOOD 
SCORE 


WE WILL HELP YOU TO IMPROVE YOUR 
SCORE , IF YOU RM US YOUR 


/nstruction free from 


THE ADVERTISEMENT MANAGER 
LONDON UNITED TRAMWAYS LTD. 
« ELECTRIC RAILWAY HOUSE. BROADWAY. WESTMINSTER. 
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Any goods intended for the millions 
in India must be cheap, that is they 
must be low-priced. It is not a question 
of any relation between value and price. 
The native consumer does not entertain 
the idea that it may be more economical 
in the end to buy a relatively high-priced 
article of good quality ; and even if he 
did so his financial situation would not 
permit him to test his conviction by 
practice. He is compelled by material 
circumstance, as he is led by mental 
inclination, to buy whatever is just good 
enough to satisfy the imperative need of 
the moment. 

The cheapest possible grade of goods, 
goods of a quality that would be abso- 
lutely unsaleable in any Western market, 
is what is required to mect the demands 
of the great bulk of the native popula- 
tion. 

Whether in some lines it would be 
possible for manufacturers in countries 
where labour is highly paid to compete 
with those of such a country as Japan 
may be questioned, though personally I 
believe that scientific organization and 
all-round ** efficiency " in production 
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can do so much that no cheap labour 
could possibly counterbalance the eco- 
nomies they effect. 

In any case, it has not so far been 
inability to compete with the prices 
quoted by their rivals that has pre- 
vented British and American manu- 
facturers cultivating as they might have 
done several very useful departments 
of Indian trade: but a lack of under- 
standing of what the generality of : 
native purchasers demand or can be 
induced to buy, and a disinclination 


to have anything to do with goods of the 


very low grade called for. 

Germany and Austria-Hungary were 
doing a valuable and growing trade 
with India in a variety of such com- 
modities as I have in mind before the 
war, for their manufacturers and mer- 
chants had no really *' live " opposition 
to mcet. 

The loss of that trade, and what it 
must eventually have grown to, is a part 
of the tremendous punishment that the 
enemy countries will have to bear for 
thcir assault upon civilisation. "There is 
no reason at all why the United States 
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are open to you by the use of our completely equipped Sales and Advertising Service. 


We are not merely space purveyors— we study the sales side for you—give the benefit 
of our long experience and expert knowledge of local Indian conditions, and arrange for the 
conduct of your sales department and fix you with live representatives, with efficient 
organisation to cover the territory, upon a commission basis. 
it is that therepresentative who handles your sales proposition in the East—should be reliable 


—profit by our experience and let us work for you. 


OUR COPY AND DESIGN SERVICE IS FREE—ADVERTISING RATES THE 
LOWEST, AND SERVICE JUST BEST. | 


MA Y WE CALL AND DISCUSS THE MATTER IN ITS ENTIRETY ? 


ARTHUR KNIGHT COMPANY, Indian Advertising Specialists 
5/6, MARKET STREET . - 
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You know how important 


ST. JAMES'S, S.W. 1. 
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i 


j 


The most up-to-date Rangoon Vernacular daily—Circulation 5,000 per issue—clearly printed. 
IT IS ALREADY THE BEST MEDIUM FOR REACHING THE MASSES OF THE 


BURMESE NATIVES. 


Rates and Specimen Copy sent upon request from the sole European Agents. 
ARTHUR KNIGHT COMPANY, Indian Advertising Specialists 


5/6, MARKET STREET, - . - 


ST. JAMES'S. 
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-FASSETT & JOHNSON, 


Import and Export 
— —Merchants, —— 
Manufacturers’ Agents 


HEAD OFFICE: l 
86, CLERKENWELL ROAD, 
LONDON, E.C.1. 


Factory : 
20—26, BRUNSWICK PLACE, CITY ROAD, N.1. 
Distributing Depots : 
LONDON, MANCHESTER, GLASGOW, LIVERPOOL 
; BRISTOL, &c. 
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AUSTRALIA: 
233, CLARENCE STREET, 
SYDNEY, N.S.W. 
(Resident Manager: Mr. T. H. MOORE). 
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DEPARTMENTS: 


MEDICAL - - Hospitals & Institutions 
PHARMACEUTICAL - - Chemists, etc. 
FOODS - - - - - - Grocery, etc. 
SUNDRIES - Hardware & Ironmongers, etc. 
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Australian Offic. : 
233, CLARENCE STREET 
SYDNEY, N.S.W. 


A complete organization in both 
Great Britain and Australia—Manage- 
ment, sales promotion, clerical and 
travelling staff, warehousing, and 


Ma 


X Pop y. 

ie ie: 
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distribution, in close touch with the 
wholesale and retail trade in each 


8S CUARE wees Roan 


e ENS 
Pe department. 


CORRESPONDENCE INVITED. 


Managing Director: 
Head Office: L. O. JOHNSON. 
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should not in a great measure succeed 
to it. 

Indeed, in some degree, that is a fact 
accomplished. 

War-time figures, whether absolute or 
relative, cannot be taken as affording 
any very reliable indication of what will 
happen when the world is really at peace 
again: but they are by no means alto- 
gether without significance. 

It is worth while noting that the 
present percentage of goods imported 
into India from the United States and 
Japan almost exactly equals the propor- 
tion of India’s total import trade which 
was in their hands before the war plus 
that of Germany and Austria-Hungary 
combined. 

Great Britain has been much too 
busily occupied in carrying on her stu- 
pendous naval and military activities 
to be able to spare an effort to secure the 
lapsed trade of her enemies. It is suf- 
ficiently astonishing that in spite of all 
adverse circumstances she should have 
been able to retain her own predominant 
position in the Indian market practically 
without diminution. 


Now that the war is over Great Britain 
will certainly not let any competitors 
from overseas win their way into the 
greatest of all her markets without 
making them not only fight for their 
entrance but constantly defend a posi- 
tion once attained. 

This, however, need not discourage 
American manufacturers and traders 
who can supply the goods and are ready 
to be alert, enterprising and intelligent 
in marketing them. There is so much 
trade to be done, and it is such a rapidly 
multiplying quantity, that there will 
always be room for energetic newcomers 
who bring the right kinds of commodi- 
ties in their hands. 

The Indian niarket is, in some ways, 
one which it is particularly easy to enter. 
The overseas manufacturer will find 
that both its distributing and adver- 
tising is controlled from a limited 
number of points, and in consequence 
will have no difficulty in directing his 
operations and concentrating his efforts 
in the most effective manner. 

And there is a governing control in 
London. Operations in the Indian 
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market can in many ways be directed 
from London gencral headquarters more 
effectively than from any centre in 
India itself. 

London is in fact the capital of India. 
Both the political and financial relations 
between Great Britain and its Indian 
Empire have made it so. The position 
of India in the British Empire is still 
that of a dependency—and though in 
gradually lessening degrce, it will remain 
so for a long time to come. 

In that lies the fundamental reason 
why London is at least as good a 
strategic centre for the conduct of a 
trading campaign in the Indian market 
as any nearcr the scene of operations. 

I think that it is always wise for a 
manufacturer proposing to do business 
in a new and unfamiliar market to see, 
either for himself or through the eyes 
of a capable and trustworthy delegate, 
what that market is like : and I should 
strongly advise a personal visit to India 
as a preliminary to the overseas manu- 
acturer’s attempt to trade there. 

This would enable him to understand 
and give proper value to the dctailed 
information and advice: he could only 
obtain from merchants or others with 
long practical experience of Indian 
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trade, and would make plain to him the 
wisdom of seeking the such assistance. 
During a personal visit to India of 
perhaps some months’ duration not the 
least valuable of his acquisitions would 
be a realisation of how very little could 
be learnt about so vast a territory and 
so varicgated a congregation of peoples 
without many years' close study. 


At the same time he could hardly fail 
to return home with an unquenchable 
enthusiasm for such a market as upon 
even the most superficial examination 
at close quarters India shows itself to 
be: and with a determination to strive 
for a place in it with his full power. 

It will not be impressed upon him 
while in India that in far-away London 
is the vital centre of all the industrial 
and commercial activity to be seen— 
the man on the spot is loth to admit 
that he is not the god in the machine— 
but the visitor will soon perceive it for 
himself if he be observant. 

If, as & result, our supposititious 
manufacturer decides to ‘ work" the 
Indian market from London he will not 
have done unwiscly. 

In London he will find every possible 
facility for distributing and advertising 
his goods in all parts, or in any particu- 
lar part, of the market ; he will have 
at his service the most reliable of 
information and advice founded upon 
years of experience constantly corrected 
by new and practical tests of almost 
daily recurrence. 

Moreover, there is no inconsiderable 
advantage in this: that working from 
London, the same chief direction and 
organisation will serve for operations 
in Great Britain and in India. Since a 
* chief " of the first calibre is not to be 
found every day, and an organisation 
that functions efficiently is difficult to 
set up and control at a distance, this is 
surely no small matter. 

Mark you, I do not suggest that the 
American manufacturer or his general 
officer commanding in London should 
leave everything to the experts whose 
information and experience they call 
into service. That is never wise: 
expert assistance in any field is a thing 
that should be used freely, but it will 
not supply the want of intelligent 
direction, clear judgment and close 
supervision, on tlie partyjof those whose 
absolutely vital interests are at stake. 
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